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A Study of the Relationship and Influence between Furniture
Product Knowledge and Consumer’s Purchasing Intention
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Abstract

The purpose of this study was to explore the relationship and influence between furniture product knowledge
and consumer’s purchasing intention. The study was conducted the analyses by Cronbach o for questionnaire
reliability, Pearson correlation coefficient, and Linear Regression for data analysis. Based on the findings of the
data analysis, the findings in the study include: the positive relationships among subjective knowledge, object
knowledge and experience knowledge. Consumer’s purchasing intentions were affected by object knowledge
and experience knowledge. There is a negative effect with subjective knowledge. The regression model of the
study is “consumer’s purchasing intention (y) = 1.662 + 0.273 object knowledge (x2) + 0.285 experience
knowledge (x3 ) - 0.012 subjective knowledge ( x1) *The results of the study could be used as a reference for the
departments of furniture product design and marketing in order to enhance the performances of new furniture
product development and business, and then enterprises can reach their goals.
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