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The Effects of Keyring Purchase Evaluation Criteria on Consumer Attitude and
Repurchase Intention
- Focusing on the Mediating Roles of Emotional and Cognitive Attitudes -

Meiqi Shen and Ha Kyung Lee'
Dept. of Clothing & Textiles, Chungnam National University; Daejeon, Korea

Abstract: As keyrings have recently evolved from purely functional items into fashion accessories, this study aimed to
examine the effects of consumers’ keyring purchase evaluation criteria on attitude and repurchase intention. An online
survey was conducted with 200 female consumers who had prior experience purchasing keyrings, and the collected data
were analyzed using SPSS 29.0. The results of exploratory factor analysis identified six dimensions of keyring purchase
evaluation criteria: brand orientation, functional orientation, design orientation, souvenir suitability, self-expressive ori-
entation, and value-for-money orientation. Attitude was classified into two dimensions: emotional attitude and cognitive
attitude. The findings indicated that design orientation and self-expressive orientation had significant positive effects on
emotional attitude, whereas functional orientation had a negative effect. In addition, functional, design, and self-expres-
sive orientation positively influenced cognitive attitude, while value-for-money orientation had a negative effect. Both
emotional and cognitive attitudes were found to have significant positive effects on repurchase intention. Furthermore,
mediation analysis revealed that functional, design, and self-expressive orientation influenced repurchase intention
through emotional and cognitive attitudes. Notably, design and self-expressive orientation also exerted direct effects on
repurchase intention. This study contributes to the literature by conceptualizing keyrings as symbolic and emotionally
driven consumption goods and by explaining repurchase intention through the dual structure of attitude (emotional and
cognitive). Practically, it suggests that enhancing design and symbolic value is critical for keyring product development

and marketing strategies.
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ol¢} -2 Wisl= 7]Ho] T 7154 AlFe] ofd 13 oA 548 Aok Park(2016)y2 SAAFE H7PE &
A Al AEH 2HE A F5A7E A AR A A2 HA, A8A AR &4, v &4
WS S ofnlgith Al Al S F=AE & ARBIAEA &7, 283 B84 &4 T TR AR
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Table 1. Results of demographic characteristics

Item Category Frequency Percentage
Gender Female 200 100.0%
18-19 years old 6 3.0%

Age 20-29 years old 64 32.0%
29-39 years old 130 65.0%

High school graduate or below 12 6.0%

Currently enrolled in university 28 14.0%

Highest level of education University graduate 142 71.0%
Currently enrolled in graduate school 6 3.0%

University graduate 12 6.0%

Unemployed 16 8.0%

Full-time homemaker 7 3.5%

Student 25 12.5%

Occupation General office worker 97 48.5%
Professional 28 14.0%

Service/Technical worker 18 9.0%

Other 9 4.5%

Less than 1,000,000 KRW 28 14.0%

1,000,000-1,999,999 KRW 20 10.0%

Monthlv personal income 2,000,000-2,999,999 KRW 91 45.5%
v P 3,000,000-3,999,999 KRW 36 18.0%
4,000,000-4,999,999 KRW 17 8.5%

5,000,000 KRW or more 8 4.0%

Total 200 100.0%

o] 14} 7t A A, 71" AFE T G 71Ed
B g AT ol Zhe] AAE At itk ol sl
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ol ool WA Qe Hur,
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(3%), 200) 647 (32%), 300 1309 (65%)°.2 LjeRdon, 7]
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29.0& 2E&3te TIeFAREA, A Qi AFE 4
(Cronbach’s @), TFs3]F%4] 2 Process Macro £418 AA|
E5\=

s

o

i
L 30t =

i

]

to r{r
o, Md ot
o & oo

o

41 HYETe| MET o S HE
7Y 7l B 712 AN wEST 2 B4l o
W3t MRS AF) 9o BAE 2R ANSAT,
J : 2

o = g A
o to A1
o

1o o

ki
N

WA A#AA-LS Cronbach’s afte] 5 .60 oo 2 Al
TS F55he AR YEldTH(Table 2).



T 1A 7)Y Kevring) 7o) B2} 7] LK1 I B Al SJEe A G ZFIH I B mAEAE FHOE 415

Table 2. Factor analysis and reliability verification of keyring purchase evaluation criteria

Items

Variables (When purchasing a keyring,...) Factor loadings Eigenvalue Variance  Cronbach’s a
I consider whether it is from a well-known brand. .88
) ) I consider whether it is from a premium brand. .88 19.33
Brand orientation . . . 2.90 .86
I consider whether it is sold at an official brand store. WA (19.33)
I consider its trendiness. .66
I consider its functionality. .88
Functional 16.03
I ider it ticality. .87 2.40 .86
orientation consider its practicality. (3535)
I consider its convenience. .87
Design I consider its design. 91 186 12.37 %5
orientation I consider its style. .89 ' (47.72) '
I consider whether it is suitable as a travel souvenir. .86 02
Souvenir suitability [ consider whether it would make a good gift for family members 75 1.53 ( 57.95) 66
or acquaintances. '
Self- I consider whether it can express my individuality. .86 081
expressive I consider the impression it may give to others or potential 7 1.47 (67. 76) .65
orientation romantic partners. '
Value-for- I consider whether it is on sale. .84 147 9.78 60
money orientation I consider its price range. 81 ’ (77.54) ’
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Table 3. Factor analysis and reliability verification of keyring attitude and repurchase intention

Variables Items Factor loadings Eigenvalue Variance ~ Cronbach’s o
The keyring I'm using is impressive. .82
The keyring I'm using is charming. 81
Emotional I'm fond of the keyring I'm using. .80 27.65
attitude T think the keyring I bought is perfect for decorating bags or accessories. 73 387 (27.65) 88
The keyring I'm using is interesting. .70
I love the design of the keyring I bought. .69
I believe the quality of the Keyring I purchased is excellent. .85
Cognitive | am satisfied with the functionality of the Keyring I purchased. .84 6 18.93 ©
attitude  The keyring I'm using is excellent. 73 (46.58)
I think shopping for keyrings was a wise choice. .61
I shall continue to purchase keyrings frequently. .88
Repurchase | shall continue to purchase keyrings in the future. .86 308 22.00 %9
intention [ shall continue to purchase keyrings. .85 (68.58)
I shall recommend keyrings to people around me. .70

Table 4. The impact of keyring purchase preference on attitude

Dependent .
variable Independent variable B t
Brand orientation .03 46
Functional orientation -.16 -2.50*
Design orientation .38 s
Emotional
m(')tlona Souvenir orientation -.06 -.82
attitude ok
Self-expressive orientation 31 4.35
Value-for-money-orientation -.10 -1.51
R*=30, adjusted R*=28, F=13.65
Brand orientation A1 1.28
Functional orientation 28 432™
- Design orientation 25 3.59"
Cog.mtwe Souvenir orientation .07 1.06
Attitude X
Self-expressive orientation .16 2.20
Value-for-money-orientation =27 -4.03"™

*

R*=26, adjusted R*=24, F=11.22""

"p<.05, " p<.001

—5‘)\](/3 28, p< 001) tirpel FA B=.25, p<.001), 271
@ FA(B=.16, p< 9 < —’E_EO I8 9FS MAE Zlow
(-2 Jeks

)R = 74_; L}E}‘;}E}(ﬁ—fﬂ, p<.001). ©]

Aol Faspl elshs A4S 7190 el wek 3
31 Q14 B s}h— Aol g Slmlg) v A

A AES FAILFS A Berf Holxls o= Yelst

=, ol 719l eAinoe 7]l AdH S 54
71 WA AAMEE EEY] gel 7H tiE] aadolu
7AA e Fos sk vk Ae- AEe
8240y 71Xl the 7Pt AdtiH e s vobd ¢ 9SS
nRith =, A SRS AR TEske alAke T
o AnA A 7 E Blg tie] 882 Ao A
o2 ATl W 587 A FAdol AR 7Fsgol et
Bl Sk 7IEE A SAe 9AF Bl freld
e VAA Be Aom YER
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4.3. 7|0l chst ER=7t ZFof 2| =0ofl Ojx|

7170l thek Bert Al oize] vl= Je 4
<13l 2o shelalel A emsk A Hies S
T2, A7 s FEHAFE Al el A

A&t B4 A= Table 500 AAEFATH
24 Ax, 784 Blxe A7 o fogk A+ 9
g2 njxE How L}E}‘;}E‘r(ﬂ 34, p<.001). o] 2H|27F

718 i3l A0 7AA HEE 7/FRESE AF) o=t
=olAL ouldit), TS QXA HE AA AT % &

& Al FFL vIRe oz vheiTh(p= 28, p<.001).
ol &M} 718l dlsf g o® HylsE A7) 9

w7} ol e olulgt,

Table 5. The influence of attitude on repurchase intention

Dependent .
variable Independent variable p t
Emotional attitude 34 497
Repurchase (. itive Attitude 28 417
intention

sk

R*=29, adjusted R*=28, F=39.48"

<001
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