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ABSTRACT

The purpose of this study was to verify that clothing conformity is a psychological variable that
explains the consumption behaviors of adolescent Chinese consumers, who are rapidly emerging as
a new consumer group in the fashion market. Their interest in Korean entertainers as a result
the influence of the Korean Wave has had a positive effect of their evaluation and purchase in-
tention towards Korean fashion products as like K-fashion. Data analysis was conducted with 282
female Chinese students attending secondary school in Shanghai. The empirical results are as fol-
lows: First, the students were actively using marketer-led information sources and consumer-led in-
formation sources, and they were especially sensitive to online word of mouth by internet adver-
tisement, fashion blogs, and SNS. Second, they used internet shopping sites as both information
channels and purchase channels. Third, three factors were extracted as a result of the factors anal-
ysis on clothing conformity: informational conformity, style conformity, and social conformity.
Fourth, the students' purchase intention towards Korean fashion products was more favorable than
their evaluation of Korean fashion products. Fifth, the stronger the informational conformity and
the style conformity, the higher the evaluation of Korean fashion products and interest in Korean
entertainers. The interest in Korean entertainers mediated between clothing conformity and evalua-
tion of Korean fashion products and had a direct positive effect on the evaluation of and pur-
chase intention towards Korean fashion products. Therefore, the clothing conformity of Chinese
adolescents can be an important criterion for segmentation in the fashion market. Furthermore,
the positive image of the Korean Wave embodied as cultural content is expected to promote the
entry of high value-added Korean fashion products into the Chinese youth market.

Key words: adolescent Chinese consumer(F= 3 4ad 4&H| A, cothing conformity(&1E §X4),
interest in entertainer(1e] <o tf & #4l), K-fashion(K-2]4)
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(Table 1> The contents of questionnaires

Part Construct Item no Scale Researcher (year)
Hong & Na(2009)
Clothing Conformity 13 7-Likert |Seo, Lee, & Park(2011)
So & Han(2013)
1 . . . Kim (2005)
E = -
Interest in Korean Entertainer 5 7-Likert Jang & Park(2003)
Evaluation for Korean Fashion Product 7 7-Likert Geum & Ahn(2016)
Purchase intention toward Korean Fashion Product 3 7-Likert |Kim, Kim, & Gal(2005)
Fashion information sources 1 nominal
- - : - Ahn & Choo(2014)
Fashion store selection for shopping 1 nominal
I |preference of online shopping 1 7-Likert
Using internet fashion shopping mall 5 nominal/ Researcher
(Frequency of visiting, Purpose of visiting, Benefit) ’ open-ended
Demographic characteristic(age, school, parents job economic .

Il 5 nominal Researcher

state)
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{Table 2> Fashion information sources of China adolescent consumers

(n=282)

multiple responses

Fashion information sources

frequency of response %
Advertising (TV, radio, newspaper) 47 5.60
Department store flyer and DM 63 7.40
Marketer-led |Show window/shop display 87 359 10.30 42.40
Advice of sales staff 28 3.30
Internet advertising 134 15.80
Fashion magazine's style guide 149 17.60
Neutral 247 29.20
Fashion-related online blogs and websites 98 11.60
TV stars and celebrities 40 4.70
Consumer-led |Opinions of friends and acquaintances 99 158 11.70 18.60
SNS and comments on the internet 19 2.20
Empirical  |Purchasing experiences in the past 82 82 9.70 9.70
total 846 100
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N [ee)
® —
= o
Ne) o
=
S g
53 NS ©
2 Sl |8 =] I |8
N EISEINEIRGEE
0
9]
—
o
Q| @
2| g
=l a < N
S0 38 o N
g &
o
S 3
> Lo
2
0| m =
o) NKae 1o
T EHEEEEERE
oy
D
&
wn
<
(]
0
—
15}
>
o
=
3
12}
<
151
n
—
15}
>
o
e
©
O S
= >
= =3 —
00 ] 3
k= E|.5 3
S 3wl =
[
S |5 ~MlE|3 0
= 2= gl &l 9
0 || ? = mpur
MEINEE
o rlwqﬂurs
egoa Q,
R IR=0 el4}
81 2|%|8|2| w .t
S|.& S S,
=l Qlw |88l g ald
|l alg|lg| 52 al s
AEEERIEEE:
dSL&U4mbSLA|U.
I I
m o
D A7
© ©
R=] £
s} o
B S

16.85%, 3~470 4050%, 5~671 23.30%. 7~87
789%, 9~1071 3.23%, 107]°]7 824%=

S wat

B

N

Aol A7 Pel)s Kol

ek et

A5

i

2

4

o HFE AAEAM T d 2 A <]

o &+
=1

ol
"

7°

AEMl &3& AolE W

2HAAE] 1260% % o ZF

%0

o (Jeun, 2014. November 24) ==

o

ofw
w

i

i

L
.

™, 9.22%

o

D) AHRY B £GE Kol = o] §4)

ofi

olJ

AR W ohe Az

5.21

ol 78 HZ7]F mean

1.38)= H|

(SD=

(Table 5)¢} #t}.

A=

=]
24

s

El

]
Zs|

H &5 66.67%%

= (e}
sk &

kel

=1
Mg s 3 JdHd

o =
Ho]'T': ‘i__]‘

N

el

=

el

L
L

156) <l Al

A& (n=

o}
1=

AEY &= AolE Tee 1~27)

Haad

L
.

=282)

(Table 4> Frequency of visiting of internet fashion shopping site (n

total
282
100.0

over 10

23

8.2
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3.2
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{Table 5> Purpose

of visiting of internet fashion shopping site (n=282)

f
Pur.p.o .Se © Items n % n %
visiting
L ) I visit when I need to purchase. 60 21.28
Visiting with — -
I visit and check out the event when I receive event 126 44.66
purpose e 66 23.40
notifications.
Even if I do not have any particular products to purchase, 84 99.79
I occasionally visit to see if there are any products I like. ’
Vls1t}gg without Regardle;s of the purchase, ‘I often visit to get the 16 16.31 156 55.32
specific purpose |information on style or fashion.
I often visit and check out new contents that have been
26 9.22
updated and new products.
total 282 100.00 282 100.00
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29 ANA 35S 98 LT Adnow, ToHel =0l DIRlE 2E
HA S35 AR ol A2 o 783 tjorst
A HE AR ohie Aol Baw 7 D A2 ¥ 52400 AT 974
RS PASE WH £7E AF T} 9
2] A1 o]H =z A 5 & A=) Se vr
Ak T B 40 E AolEYG BAHY A7 Bad o FEgel i s |
=] o) = ) = : = =
o Ea wEa Yuoh AHAS Wy gelom 171 98l A 33 A (varimax) ol 2 4

{Table 6> Benefits

of using internet fashion shopping site (n=156)

Benefits Responses
Internet and mobile shopping help me to refresh and relieve stress.
Emotional ; ; ; - ;
. . Internet and mobile shopping sites help me to have fun during my spare time.
satisfaction

The utilization of the internet or mobile shopping is helpful for my fashion-oriented images.

I actively use the internet or mobile shopping site as a source of information on the latest fashion.

Convenient |I usually get various information not only on shopping but also on other areas through the
tool internet and mobile shopping site.

I get shopping tips from the internet or mobile shopping site before shopping offline.

I bookmark the internet or mobile shopping sites so that I can use them whenever I need them.

Relational |information I need.

I share my location information through fashion brands and distribution sites to get the

connection I resister with the internet or mobile shopping sites in advance to receive the fashion information

and services tailored to me.

After shopping online, I post comments and share them with others.
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B EAS o]&e QEAS AA AL 2209 HRA FZE HHIAt 89 25 A&5TS
F22 239 HAES TFX(eigen values) = TAEE FXETT fsle e FUAR
FAFGL, LoV S (factor loading)®] F L9 eh} zed F2E @ysqt, A B2
olfel sl =A Yebd 2/ 3L AAT F = Szl 7t JeHe #A-bE Fa Arlelv A
= 10 28 dsl 371 RS FE3AT £ I 717 Agsked v 89 32
F% Padel 9% B4 U 298 ARE  ASE el o8 Byl adge 3
3 9lEA AiE (Table 7)34 2t st Bl Fo] 94 2Ede] FEoE U
7b #3ke] 89l HehEe 0674~0881%2 F 7 U AbEH R wysidt B 32 74
2 Ay 79590% 2 JElsted, £33 7+ Ui A HAe 2 FAHReH, 7t ALY H4w
QYL HelFE ABdS T3 RS 0883~ & MW FF Y450 ANA SRAHm=
08%2 = AIEE AYL JAth 89 1 4435)0] AM3SlA FERAF(mMm=3.804) Bt =2 F
HA 2D FAE el FAFFH PAA 9AE ¢ T AA
J He o] EHATe] Ay} gREANG oestd TR AEFXTIIE HlE
o2 §39de 2ed FUE FTHIL Yol HE YRA B Aud FXE ARE 5]
{Table 7> The result of China Adolescent 's Clothing Conformity by Factor Analysis
Variance
Factor | Eigen |Explained % | Cronbach'’s
Factor Items . . Mean
loading | value | (Cumulative a
variance %)
I look carefully at how my fashion leader friend 881
wears. .
I like to talk a lot about the latest fashion with 744
my friends. :
Inf tional 56.936
forma 1<?na I am always interested in the fashion style 6.263 890 4.435
Conformity . 744 (56.936)
appearing on TV.
I always care about popular brands among friends.| .744
I am always interested in the popular fashion
. 677
style among friends.
I feel awkward and uncomfortable when I look
different from my friends, so I always try to 849
similarly.
1 13.875
Stye' When an entertainer comes out in new style or 1.526 N 883 3.972
Conformity i . 783 (70.812)
fashion product, I try to wear similarly.
I would like to wear the cloths in a style similar 794
to that of my hotshot friends. :
I try to buy the very brand product that
. . 874
becomes popular because entertainers wear it.
Social If I do not have the very brand that is popular 851 966 8.778 805 5 804
Conformity |among friends, I feel like I am isolated. ’ (79.590) o -
When I buy clothes, I buy clothes similar to the 713
clothes my best friends have. ’
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(Table 8> The result of descriptive statistics on measurement variables

p

Measurement Variables Mean S
interest in Korean TV entertainer 4.56 1.24
evaluation toward Korean fashion product 4.89 1.20
purchase intention toward Korean fashion product 542 1.42
{Table 9> The evaluations toward Korean fashion product
Items Mean SHZ,
trendy and fashionable 5.28 1.62
clear design concept 4.90 1.18
brand reputation 4.56 1.41
popular among friends 4.82 1.19
unique style 4.83 141
stylish and luxurious compared to price 4.92 1.33
Excellent product quality 490 1.55
total 4.89 1.38
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el E FAH N (mean=490) H7HE HAY
(Table 9).

D Aad % 5245 @3 AAAEL 2
Fole mske] BANN @F QA HE
Fyo] WAL 3%

St A EG ] JFE & AoE A
= OF =E9 9IS AuEr) 98 = A
el thgh #ilo] & FXAF = A Fol
)3 Frtol] viAMER ALEEE S AAET
oje HPHoR JFL FEA AFHOE
Azskrh

) 7]

AZE Y8l E Baron & Kenny
Axtol] wet gAHo R AR
“4 I Ax+= <Table 10>°ﬂ Al A

B ol

RoiA] B el Tig wAlol M FEA
o 9L AF AT Ao A WA B
ze Bz

A BB A F2(6=.539, p<.000) 9

2yt 7 AR SAdA mifEddel g
Aol lel Bk A4 (B=.520, p<.000)' > FEHQ
l g SAAE H7HE=.520, p000)
)o] #AE Btk Al WA A= F
A = HAAFE Hobel daiM o5 F

2 +)e #AE
‘sﬁ *}ﬂ@ FE( :—.298, £X.000) x}gurb B
()& #A= detstth vifastel W3 A4
T2 Sobel test® WA AT OB ExA

A T JEA 532(Z2=6915 p=.000)"¢} ‘2B
o FF(Z=5579, p=.000)'c "= Aelle] o
g Al i wirfE o] gk s A Fel e
bl e VA= HlE AR e Y
= Ade g #A(Z=-1.376, p=.168)" i
Mads 7HA ethe A & 5 Atk =
JRFERA A wet =l g wA

(Table 10> The effects of clothing conformity and interest in Korean entertainer on evaluation toward Korean fashion

product
Step Dependent variable Independent variable £ t D R F-value
Informational Conformity 539 10.372 .000
. i K
Step | mterest in Korean Style Conformity 332 | 5500 | 000 549 | 112,925
entertainer
Social Conformity -.068 -1.172 242
Stepp |cValuation toward Korean|, o\ i Korean entertainer| 520 | 10191 | 000 | 271 | 103860
fashion product
) Informational Conformity 417 6.516 .000
Step |¢Valuation toward Korean Style Conformity 407 | 5482 | o000 | 317 | 43.025
fashion product
Social Conformity -.317 -4.440 .000
Informational Conformity 265 3.611 .000
i K Style Conformity 314 4.115 .000
Stepd evaluatloQ toward Korean . . 353 37797
fashion product Social Conformity -.298 -4.268 .000
interest in Korean entertainer 281 3.902 .000
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NAAFH7T 2 Pl Ee nAE G ol A 2 9= HuA ~gdol A Ao
g doflel]l ik Aol Sk A F e W FA7IECEE AgeA Xeta due As
g Fujole] AHAA JEFE vA=A Lot oju] gkt
2 AFdE (Table 13 2ok A 49 d=2 AN ARA Fxo A FXo AH o
et dejelel] tigh #AE Shruj A Fol o &g 1HY w dF =EFZ opH FF Hxd
S H7H =520, X.000)'F o] FHA Aom, 9 = Aol tigh AN g HAAF
SAl ek dAole] tigk BA gk AA e 244 ggoz Hojd B ozl &= o
Foll e F7H =372, p(000)' e FA ‘g AAF ok F7hAE S AXNA Frge g
HAAF gk P = (6=175 K.003) 9= HAAEFS] LR AY 2E2E F AE Hs
() #A de AoE eyt &, 3= e B F& Aot olgd G FFY
Aoflel e AAlol F4F = dAIFd o gl mE st Aol AVIF AALHA A
gt 7t ol g A AAF e s ool ~etdel] Y BHOE BEHT o]Eo] F
M F due AE BHYEh ole dEtuAA ARGo R gt = Al 2EdS 74
ol oisk Hrteoh s A F] dgk Fuje] Alste] FEtE A Holy] WjEoZE ol
=7t =99 AdE AR s & g ol wEd FEFLESAA = A
olde] Axe oEFxA A wet T < ANRAPE dor A& ool 3
FaodEol ARA Fx9 Y Fx24F = = Aele] gk Aol A FHEAR AE
=55 5 HAAE e =24 ool Hol = A FA ek F8E HFIHE o]Eo
= Aejlol] e A4S WAStAME g o) dohes AS dgnsitt &, 79 Yol =
AAFol tigk Frtel FAA FIAFS e Ao Qle] gk FAW ofg} o] el et THA
A HAFth old Hls} SAXErdd g g oA & st vroprt A Fel g B4
U RHES EFOF = A3 Y ExE g I QIVIE Aelxe] FfE AR A FHHA
= Adel g #FA= FoAs #AV e HE Atold] dF7F F3hA A EQ] WA E
H, g AAFe e Hrtelle 8y A o] ZAHlel FAAR FFe WAL de GAl
A FFS ME F dve AE HAFH ole AdttE Ao ol = gtk
ALEH Fxe FX F717F ARSIA el o ASA Aol W Arwle] AFAA

(Table 11> The effects of interest in Korean entertainer and evaluation toward Korean fashion product on purchase

intention toward Korean fashion product

Dependent variable Independent variable Vel t D Vel F-value
luation t d K
evaiuation toward ROrean 1 terest in Korean entertainer | 520 | 10.191 | 000 271 | 103.860
fashion product
evaluation toward Korean .
purchase intention toward . 372 6.712 .000 139 45.053
) fashion product
Korean fashion product - - -
interest in Korean entertainer 175 2.983 .003 031 8.898
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