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ABSTRACT

Within globalization of fashion business Korean culture is affecting fashion business. Although
Korean culture is creating new content and economic value presently, the research on Korean
fashion culture has been limited. Therefore, this study has identified attributes influencing cogni-
tive, affective response as well as consumer preference and purchase towards contemporary
Korean culture clothing. This study aims to do the following: (1) examine the effect of the iden-
tified contemporary cultural apparel product attributes on cognitive, affective response (2) Analyze
the effect of cognitive, affective response on preference and purchase intention (3) Determine the
relationship between preference and purchase intention. This study result defines the importance
of studying contemporary cultural apparel product attributes for better fashion marketing business
in the fashion and cultural field to attract consumers.
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(Table 1> Category of general product, clothing and contemporary culture product attributes

Authenticity | Practicality | Uniqueness Aesthetic References
0 0 (Park, 2006)
0 0 (Eckman, Dambhorst, & Kadolph, 1990)
Cultural o 0 (Park & Ku, 2008)
Apparel o 0 0 (Littrell, 1993)
Product 0 0 0 (Park & Lim, 1999)
Attributes 0 o o (Cho, 2007)
0 0 o (S. G. Lee, 2013)
o 0 o o (Choi, 2013)
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{Fig. 2> Carolina Herrera Spring 2011 Ready-to-Wear

(S. G. Lee, 2013, pp.
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{Table 2> The results of CFA for measurement
Variables Factors Questionnaires Standardlzéd AVE| CR [C.a
Factor Loading
Authenticity is expressed in design of
0.938
Contemporary cultural apparel product
Authenticity Authenticity is expressed in color of 0,852 0.630 | 0.830 | 0.893
Contemporary cultural apparel product
Authenticity is expressed in motive of
0.786
Contemporary cultural apparel product
Contemporary cultural apparel product is 0.776
Contemporary o popular item .
Cultural Practicality 0.364 | 0.530 | 0.746
Contemporary cultural apparel product can
Apparel . . . 0.759
Coordinate well with other items
Product
Attributes Contemporary cultural apparel product is 0793
) creative item ’
Uniqueness - 0.548 | 0.701 | 0.796
Contemporary cultural apparel product is 0.839
unique item ’
Contemporary cultural apparel product has 0.821
) good color ’
Aesthetic 0.698 | 0.820 | 0.870
Contemporary cultural apparel product has
. 0.936
good design
I am comfort with Contemporary cultural 0.773
i apparel product '
Affective : 0.522 | 0.686 | 0.733
response  |Contemporary cultural apparel product is 0.807
satisfactory ’
Consumer Contemporary cultural apparel product makes 0.892
Response me exciting ’
Cognitive Contemporary cultural apparel product makes 0.902 0.649 | 0.680 | 0.902
response |me curious
Contemporary cultural apparel product makes
0.814
me focused
I am interested to cultural apparel product 0.884
Preference I like Contemporary cultural apparel product 0.961 0.797 | 0.920 | 0.944
Contemporary cultural apparel product is good 0.923

for me

X*=59.012(df=28, p=.001), Normed x*=1.782, GF1=0.835, AGFI=0.795, RMSEA =0.058, CF1=0.953, IF1=0.925,

TLI=0.913

Estimate: Standardized coefficient

*pX05. X 01, 001,
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1-1e AgEA et 484 2ue gy
=]

ESof] AAQd S vRAE AoZ YEHH(S=
0.394, t=3812, pX.001). W&t 714 1-2&= A=

00813k, NFL TLL GFL IFI= 090 ool @3 th olg@ Ashs 2ulAge]l dnja 28 IR4E
gl Agstn W4e & Uk AAAT b SYA LG4 FHHOE WekE A Ao
% FARE/ ATRYS Agsted 2 Rest 9 2 Aasd ok A Bah 4E /%4 AR
ok ksl FHAZE S AASHATHKim, 2004). EPAE AF) gA0l AvAe A5 2 Hhol
B oA A4d A7vbdel e AFA%E  AYA 9FS vIATE Jung(01) 9] A7 Az}
thest gk WA Ba RAES 4 S4E2 dXsks Adelth 54 £d 2] 244 u
AN g R AAH Wl GFL vAE A 3o FHY 9P vAE RO Lerrh(6=0259,
b BEA dEth ot AvAZ g B8 t=0107, K01, 554 Add £ dRAEe 4
NENE F NN BIRE PABAN T AF K S B 20 3R e by 2 o
FA9 APH WAEE st Tl GFS ¥ P FE 290F vehh M 132 AgsE
or} w3 oled@ Pl WSl 4Y R ANA Pl ol Kim & Littrell2001) 9] Q704 97 /1dEel
o9 el % AXA Fole EWeR ydrks Jug  AEL A0 SEAAY dokd 27 5 AU
(1D AFAsst AAske Asfolrh AulAs  AFAFE 204t B S AEhe AT 23
fffffff T CommmrRapume |1 | commenamor |

| |
i " b..-.003

Uniqueness

397

E
1 Purchase intention

{Fig. 3> Results of structural equation model

Estimate: Standardized coefficient.

*p<.05, *#p 01, X001
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(Table 3> The results of testing hypotheses

No Relationship between Variables Estimates SE t-value Results
H1 Contemporary Cultural Apparel Product Attributes—affective response

H 1-1 | Authenticity—affective response -0.002 0.081 -0.027 Not supported

H 1-2 |Practicality—affective response 0.394 0.103 3.812%** Supported

H 1-3 | Uniqueness—affective response 0.259 0.107 2.408* Supported

H 1-4 | Aesthetic—affective response -0.013 0.105 -0.123 Not supported
H2 Contemporary Cultural Apparel Product Attributes—cognitive response

H 2-1 | Authenticity—cognitive response 0.034 0.074 0.454 Not supported

H 2-2 |Practicality—cognitive response 0.106 0.084 1.255 Not supported

H 2-3 | Uniqueness—cognitive response 0.433 0.101 4.269%** Supported

H 2-4 | Aesthetic—cognitive response 0.219 0.096 2.274 Not Supported
H3 Affective response—Consumer Behavior

H 3-1 | Affective response—preference 0.36 0.083 4.333%** Supported

H 3-2 | Affective response—purchase intention 0.353 0.073 7.376%%* Supported
H4 Cognitive response— Consumer Behavior

H 4-1 |Cognitive response—preference 0.539 0.095 3.712%** Supported

H 4-2 | Cognitive response—purchase intention -0.087 0.084 -1.039 Not supported
H5 Preference—purchase intention 0.39 0.091 4.292%** Supported

X*=261.622, df=148(x*/df=1.768), GF1=0.880, RMSEA =0.062, NFI1=0.910, CFI=0.958

Estimates: Standardized coefficient
*X 05, **pC 01, *** <001
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