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Original Research Article

The Effect of Integrity of Product | mage and Perfectionism

Per sonality of Consumer on Purchase I ntentions

Abstract: This study employed the 2x2 mixed experimental gteso explore the effect of
integrity of product image and perfectionism of semer on purchase intentions. The result
indicated that the integrity of products had siigaifit positive effect on purchase intention of
consumers. The perfection of product image is meaily consumed than imperfection of
product image, and consumers are willing to spendenmoney to buy perfection of product
image of the same quantity. The perfectionism afsomers had non-significant impact on their
purchase intentions. Buhe integrity of product image and perfectionisnrspeality have
significant positive interaction effect on purchastntion Consumers of higher perfectionism,
compared with those of lower perfectionism, tendhdve higher requirement on the integrity of
product image.

Key words: product image; integrity ; perfectionism; purchagention

1. Introduction

The factors influencing consumer purchase intento@ numerous, and the
effect of product image factor is eye-catching. Bant Law believes that about 63%
of the people decide whether to buy or not basimghe image of the products when
purchasing, and over 83% receive information froefenrence The first step for
consumers to buy products is whether the productddcarouse the attention of
consumers, thus to stimulate consumers' desiraytahie products. Product image is a
very good marketing variablegamamoto and Lambert (1994) found that the product
appearance would affect consumer product prefeseidany studies have confirmed
that good product image has a significant effeccommercial success (e.g., Black
and Baker, 1987; Bruce and Whitehead, 1988; GerasdrLeenders, 2001).And
studies showed that the appearance of the prodast isfluence consumers’
perceptions of function, quality and usability ofogucts (Creusen, Veryzer,
Schoormans, 2010But there were also studies pointed out that tleelyost image

was not likely to have effects on each aspect,indffect had certain relativity and
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pertinenceln the market, the public impression of the prodcan include several
aspects, and in the end will depend on the publimeet the requirements of the
comprehensive evaluation of the product (WANG, 308 example, some product
advertising image of press close to life, and athercreate an illusion, form different
image in people mindin other words, the effect of product image on coner’s
purchase behavior may have mediating effect, sichtree personality factors of
consumers.

The consumer personality trait is the basic unithef consumer's personalitiy,
reflects the consumer behavior of regularity ands@iency. And Consumer
personality traits have effects on consumer belhg®eter, Olson, 2000There is an
experimental research shows that personality isighlyh relevant psychological
construction with consumption experience (Mehmet@§l12). As a kind of
personality traits, perfectionism is likely to affeconsumer behavior decision-making.
Zi(2011) study on the perfectionist attention preferencartperfect graphics shows
that imperfect graphics could arouse imperfect etyxof perfectionist, generating
attention capture effect which made it more difiti¢ar the perfectionist to pull away
attention to this kind of graphick the field of consumption, The author is inteeelst
in a perfectionist will in commodities appearandenction, price, shopping
environment, sales staff service attitude, and wmres sentiment in the process of the
apparent perfectionist tendencies. Based on thliire research, there is no relevant
evidence to prove that perfectionism personality influencensumer behavior
decision-making. It is not clear so far that whetlsensumers of perfectionism
personality and integrity of product imagine affeohsumer purchase intention or not.
For this purpose, this article aims to test thduerce on consumer purchase
intentions of product image integrity and consumeesfectionism personality
through experiment research.

Product image is one of the ways to manifest tloelyet quality, as well as an
advantage to influence product marketing (elgammer, 1995; Pilditch, 1976;
Veryzer, 1998 The most immediate marketing goal of productgee to stimulate

consumer purchasing desire. A large number of eocapiresearch show that the
2
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product appearance is the first stimulus signatdosumers. For exampl€reusen
and Schoormans (2005) believahat the product image includes six different
elements: the role of conveying aesthetic feeliggmbol, function, ergonomics,
attract attention and classification. It is hard flonsumers to optimize all the
elements of the roles of product image, such aserdwight product having color
value from the aesthetic point of view, but mayoalsave lower function value.
WANG (2000) pointedout that in the study of different categories aobdurcts, the
effects of product image elements are differene Thagine elements of consumer
products mainly are brand, function, style, etdijlevthe imagine elements of means
of production products are function and qualityisTehows in consumer purchase
intentions and purchase behavior, product image/splan important role, and
consumers’ core concerns are function. Howeverteims of the imperfection of
product image, because the product image is degeoti damaged, and the product
appearance of beauty is lost, quality assurancetlangractical effect is reduced as
well, it will inevitably affect consumer purchasatantion. Therefore, this study
suggests that compared with the imperfection oflpcoimage, consumers purchase
intention is more intense for perfection of productage. Thus, this research
hypothesis:

H1: The integrity of product image haspasitiveeffect on purchase intentions.
The perfection of product image is much easiemttuce consumer purchase desire
than the imperfection of product image.

Consumer behavior and consumer psychology belleatepersonality factors are
the most important factors affecting consumer bgmavt has been proved that
personality is able wield effect on various behautrough emotion drive, it also
reflects on the consumption experience (AsendorpiVigpers, 1998; Barnett, 2006;
Burke, Matthiesen, & Pallesen, 2006; Costa & McCra@80; Peeters, van Tulijl,
Rutte, & Reymen, 2006). Consumer personality diffiees have different preferences
on products, and it also becomes one of the fadtortheir purchase intention and
decision-making. Perfectionism personality chandstie is one of the important

personality factors which influences people behaviotention and decision
3
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particularly Rhe'aume et al., 20R0In Alfred Adler’s (1956) view, the intrinsic
motivation for changing oneself is the pursuit effpction. The personality traits for
striving to complete the task associated with caltself-assessment is a perfectionist
(Zzhang, 201)L One who has the qualities of perfectionism peafity traits could
have a very high standard in real life and pursoitperfect goals, and hopes to be
perfect, tends to be perfect or extreme conditibret al.(2011) thinK'ls What It Is,
Perfect, Optimum, Getting Bettethese four motivations lead to perfectionism
consumer pursuit of perfection in the process obdpct purchase. Hereby,
perfectionism, as a kind of personality traits, naso impact on purchase intention.
For consumers with perfectionism personality trdieve higher request for the
product in the purchase decision and are pickigherchoice of products, they expect
to buy perfect products both in appearance, funstiand qualities of products,
therefore, this research hypothesis:

H2: The perfectionism personality of consumers heggative influence on
purchase intention.

H3: The integrity of product image and perfectionismrspeality have

significantpositiveinteractioneffecton purchase intention.

2. Research Method

2.1 Experimental Design

Using 2 x 2 mixed design of experiment, includirgggonality perfectionism (A)
and integrity of product image (B) two factors. Themer is variable between
subjects, divided into high score (Al) and low sch2) two levels; The latter for
internal variable of subjects, divided into perfect(B1) and imperfection (B2) two
levels, which we can get A1B1, A1B2, A2B1, A2B2 fokinds of experimental
treatment. Take the subjects willing to bid as thsponse variables for purchase
intention. The purpose of this experiment is to nexe the product integrity,
consumer personality perfection, and the interacttd both whether influence

consumers purchase intention for products?
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2.2 Experimental Subject

Random selecteil30 college students as subjects, perfectionisisopality test
on them firstly with 120 valid data taken backhen according to the test of
perfectionism standard score to rank from highadw, Ithen taking high sub 27%
which are 32 in total as perfectionism high scotaking low sub 27% which are 32
in total as perfectionism low scores. In the effechumber of subjects, male account
for 37.5%, female account for 62.5%. The averageli®8 years old; Including 52
undergraduate, account for 81.2%, 12 graduate uatdor 18.8%; Family economic
conditions above medium level are 49 , account7®6%, 15 in poverty levels,
account for 23.4%.

2.3 Experimental Material

2.3.1The Chinese version of Frost Multidimensional Peiiémism Scale Test

The scale is revised &y and Zhou(2011)formed by concerning over mistakes,
organization, parents expectations, personal stdedand doubts about actions five
dimensions, by exploratory factor analysis and icor#tory factor analysis, the scale
has good structure validity. Internal consistenogefficient of the scale of each
dimension is 0.64 ~ 0.81, retest reliability is®6 0.82. As a result, the scale has
good validity.

2.3.2Experiment materials

The seven little experiments are designed is $hidy, a total of 7 real images

(see the appendix for detailed materials). Expeninieis a set of spoon (eight are in
good condition, two are in bad condition); Expenmné is a plate of pears (six are
good, three are bad); Experiment 3 is a plate aigogsix are good, two are bad);
Experiment 4 are two plate steamed stuffed bumedthre in good condition, two are
in bad condition); Experiment 5 is a small bag i&fdul (there are two pieces of dirty);
Experiment 6 is a box of tissue (eight bags in gooddition, two bags are in bad
condition); Experiment 7 is a bag of bread (eiglgcps are good, two pieces are
soiled by cockroaches).

2.4 Experiment Procedure

2.4.1 Distincthigh andlow groups forsubjectspersonality perfectionism
5
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According to perfectionism test scoréisen taking high sub 27% which are 32 in
total as perfectionism high scores, taking low @M% which are 32 in total as
perfectionism low scores. The discrimination oftbate significant (Migh= SD nigh =
99.13+6.49, M |0y =SD|ow = 69.41+5.05 F =418.16 P=0.000). Subjects have a
good degree of differentiation.

2.4.2 Experimentmplementatiorprocedure

Every small experiment is equipped with certaia kftuation and two figures of
A, B, the subjects will see figure A first and wverdown the price of willing to pay on
answer sheet. Then see figure B and write dowptize of willing to pay on answer
sheet as well. Every figure will present 10 secomasl then leave for 10 seconds to
answer, the interval between A and B are 5 secdratsexample:

Experiment 1, Instructionsf there's a furniture store is in clearance sale]
you want to buy a set of tableware, this set ofetaare as shown in the figure below,
how much are you willing to pay for this set of le@kare? Please do not discuss with

others after seeing and fill in your bid on thevagissheet.

A Integrity of products B Imperfect products

Figurel Product integrity and imperfection test
Present figure A first (as shown in figure 1), trebjects give the bid they are
willing to pay. Then present figure B, then subgegive the bid they are willing to
pay for the set of tableware.
Seven little experiment use the order of ABBAABBAfresent. The rest of the

small from experiment 2 to experiment 7 are simiéh the experiment one, the only

6



176

177

178

179

180

181

182

183

184

185

186
187

188

189

190

191

192

193

194

195

196

difference is the contents of experimental material

3. Research Results

3.1 The effect of products integrity and consumer personality perfectionism

on consumer purchase intention

First, using one-way ANOVA to analysis gender, dgmily economic status and
cultural level and other demographic variablesuiefice on purchase intentions, but
the result show that the effects are not signiticihen do MANOVA of the product
image integrity and consumers perfectionism infageon consumer intentions, the

descriptive statistics are shownTiable 1 and-igure 2:

Tablel The average and the standard level perfectionist bid difference

under different experimental conditions

Product integrity

Perfectionism personality

perfection of products imperfection of products
perfectionist (n=32) 84.28 (43.17) 37.79(28.7D
Non-perfectionist(n=32) 83.91(59.69 55.86 (56.12

——Note: the brackets for the standard deviation
The Table 1 andrigure 2 show that from the view of consumer peréeism
personality, when facing the perfection of produdiggh perfectionist and low
perfectionist both give a higher price, but thefettdnce is not significant between
them. However, for the imperfection of productse tHifference between high
perfectionism consumers and low perfectionism coress are significant, high
perfectionist are pickier for defective product$ietefore,the research hypothesis 1
has been verified that the influence of integrity ppoduct image on consumer

purchase intention effect is positive.
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Figure2 The effect of productsintegrity and consumer personality
perfectionism on consumer purchase intention

3.2 Analysis of theintegrity of product image and consumer s perfectionism effect
on purchase intention

Using ANOVA to test the effect of integrity of proct image and consumers
perfectionism on purchase intention, the resuktssiiown inTable 2 and Table,3he
main effect of the integrity of product image igrsficant F (1,62) = 132.65P =
0.000 < 0.005).

Table2 Participantsin the effect test

Il gs df Ms F Sig.
integrity of product 38274.528 1 38274.528 132.651 .000
integrity of product *perfectionism 1424.445 1 1424.445 4.937 .030
error 17889.264 62 288.537

When facing different degrees of integrated prodcmhsumers are tend to pay a
higher price for high integrity or absolute intégrproducts. And the interaction is
significant between product image integrity andf@aronism § (1,62) = 4.94P =
0.030 < 0.05), the interaction effect is shown igufe 3, namely high perfectionism
personality consumers compared with low perfecsionipersonality, they demand
more on integrity of product image, goods appeaatandards and rigor levels, they

are more inclined to buy high degree of perfecéwan no defect products.
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Table3 Effect of test between subjects

Il gs df Ms F Sig.

Intercept 530115.303 1 530115.303  120.166 .000

perfectionism 2897.508 1 2897.508 .657 421
Error 273514.597 62 4411.526

But in Table 3,according to consumer's perfectionism, there issigaificant

influence on purchase intentiof (1,62) = 0.657P = 0.421 > 0.005).

Figure3 The interaction effect of image integrity and perfectionism on purchase intention

Product
90.00 integrity

_J'___'_,_f—o

—— good
— had

50.00- o

70.00-

60.00-7

S0.00-

40 00 o

The marginal mean of the consumer purchase intention

30.00

T T
High score low score

Perfectionism personality

4. Discussion

This study results show that the effect of prodoage of integrity on purchase
intention is positive. The perfectionism persornyatif consumers had non-significant
impact on their purchase intentions. Perfectiongsrd product image integrity have
significant positive interaction effects on purohastention.

Whether the subjects are perfectionism personatityot, their offer is higher for
the perfection of products; The offer is lower fbe imperfection of product, namely
on the product image integrity, consumer purchadegre difference is significantly.
This is likely that consumers often use some eakyesc to determine in
decision-making and economic psychology call thieermppmenon ad\vailability
Heuristic Kahneman and Tversky (1979) argubdt availability heuristic means that

people tend to evaluate the relative frequencyingasn the object or event in the
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consciousness or memory availability degree, egmkgeived or recalled object or
event is judged to appear more often. If peoplelusya the possibility of its
emergence according to the degree of availabifignoobject or event and those who
are easily to be perceived or recalled will be paigs more likely to appear, and even
exaggerated the possibility. This phenomenon foaggerating the occurrence
probability of an even is calle@vailability Bias Perhaps it is th@vailability Biasor
availability heuristic that affects the consumecid®n-making. Product image of
integrity is most likely to become the core elemeiavailability heuristic, as well as
being exaggerated or extended the imaginatioAusjlability Bias Exaggerated or
extended imagine are easily to become a psychalbmsponse priorities. Therefore,
product image integrity become the key factors thafluence consumer
decision-making and consumer purchase intentiomis@pher K. Hsee (2004) also
used a similar experiment to confirm that people agailability heuristic strategy in
decision-making. A lot of people make decisions gomally, unconsciously,
irrationally frequently, which are affected by taeailability heuristic. To determine
its likelihood of occurrence by the availability @&n object or event in the
consciousness or memory, people tend to judge biects and events which are
easily perceived and recalled as easily appeared.

When people consume commodities, the pursuit ofgtieatest satisfaction of
commodities is the purpose and desire of peoplg went to achieve, namely the
effectiveness of product become a decisive facopéople’s consumption decision.
Many studies about the purchase intention resadtisate that customers perceive the
value of the commodities have a significant impactconsumer purchase intention.
Consumers perceive the value of the commoditiesrseb the perception for gains
and losses, the overall evaluation of productstytithat is the ratio of perceiving
gains and losse&¢ithmal,198% We commonly known as cost performandenroe
(1991)argues that the perceived value of consumer icansal variable of consumer
purchase intention, and there is a positive sigaifi relationship to purchase
intention. Currently, most studies agree that thelity of products, service quality

and price factors constitutes the driving factorfs costomer perceived value
10
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(Parasuraman, 2000). When the consumers consume,witli balance perceived
value of gains and losses for products with theimgi factors, and make a final
decision whether to buy or to buy what kind of prois. In this study, the degrees of
product image are different, and consumer drivertheyproduct quality differences
driving factors, the effect of perceived value vk different definitely, and that
causes the impact on purchase intention. Therefoese are significant differences
on the bidding for perfection and imperfection obgucts.

The study finds that the integrity of the produtiage and perfectionism have
significant interactions. As a steady pursuit ajthistandards of personality traits,
perfectionism personality will be more tend to fean small details, and has high
expectations and high standard on commodities, pdtgntion to the quality and
function of commodities, particularly sensitivedefects existing in the product, and
tend to enlarge this tiny difference and functidhe amplified difference evokes a
certain level of anxiety, a perfectionist pursu@s aompromise through constantly
comparing in the anxiety aroused by details, tharéggtionist tends more to choose to
buy undamaged and impeccable products. Relativetho non-perfectionism
personality, people with perfectionism personalifyts can't accept any defective and
damaged products. Because of the personality deaistcs, when they are in the
buying decision process, they will pay more attamtio the defects of product image.
For the non-perfectionism personality, a few snflalivs of product image can be
ignored, and these types of consumers pay monetiatieto the practical value of the
product. Obviously, consumer’s perfectionism pe&ion and the integrity of the
product image interactive on people's purchaseiimie and consumption decisions,
and for some products have defects, the consunfigrsriectionism personality who
are influenced by their personality traits, makenthrequire as perfect as possible
both in appearance and the quality of product amdtfon.Perfectionists more enjoy
the process of comparing difference of goods; gdeists usually set irrational
standard as decision-making basis, and fixationthen stereotype of the buying
process, purchasing behavior should be carriediroutrict accordance with the

process; Perfectionist in any situation, theresidget for any goods requirements.
1
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The results of this study are important applicatieamlue for commodity
producers and salesmen. On the one hand, theydshtiath great importance to the
perfection of product image, on the other handy tsleould pay great attention to
perfectionism personality characteristics of consisn Only take into account the
perfection of product image and perfectionism peadity, they can get great success
in business.

But consumer perfectionism personality traits asirajle variable having no
significant effect on purchase intentions are aobit of our expectation. In the past
research and real life observation, perfectionismat absolutely. Every individual in
a certain situation will has perfectionist tendesci However, due to different
experiences in growing up and personality traitsirafividuals differences, the
orientations and statuses of perfectionism aredifft. Zhang (2011) pointed othat
defined as a perfectionist will not always show thexfectionist tendencies when
dealing with something, on the contrary, the norfgmionist is likely to produce
perfectionism tendencies in certain situationss Hiso likely that they are all college
students in scale measurement and the experimenotgects’ choice. Sample
structure is unitary, experimental materials sébctis limited and diversity is
insufficient etc, which have a certain impact osutes. This study is the preliminary
research of integrity of product image and consupefectionism on the effect on
purchase intention, and other aspects of variatdesl to be further added into the
study of the analysis, such as demographic vagakleonomic conditions of subjects,
shopping habits and values, and so on. These $awitiraffect the purchase intention.
In addition, the irrelevant variables in experinamrocess or strict control for errors,

and the body variable control and other aspectsvarth further discussing.

5. Conclusion

This experiment preliminary obtained the followicgnclusions: (1jhe effect of
integrity of product image on purchase intentiosignificantpositive; (2) the effect

of consumer personality perfectionism on its pusehiatention is not significannd
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(3) perfectionism and integrityf product image have significapbsitive interaction
effects on purchase intentio@onsumers of higher perfectionism, compared with
those of lower perfectionism, tend to have highegquirement on the integrity of

product image.
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406 Experiment 1

407 Instruction: if in a furniture shop clearance sa®y want to buy a set of dishes. This
408 set of tableware (as shown), are you willing to fanythis set of tableware? Please fill
409 in the number of the price you are willing to pay $.

410 :
411 Instruction: if in a furniture shop clearance sa@y want to buy a set of dishes. This

412  set of tableware (as shown), are you willing to faythis set of tableware? Please fill
413 in the number of the price you are willing to pay $.

414

415 Experiment 2

416 Instruction: see below, these pears. If you buw hmuch are you willing to
417 pay? Please fill in the number of the price youwitiéng to pay $.

418

419 Instruction: see below, these pears. If you buw hmuch are you willing to
420 pay? Please fill in the number of the price youwitiéng to pay $
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421 :
422 Experiment 3

423 Instruction: see below, the mango. If you buy, howuch are you willing to
424  pay? Please fill in the number of the price youwitiéng to pay $.

425 .
426 Instruction: see below, the mango. If you buy, hawuch are you willing to
427 pay? Please fill in the number of the price youwitiéng to pay $.

428

429 Experiment 4

430 Instruction: see below, the steamed stuffed buyodf buy, how much are you willing
431 to pay? Please fill in the number of the price goai willing to pay $.

432

433 Instruction: see below, the steamed stuffed buyodf buy, how much are you willing
434  to pay? Please fill in the number of the price goe willing to pay $.
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435

436
437
438

439
440

441

442
443

444
445

446
447

448

Experiment 5
Instruction: see below, this bag of bread. If yaw,khow much are you willing to
pay? Please fill in the number of the price youwittngtopay |

Instruction: see below, this bag of bread. If yawy,khow much are you willing to
pay? Please fill in the number of the price youwittngtopay 8§,

Experiment 6
Instruction: see below, these paper. If you buy hmuch are you willing to
pay? Please fill in the number of the price youwittngtopay  ~ $.

Instruction: see below, these paper. If you buy hmuch are you willing to
pay? Please fill in the number of the price youwiting to pay
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449
450 Experiment 7

451  Instruction: see below, this bag of bread. If yay,dhow much are you willing to pay? Please fill
452 in the number of the price you are willing to pay $.

453

454 Instruction: see below, this bag of bread. If yay,dhow much are you willing to pay? Please fill
455  in the number of the price you are willing to pay $.

456
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