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Mt AH|7IR|5 -.022 125 147 767 -019 .002 067 817
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The Effect of Essential and Selective Complementary Goods on
Purchasing Intention: Focusing on the Moderating Effect of

Functional and Hedonic Consumption Value

Hyun Ah Kim*, Yu Zi Zheng™, Jin Yong Park™*

ABSTRACT

Due to the rapid change of the needs and wants of the consumers, the merchandising strategies of retailers have
become increasingly diverse. For instance, merchandise bundling is frequently encountered as a method to cope
with competitors. These merchandising programs are being studied in both fields of marketing and economics by
defining them as complementary goods. Also, the growing level of consumers in rationality based on shopping
behavior motivates the retailer to adopt the merchandise bundling programs. Although the practitioners in the
retail industry are cultivating it, there are not enough research regarding merchandise bundling. The discipline of
marketing and economics have dealt it broadly as complementary goods by comparing it as the opposite of
substitute goods. However, complementary goods should be categorized into more specific levels. This study
proposes the essential and the selective complementary goods in detail according to the degree of complementary
level.

In this research, the vague definition and terminology about merchandise bundling are clarified first. There are
various concepts, such as bundled products, bundling strategies and similar concepts namely, complementary and
replacement products, which are mainly used in the industry and the academia. The merchandise bundling is
broadly a concept and a strategy, which is defined by the similarity and the relevance among products when
different merchandises are simultaneously presented. However, as mentioned above, we intend to establish
merchandise bundling as a mixed product and promotion strategy in the field of merchandising. Considering the
degree of supplementation, the complementary goods could be re-categorized into the concept of the essential
and the selective complementary goods as new a typology.

In addition, this study sought to identify the impact of newly classified attributes of complementary goods on
consumers’ purchase intention. Subsequently, verified which moderating factors, functional or hedonic values,

affect the perceived evaluation of the presented complementary goods.

* Doctoral Candidate of Marketing, Graduate School of Konkuk University
** Master of Science, Graduate School of Konkuk University
*** Professor of Marketing, School of Business, Konkuk University
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Specifically, it is assumed that the subjective evaluation of the attributes of the complementary products will
have a positive effect on purchase intention (Hypothesis 1). Also, it is assumed that the efficacy degree of effects
of the essential complementary goods would be larger than those of the selective complementary goods
(Hypothesis 2). Additionally, we tested which complementary goods type induced greater purchasing intention
from being integrated with moderating factors of having functional or hedonic value. From intuitional and
classical theory, we draw two hypotheses that there are empathic effectiveness between the essential
complementary goods and high functional value evaluation (Hypothesis 3) and there are empathic effectiveness
between the selective complementary goods and high hedonic value evaluation (Hypothesis 4).

With the experimental setting, 350 respondents were required to respond to a questionnaire after watching the
experimental stimulant. Basically, the main product being smartphones, the cover shield was selected as the
representative of essential complementary goods and the Bluetooth speaker was selected as the representative of
selective complementary goods. After eliminating 35 respondents who had numerous missing responses, data

from 315 questionnaires were analyzed (See the <table 1> for respondent profile).

<Table 1> Demographic Characteristics of Respondent

Frequency Percent Frequency Percent
(N) (%) N) (%)
Male 135 429 Student 72 22.9
Gender
Female 180 571 ) Office Worker 170 54.0
Occupation -
20-29 225 714 Public Officer 19 6.0
A 30-39 30 9.5 Others 54 17.1
e

£ 40-49 53 16.8 Under 1,000 61 19.4
Over 50 7 2.3 Monthly 1,000-2,000 88 27.9

College Graduate 162 514 Income 2,000-3,000 102 324

. Master’s Degree 140 44.4 (KRW 3,000-4,000 39 12.4

Education 1,000)

Ph.D. Degree 10 3.2 ’ 4,000-5,000 8 2.5

Others 3 0.9 Over 5,000 17 54
Total 315 100.0 Total 315 100.0

In the result, as the influence of the subjective evaluation on the complementary product attributes on the
purchase intention of the consumer was positive (+), hypothesis 1 was accepted. However, hypothesis 2 was
rejected since there were no significant evidence of difference between two coefficients of the effect of the

subjective evaluation on the essential and the selective complementary goods on purchase intention.



<Table 2> The Result of Hypothesis Test |

Variable
Antecedent Variable Consequence Variable p P
Essential Complementary Products Attribution Purchasing Intention 418 .000
Selective Complementary Products Attribution Purchasing Intention 476 .000

Also, the effect of the moderating factors on consumption value showed that both functional value and hedonic
value evaluation had a statistically significant effect on the relationship between the subjective evaluation of the
essential complementary product attributes and purchase intention. However, Hypothesis 3 was rejected, as the
Chow test did not present significant difference between the two coefficients of interaction terms. Also, both
functional value and hedonic value evaluation were statistically significant in the relationship between the
subjective evaluation of the selective complementary product attributes and purchase intention. On contrary with
the results from the essential complementary product attributes, as the Chow test presented significant difference

between the two coefficients, hypothesis 4 was accepted.

<Table 3> The Result of Hypothesis Test ||

. Step 1 Step 2 Step 3
Essential Complementary Product
B t p B t p B t P
Product Attribution 418 8.149 .000 414 8.153 .000 408 9.297 .000
Practical Consumption Value .143 2.806 .005 .160 3.633 .000

Product Attribution X

454 10.32 .
Practical Consumption Value > 0.326 000

R? 175 195 401

Sig. of AR* 005 .000
Product Attribution 418 8.149 .000 374 7.168 .000 387 8.369 .000
Hedonic Consumption Value 179 3.437 .001 210 4.537 .000

Product Attribution x
Hedonic Consumption Value

R? 175 205 376
Sig. of AR? 001 .000

416 9.243 .000

In terms of the academic implications that can be confirmed through this study, the most important implications
have been provided in that the concept of complementary goods, which has not had clear distinction in the past
has been clearly established and presented in a multidimensional way. This multidimensional concept of
complementary goods could be extended to various studies, and thus provide implications for future research
directions. In addition, it was found that the selection of complementary products depend on the characteristics of

consumers and the practicality and necessity of the products.
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<Table 4> The Result of Hypothesis Test I

) Step 1 Step 2 Step 3
Selective Complementary Product
B t p g t P B t p
Product Attribution 476 9.582 .000 463 9415 .000 .460 10.476 .000
Practical Consumption Value 150 3.057 .002 208 4.688 .000

Product Attribution X

. .02 .
Practical Consumption Value 399 9:029 000

R? 227 249 405

Sig. of AR? .002 .000
Product Attribution 476 9.582 .000 464 9.453 .000 473 13.814 .000
Hedonic Consumption Value .160 3.258 .001 150 3.055 .002

Product Attribution x
Hedonic Consumption Value

R? 227 252 637
Sig. of AR” .001 .000

.623 18.177 .000

Lastly, by drawing a conceptual framework and expanding the research to product assortment and product
type, which have been comparatively limited, this study could propose a new classification for the
complementary goods. In some studies, complementary goods (comparing with substitute goods) have been
treated as antecedents or as control variables, but it is hard to find researches that consider the degree of
supplementation. Therefore, this study has deduced the attributes of the essential and the selective
complementary goods derived from the above to examine the typology of the complementary goods. Finally, this
study also provides academic implications in that it derives the moderating effect of the consumption value.

Subsequently, the new classification of this study provides managerial implications. The classification is not
just for bundling strategy and a bundled sales strategy, but it is also possible to derive differentiated strategies and
marketing through the sales strategy for the essential and the selective complementary goods. When
merchandisers consider introducing the complementary products, they should understand the supplementation
degree of the merchandise that they want to present to customers. In addition, it was found that functional and
hedonic value had both influences on the essential supplement product and that the hedonic value had more
influence on the selective supplement product. The essential complementary goods are indifferent with applying
both functional or hedonic value. However, when the merchandiser considers the selective ways of
supplementation, they could assure the increase in performance with the merchandise that has high hedonic value.

Based on the above academic and managerial implications, some limitations should be considered. We expect
future studies could get rid of those concerns. This study focuses on the product types of complementary goods
and classifies them into the essential and the selective. As there could be a various classification of the

complementary goods, new classification should be tried and be compared with the types used in this study. Even



though this study presents the essential and the selective complementary goods, the research model needs more
sophistication to figure out and to include the whole customers’ characteristics. Future studies should consider the
hierarchy of the products in the bundle as well since one merchandise takes the role of main merchandise and the
others as sub merchandise. This study has the limitation of preventing the bias of respondents because it utilizes

self-reporting questionnaire. Future research could consider using real customers’ purchasing data in the analysis.

Keywords: Essential Complementary, Selective Complementary, Purchasing Intention, Functional Value,

Hedonic Value






