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Abstract 

  Nowadays, human civilization develops rapidly so that what people pursue is not 

only enough to survive, but can continuously upgrade the quality of live. Rich 

information and trade makes the way consumers collect information and buy the 

product become easier than before. Moreover, two factors such as consumer 

involvement and product bundling will bring diverse purchase Intention. 

 

  The purpose of this paper is to see weather consumer’s involvement on product and 

promotion of product bundling influence on his purchase intention, by focusing on 

beauty products, such as lotion, facial cleanser, emulsion and sun-block products. We 

use students who studies Feng Chia University Department of Economics as object of 

study , and adopt stepwise regression to analyze the effect of independent variables on 

consumer’s purchasing intention. 

 

  The result shows, the involvement and purchase intention of woman are both 

higher than man. Also, student age affects positively the involvement, and purchasing 

intention. In addition, the higher income, the higher involvement, and in turn, the 

stronger purchasing intention for students. Finally, promotion of product bundling 

causes higher purchasing intention.  
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4-1-1 ( ) 

 

Variable 
Model 1 Model 2 Model 3 Model 4 Model 5 

VIF R-squared VIF R-squared VIF R-squared VIF R-squared VIF R-squared 

gender 1.08 0.07 1.46 0.32 1.40 0.29 1.33 0.25 1.49 0.33 

year 1.02 0.02 1.04 0.04 1.03 0.03 1.06 0.06 1.07 0.07 

income 1.22 0.18 1.25 0.20 1.22 0.18 1.25 0.20 1.29 0.22 

cost 1.25 0.20 1.49 0.33 1.45 0.31 1.47 0.32 1.52 0.34 

a1   5.43 0.82     5.76 0.83 

a2   5.12 0.80     5.31 0.81 

a3   2.88 0.65     3.27 0.70 

a4   2.39 0.58     2.79 0.64 

involve_a     1.62 0.38     

a7       2.48 0.60 3.92 0.74 

a8       1.94 0.48 2.00 0.50 

a9       2.53 0.60 2.67 0.63 

a10       2.34 0.57 2.38 0.58 

a11       2.38 0.58 2.49 0.60 

Mean VIF 1.14  2.63  1.34  1.87  2.77  
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4-1-2 ( ) 

 

Variable 
Model 1 Model 2 Model 3 Model 4 Model 5 

VIF R-squared VIF R-squared VIF R-squared VIF R-squared VIF R-squared 

gender 1.08 0.07 1.16 0.14 1.14 0.12 1.11 0.10 1.22 0.18 

year 1.02 0.02 1.03 0.03 1.02 0.02 1.04 0.04 1.05 0.05 

income 1.22 0.18 1.25 0.20 1.23 0.19 1.29 0.22 1.31 0.24 

cost 1.25 0.20 1.37 0.27 1.32 0.24 1.34 0.25 1.39 0.28 

b1   4.35 0.77     4.59 0.78 

b2   5.49 0.82     5.65 0.82 

b3   3.10 0.68     3.17 0.68 

b4   1.68 0.40     1.97 0.49 

involve_b     1.20 0.17     

b7       1.69 0.41 2.25 0.56 

b8       1.41 0.29 1.53 0.35 

b9       2.15 0.53 2.19 0.54 

b10       2.28 0.56 2.29 0.56 

b11       2.06 0.51 2.17 0.54 

Mean VIF 1.14  2.43  1.18  1.60  2.37  
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4-1-3 ( ) 

 

Variable 
Model 1 Model 2 Model 3 Model 4 Model 5 

VIF R-squared VIF R-squared VIF R-squared VIF R-squared VIF R-squared 

gender 1.08 0.07 1.35 0.26 1.34 0.26 1.27 0.21 1.36 0.26 

year 1.02 0.02 1.04 0.04 1.03 0.03 1.03 0.03 1.04 0.04 

income 1.22 0.18 1.23 0.19 1.22 0.18 1.23 0.19 1.26 0.20 

cost 1.25 0.20 1.37 0.27 1.34 0.25 1.35 0.26 1.38 0.28 

c1   7.19 0.86     7.77 0.87 

c2   7.51 0.89     7.53 0.87 

c3   3.12 0.68     3.42 0.71 

c4   2.52 0.60     2.89 0.65 

involve_c     1.41 0.29     

c7       2.11 0.53 2.85 0.65 

c8       1.86 0.46 1.95 0.49 

c9       2.74 0.64 2.83 0.64 

c10       2.42 0.59 2.57 0.61 

c11       2.62 0.62 2.72 0.63 
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Mean VIF 1.14  3.16  1.27  1.85  3.05  

 

4-1-4 ( ) 

 

Variable 
Model 1 Model 2 Model 3 Model 4 Model 5 

VIF R-squared VIF R-squared VIF R-squared VIF R-squared VIF R-squared 

gender 1.08 0.07 1.36 0.26 1.35 0.26 1.32 0.24 1.38 0.28 

year 1.02 0.02 1.06 0.06 1.04 0.04 1.05 0.05 1.07 0.07 

income 1.22 0.18 1.24 0.20 1.22 0.18 1.24 0.19 1.26 0.28 

cost 1.25 0.20 1.37 0.27 1.33 0.25 1.36 0.26 1.41 0.29 

d1   5.26 0.87     5.66 0.82 

d2   5.22 0.87     5.28 0.81 

d3   3.19 0.69     4.29 0.77 

d4   2.43 0.59     2.97 0.66 

involve_d     1.43 0.30     

d7       2.49 0.60 3.87 0.74 

d8       2.13 0.53 2.42 0.59 

d9       2.58 0.61 2.62 0.62 

d10       2.43 0.59 2.5 0.60 

d11       2.47 0.60 2.74 0.64 
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Mean VIF 1.14  2.64  1.27  1.90  2.88  
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4-1  

 

  mean sd min max 

gender 

year 

income 

cost 

 1.592334 0.492259 1 2 

 2.236934 1.121763 1 4 

 2.188153 1.083635 1 4 

 1.459930 0.826335 1 5 

a1 

a2 

a3 

a4 

involve_a 

a5 

a6 

a7 

a8 

a9 

a10 

a11 

 2.567944 1.203760 1 5 

 2.682927 1.212041 1 5 

 2.310105 1.076450 1 5 

 2.905923 1.128865 1 5 

1 4  

 

3.388112 

2.756098 

1.032022 

1.101377 

1 

1 

5 

5 

 2.289199 1.095120 1 5 

 2.512195 1.360927 1 5 

 2.728223 1.156921 1 5 

 2.745645 1.068350 1 5 

 2.675958 1.062495 1 5 

8 10  2.655052 1.110739 1 5 

b1 

b2 

b3 

b4 

involve_b 

b5 

b6 

b7 

b8 

b9 

b10 

 1.613240 0.752780 1 5 

 1.641115 0.766508 1 5 

 1.637631 0.798411 1 5 

 

1 4  

2.355401 

4.194056 

1.047390 

0.719051 

1 

1 

5 

5 

 2.226481 1.003976 1 5 

 1.808362 0.811758 1 5 

 1.710801 0.936809 1 5 

 1.916376 0.923646 1 5 

 2.449477 0.958979 1 5 

 2.442509 1.039098 1 5 
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b11 8 10  2.317073 0.961035 1 5 

c1 

c2 

c3 

c4 

involve_c 

c5 

c6 

c7 

c8 

c9 

c10 

c11 

 2.390244 1.034869 1 5 

 2.459930 1.053282 1 5 

 2.229965 0.990907 1 5 

 2.717770 1.087339 1 5 

1 4  3.555944 0.950263 1 5 

 2.574913 1.064591 1 5 

 2.243902 1.042668 1 5 

 2.421603 1.251553 1 5 

 2.459930 1.005734 1 5 

 2.637631 1.028125 1 5 

 2.599303 1.062587 1 5 

8 10  2.550523 1.032712 1 5 

d1 

d2 

d3 

d4 

involve_d 

d5 

d6 

d7 

d8 

d9 

d10 

d11 

 2.080139 1.046400 1 5 

 2.160279 1.071936 1 5 

 2.006969 1.006945 1 5 

 2.480836 1.152141 1 5 

1 4  3.824301 0.961967 1 5 

 2.358885 1.080719 1 5 

 2.069686 1.032016 1 5 

 2.146341 1.167529 1 5 

 2.146341 1.044221 1 5 

 2.601399 1.076967 1 5 

 2.846690 1.142403 1 5 

8 10  2.508711 1.047355 1 5 
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4-3-1  

 
a5 

Model 1 Model 2 Model 3 Model 4 Model 5 

gender 0.692***  0.00883 -0.0537 0.192 0.0604 

 (5.57) (0.08) (-0.50) (1.82) (0.60) 

year 0.0574 0.0598 0.0382 0.0453 0.0629 

 (1.08) (1.54) (0.96) (1.10) (1.68) 

income 0.0612 0.0731 0.0562 0.0257 0.0628 

 (1.02) (1.66) (1.25) (0.55) (1.48) 

cost 0.317***  -0.0841 -0.0354 -0.0365 -0.126* 

 (3.99) (-1.33) (-0.55) (-0.55) (-2.07) 

a1  0.0646   0.0401 

  (0.78)   (0.49) 

a2  0.102   0.114 

  (1.28)   (1.47) 

a3  0.243***    0.129 

  (3.60)   (1.88) 

a4  0.433***    0.353***  

  (7.40)   (5.87) 

involve_a   0.803***    

   (14.68)   

a7    0.223***  -0.0357 

    (4.28) (-0.60) 

a8    0.0986 0.0951 

    (1.82) (1.91) 

a9    0.161* 0.0750 

    (2.40) (1.21) 

a10    0.171**  0.137* 

    (2.63) (2.31) 

a11    0.180**  0.0862 

    (2.88) (1.49) 

_cons 1.419***  0.263 0.456* 0.0400 -0.205 

 (5.32) (1.26) (2.16) (0.17) (-0.95) 

N 

R-squared 

286 

0.1978 

286 

0.5821 

286 

0.5467 

286 

0.5392 

286 

0.6288 
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t statistics in parentheses, * p < 0.05, **  p < 0.01, ***  p < 0.001            

   

4-3-2  

 
a6 

Model 1 Model 2 Model 3 Model 4 Model 5 

gender 0.664***  -0.0740 0.0145 0.211 -0.0263 

 (5.46) (-0.70) (0.13) (1.96) (-0.26) 

year 0.0588 0.0500 0.0420 0.0512 0.0533 

 (1.13) (1.28) (1.00) (1.22) (1.40) 

income 0.0975 0.0695 0.0931 0.0607 0.0545 

 (1.67) (1.56) (1.96) (1.28) (1.26) 

cost 0.349***  0.0296 0.0423 0.0245 -0.00773 

 (4.49) (0.46) (0.62) (0.37) (-0.13) 

a1  0.234**    0.202* 

  (2.79)   (2.44) 

a2  -0.137   -0.147 

  (-1.69)   (-1.86) 

a3  0.596***    0.488***  

  (8.75)   (7.00) 

a4  0.0866   -0.00691 

  (1.46)   (-0.11) 

involve_a   0.699***    

   (12.13)   

a7    0.181***  0.0110 

    (3.41) (0.18) 

a8    0.101 0.0468 

    (1.82) (0.93) 

a9    0.194**  0.0957 

    (2.84) (1.51) 

a10    0.119 0.0762 

    (1.80) (1.27) 

a11    0.172**  0.140* 

    (2.69) (2.38) 

_cons 1.803***  0.706***  0.965***  0.529* 0.317 

 (6.91) (3.34) (4.34) (2.19) (1.44) 

N 

R-squared 

286 

0.2206 

286 

0.5671 

286 

0.4892 

286 

0.5123 

286 

0.6093 



 

 

46 

ePaper(2011 ) 
 

t statistics in parentheses, * p < 0.05, **  p < 0.01, ***  p < 0.001            

 

4-3-3  

 
b5 

Model 1 Model 2 Model 3 Model 4 Model 5 

gender 0.305* 0.0492 0.0529 0.239* 0.0877 

 (2.55) (0.48) (0.50) (2.26) (0.87) 

year 0.0140 0.0287 0.0127 0.0122 0.0338 

 (0.28) (0.68) (0.29) (0.27) (0.82) 

income 0.0618 0.0267 -0.000639 -0.0304 -0.00544 

 (1.08) (0.56) (-0.01) (-0.59) (-0.11) 

cost 0.270***  0.0740 0.119 0.155* 0.0753 

 (3.53) (1.13) (1.76) (2.25) (1.17) 

b1  -0.116   -0.182 

  (-0.90)   (-1.41) 

b2  0.0334   -0.0123 

  (0.23)   (-0.09) 

b3  0.384***    0.356***  

  (3.70)   (3.48) 

b4  0.397***    0.313***  

  (6.89)   (5.16) 

involve_b   0.746***    

   (10.11)   

b7    0.119 0.0125 

    (1.70) (0.17) 

b8    0.265***  0.161**  

    (4.18) (2.66) 

b9    0.0360 -0.0135 

    (0.48) (-0.19) 

b10    0.161* 0.152* 

    (2.24) (2.30) 

b11    0.145 0.0533 

    (1.97) (0.77) 

_cons 2.733***  0.708* 0.367 0.380 0.221 

 (10.65) (2.21) (1.14) (1.13) (0.66) 

N 

R-squared 

286 

0.1008 

286 

0.4026 

286 

0.3414 

286 

0.3287 

286 

0.4447 
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t statistics in parentheses, * p < 0.05, **  p < 0.01, ***  p < 0.001            

 

4-3-4  

 
b6 

Model 1 Model 2 Model 3 Model 4 Model 5 

gender 0.157 -0.0413 -0.0715 0.115 0.0132 

 (1.62) (-0.51) (-0.88) (1.38) (0.16) 

year -0.0273 -0.0230 -0.0285 -0.0457 -0.0301 

 (-0.66) (-0.69) (-0.84) (-1.29) (-0.91) 

income 0.0964* 0.0427 0.0397 0.0299 0.0280 

 (2.07) (1.12) (1.04) (0.73) (0.73) 

cost 0.175**  0.0554 0.0379 0.0658 0.0416 

 (2.83) (1.06) (0.73) (1.21) (0.80) 

b1  0.0851   -0.00169 

  (0.83)   (-0.02) 

b2  0.0725   0.0371 

  (0.64)   (0.33) 

b3  0.425***    0.398***  

  (5.14)   (4.85) 

b4  0.0913*   0.0259 

  (1.99)   (0.53) 

involve_b   0.678***    

   (11.90)   

b7    0.260***  0.104 

    (4.69) (1.76) 

b8    0.137**  0.0512 

    (2.73) (1.06) 

b9    -0.00151 0.00148 

    (-0.03) (0.03) 

b10    0.00965 0.00472 

    (0.17) (0.09) 

b11    0.189**  0.133* 

    (3.22) (2.39) 

_cons 3.542***  1.262***  1.391***  1.551***  0.967***  

 (17.02) (4.95) (5.61) (5.84) (3.61) 

N 

R-squared 

286 

0.0815 

286 

0.4126 

286 

0.3901 

286 

0.3449 

286 

0.4466 
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t statistics in parentheses, * p < 0.05, **  p < 0.01, ***  p < 0.001            

 

4-3-5  

 
c5 

Model 1 Model 2 Model 3 Model 4 Model 5 

gender 0.795***  0.162 0.141 0.272**  0.140 

 (6.70) (1.73) (1.44) (2.80) (1.56) 

year -0.0606 -0.0333 -0.0200 -0.0177 -0.0243 

 (-1.20) (-0.92) (-0.53) (-0.46) (-0.70) 

income 0.0520 0.0820* 0.0662 0.0159 0.0609 

 (0.91) (2.02) (1.57) (0.37) (1.55) 

cost 0.255***  -0.00611 0.0274 0.0255 -0.0377 

 (3.36) (-0.11) (0.47) (0.43) (-0.70) 

c1  0.272**    0.173 

  (2.63)   (1.69) 

c2  -0.143   -0.121 

  (-1.37)   (-1.23) 

c3  0.210**    0.139 

  (2.95)   (1.95) 

c4  0.472***    0.380***  

  (8.12)   (6.41) 

involve_c   0.793***    

   (15.25)   

c7    0.263***  0.0566 

    (5.35) (1.11) 

c8    0.128* 0.0539 

    (2.21) (1.02) 

c9    0.0693 -0.00640 

    (1.02) (-0.10) 

c10    0.129* 0.0974 

    (2.08) (1.70) 

c11    0.201**  0.166**  

    (3.02) (2.74) 

_cons 1.812***  0.251 0.247 0.198 -0.0622 

 (7.12) (1.20) (1.15) (0.86) (-0.29) 

N 

R-squared 

286 

0.2166 

286 

0.6114 

286 

0.5721 

286 

0.5617 

286 

0.6545 
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t statistics in parentheses, * p < 0.05, **  p < 0.01, ***  p < 0.001            

 

4-3-6  

 
c6 

Model 1 Model 2 Model 3 Model 4 Model 5 

gender 0.695***  0.0686 0.0791 0.142 0.0144 

 (5.93) (0.71) (0.79) (1.52) (0.16) 

year -0.0535 -0.0320 -0.0152 -0.0179 -0.0280 

 (-1.07) (-0.86) (-0.40) (-0.49) (-0.82) 

income 0.00626 0.0365 0.0196 -0.0146 0.0197 

 (0.11) (0.87) (0.45) (-0.35) (0.51) 

cost 0.295***  0.0670 0.0807 0.0704 0.0372 

 (3.93) (1.15) (1.35) (1.23) (0.69) 

c1  0.125   -0.0434 

  (1.16)   (-0.43) 

c2  -0.0963   -0.0742 

  (-0.90)   (-0.75) 

c3  0.490***    0.401***  

  (6.65)   (5.69) 

c4  0.272***    0.145* 

  (4.51)   (2.46) 

involve_c   0.746***    

   (14.01)   

c7    0.228***  0.0977 

    (4.80) (1.92) 

c8    0.337***  0.264***  

    (6.09) (5.05) 

c9    0.139* 0.108 

    (2.11) (1.75) 

c10    0.0254 -0.0476 

    (0.43) (-0.84) 

c11    0.0859 0.0977 

    (1.34) (1.62) 

_cons 2.329***  0.694**  0.856***  0.643**  0.308 

 (9.26) (3.20) (3.89) (2.91) (1.46) 

N 

R-squared 

286 

0.1995 

286 

0.5647 

286 

0.5293 

286 

0.5761 

286 

0.6430 
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t statistics in parentheses, * p < 0.05, **  p < 0.01, ***  p < 0.001            

 

4-3-7  

 
d5 

Model 1 Model 2 Model 3 Model 4 Model 5 

gender 0.768***  0.0557 0.0636 0.0993 0.0218 

 (6.24) (0.59) (0.63) (1.02) (0.24) 

year -0.0665 -0.00660 0.0140 -0.00831 -0.00765 

 (-1.27) (-0.18) (0.36) (-0.22) (-0.22) 

income 0.0298 0.0444 0.0224 -0.00596 0.0251 

 (0.50) (1.09) (0.52) (-0.14) (0.64) 

cost 0.223**  -0.0584 -0.00841 -0.00938 -0.0736 

 (2.83) (-1.04) (-0.14) (-0.16) (-1.35) 

d1  0.177*   0.106 

  (2.02)   (1.22) 

d2  -0.107   -0.146 

  (-1.26)   (-1.80) 

d3  0.248***    0.105 

  (3.49)   (1.33) 

d4  0.530***    0.407***  

  (9.84)   (7.18) 

involve_d   0.833***    

   (15.72)   

d7    0.400***  0.166* 

    (7.12) (2.59) 

d8    0.142* 0.0968 

    (2.45) (1.72) 

d9    0.141* 0.114* 

    (2.28) (2.01) 

d10    0.0219 0.0106 

    (0.39) (0.20) 

d11    0.174**  0.0984 

    (2.79) (1.64) 

_cons 2.176***  0.414 0.288 0.279 0.194 

 (8.23) (1.92) (1.27) (1.22) (0.90) 

N 

R-squared 

286 

0.1842 

286 

0.6251 

286 

0.5668 

286 

0.5947 

286 

0.6666 
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t statistics in parentheses, * p < 0.05, **  p < 0.01, ***  p < 0.001          

 

4-3-8  

 
d6 

Model 1 Model 2 Model 3 Model 4 Model 5 

gender 0.565***  -0.110 -0.0929 -0.0637 -0.134 

 (4.66) (-1.11) (-0.90) (-0.67) (-1.43) 

year -0.00267 0.0537 0.0724 0.0404 0.0469 

 (-0.05) (1.40) (1.82) (1.09) (1.30) 

income 0.0222 0.0355 0.0153 0.00513 0.0232 

 (0.38) (0.83) (0.35) (0.12) (0.57) 

cost 0.238**  -0.0179 0.0220 0.0296 -0.0254 

 (3.07) (-0.30) (0.36) (0.51) (-0.45) 

d1  -0.0223   -0.0999 

  (-0.24)   (-1.12) 

d2  0.0758   0.0298 

  (0.85)   (0.35) 

d3  0.581***    0.396***  

  (7.79)   (4.90) 

d4  0.187**    0.0599 

  (3.30)   (1.02) 

involve_d   0.777***    

   (14.28)   

d7    0.271***  0.148* 

    (4.90) (2.24) 

d8    0.316***  0.211***  

    (5.54) (3.63) 

d9    0.172**  0.164**  

    (2.82) (2.79) 

d10    -0.0375 0.000246 

    (-0.67) (0.00) 

d11    0.138* 0.0335 

    (2.24) (0.54) 

_cons 2.643***  0.750**  0.882***  0.675**  0.448* 

 (10.16) (3.31) (3.78) (2.98) (2.01) 

N 

R-squared 

286 

0.1324 

286 

0.5460 

286 

0.4982 

286 

0.5676 

286 

0.6100 
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t statistics in parentheses, * p < 0.05, **  p < 0.01, ***  p < 0.001            
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