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ABSTRACT

This study aimed to analyze the confirmatory factors of astrological belief, purchase
decision, post-purchase behavior, and purchase intention, and investigate the influence of
astrological belief, through purchase decision and post-purchase behavior, on purchase
intention which was in agreement with empirical data. Population included consumers aged
20 years old and older who relied partly on astrological belief when purchasing goods, their
post-purchase behavior and purchase intention. Structural equation model analysis (SEM)
which was a multivariate analysis was used for analyzing the data. The sample size was 340
samples, equal to 20 times of the variables in the model, which were derived from number
of observed variables (17) timed by 20.

The results showed that the confirmatory component analysis of astrological belief
had CR=.946 and AVE=.778, purchase decision had CR=.858 and AVE=.520, post-purchase
behavior had CR=.956 and AVE=.878 and purchase intention had. CR=.903 and AVE=.757.
The analysis of influence of astrological belief in the models showed that astrological belief
affects to purchase intention as complete mediation in both models with statistical
significance at the .01 level. Astrological belief affected purchase decision, post-purchase

behavior and to purchase intention as complete mediation in both models with statistical
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significance at the .001 level. This can be concluded that astrological belief affected
purchase intention through purchase decision and post-purchase behavior and this agreed
with the empirical data.

Keywords: Astrological Belief, Purchase Decision, Post Purchase Behavior
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P 72-75; Karl & Dag, 1993, p. 28; Hair, Black, Babin & Anderson, 2010, p. 605)
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x%  df p x?%/df  GFl CFl NFI  RMSEA  RMR
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asNT 2 MTasgesUsznaudsdiudi (Confirmatory Factor Analysis: CFA) (n=340)
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