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ABSTRACT

This study examines satisfaction and behavioral intention of functional cycling wear consumers
as well as the effect of consumer innovativeness on all variables, including perceived usefulness,
perceived ease of use and perceived value. Also, this study investigates the differences between
perceived usefulness, perceived ease of use, perceived value, satisfaction and behavioral intention
by consumers' innovativeness. The survey was conducted from February 20th to March 24th,
2017, and 396 responses were used in the analysis. The study found that perceived usefulness,
ease of use and value have positive impacts on satisfaction and behavioral intention of functional
cycling wear consumers. In addition, satisfaction positively affects behavioral intention. Also, there
are significant differences in all variables due to fashion and function innovativeness. The results
of this study provide useful information to the marketing division and design team of fashion
industries.
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%9 sloje] A% Y Azt f847 Sol Ha,
4, M), BEE Y GFRe] Aolvt 9 RO QATEA 5. 7154 AelFY o] 2uzpe] ¥
2 A Fsar A wE AztE F&4, &l
2 s BEE, YEne Aol g
- B E
M. o7y ¥ =X 4,
1. ATEH| 2. 42X 7Y
2 AFe 71sA AtelE" Ao AmjApe] 1t B A7 AEAE 7IsA AelE" Ao &
e PEoe] GYLACEA AW 4§ AR WEL PFE, A28 F44, 2ol
3. AR &olA, AZ4E 7HAE AHsta, Al S N IR R R I o N s e !
dol g ZolE A¥H7] fste o 5402 FASAE AR, & AFdA 7154
ATFEAE AR A Ato]l 28 dloj (Table 1) 7o) ¢tHET, A
ALEA L 154 Ael2d Aol A A g AANE B -2 /5 $O 228 Y
7t fr84. &olA. 7HA, BERe g gk AtelE® dlol2A &I} MR 748t
BFEe] 2GS BT o AR A ANFAT BA, 54 BEEE
AFEA 2. 715A Ale)E8 o &u¥AY] A Kim(2011) ¢} Perry & Lee(2017)2] 703 Jung
2 84, Sol4 ¥ b WS (2017), Lee(2014)¢] HEE FIste] 5Egoz
o mA= dFe BHIH T AR, BFelEE Zeithaml et al
AFEA 3. 71574 AtelE® ol 4Bk A (1996)¢] /MdEs EdZ 3§31 Kim(2011), K.
Zte 134, ol 2 7BV 3 Kim(2012), Na(2010), Seo(2013) &< dA+E
oo mAE G EA T Fate] AFufelm ot FH oo A 9RO R
AFEA 4 7154 Aol ™ dlo &Rk v T3St UAl, Az f84, &old 3 THAE
Sr7t gFre mAE I9F= £ Davis(1989)¢] A& 71222 Choi(2013), Kim
Table 1> Functional Cycling wear
Func- Safety X . Convenience Convenience Convenience
tion Protection LD Brosly Plisieeifion Bl iinil -Health -Safety -Entertainment
Product
Photo
Road Entertai ¢ Convenience Convenience Convenience
oa Health function Body protection nter ;mmen ‘Health functions |-Safety functioned -Entertainment
safety . . function of . . .
i that measures function with R such as GPS, real | eyeglass provides functions with
function R . recording speed . . .
Product K data about minimizing air R X time heart rate |safety display and| smartphone operation
with . . . data with action . L
Infor- . exercise, resistance during R measurement, 3 shows real time | such as receiving a call
. luminous or . . cam video and . . . . X
mation flecti such as heart cycling and using also GPS that axis compass, various and listening to music
frrelctei:nwfsor rate, breathing, various fabrics C:;Dbe operatded altimeter, information in and also GPS that can
u dists and stress index functions b . barometer and conjunction with [be operated by touching
cyelsts v voice waterproof cycling computer the sleeves

- 124 -



%54 A2 fol avlael HEEs} AFwe] e A7

A

4> R

(2014), Ko (2013), Na(2008)52 H&=E 3
of 5B T FATAT oA, 2% ¥
& Noh & Park(2011), Yang(2014 d
Fastel 108302 FAAAL oF £
dulzA AHE Free 4 RO
4390 AFEANY 5

0,

653} Alol2d dlo] oAl B 65

(<0
-

ol
Lo

7

g

flo oX oy 1 i ox

AT 19 ol Ael2Ye s 9
L Abel2E golel TulAYel 9
20~40th AHAHE g

=
AAsdh AERAE A7 2017 29 209
=

2 AT ZAEE wAdel 2099 (52.8%), o
Aol 187 (47.2%)°1Q2, 20th7} 1369 (34.3%),
30tH 14874 (37.4%), 40th 1127 (28.3%) 1021,
nj&o] 2217 (55.8%), 71&°] 1757 (44.2%) °1A
o g8 158w =9 olst 4098 (10.1%), A
gy =9 51%(129%), tgty =9 2429
(61.1%), Wstd Astold 637 (15.9%) 102, A
A A2 1887 (47.5%), S 469 (11.6%),
A 45 (114%), 7P3F5 349(86%)
£o 2 Uehdth €93 a5 3009H wlgk

9(19.4%). 300~5009+ w1457 (36.6%).
500~700%H1 m¥F 899 (22.5%), 700%HA~1,000
k) mok 559(139%), 1.000%H o4 304
(76%) 1At ol T 67.7%7F dFLel 23 ]
A ARAE B AR, ARA YL 2F 72
(18.2%)., 7 2257 (56.8%), 4+ 859 (21.5%),
A 149 (35%) 010, 904%7F AAAS

)

Ao daglel BAY &, 7hedl FE B
ATk AtelE® Aol T Fae ABU &
14578 (36.6%), 2 2Avi7d 1049 (263%), ¥
el 6278 (15.7%), A& el 497 (124%),
W3k 317 (7.8%) s wolem, 13 794 Al
v 109H Pt 1807 (45.5%), 10~20%F
4wk 1507 (37.9%), 20~30%r  w¥k 48+
(121%) o= 834%7}F 13 H+ 207t =Rt
oA AtelE® AAE st AUT EIF AL
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3 gold B A #E 29 4 AT 4
#H= (Table 2> 2tk 89 12 7154 Aol
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(Table 2> Factor and Reliability Analysis for Perceived usefulness, ease of use and value

Factor |Eigen|Cumulative|Cronbach’s
Factors Items .
loadings | value % a
It is easy to use of a function of cycling wear. 808
It is easy to learn how to use cycling wear. 786
Perceived . - -
Generally, it is easy to remember a function of cycling wear.| .756 |2.942 22.632 835
ease of use
It is easy to operate and control a function of cycling wear. 664
It is easy to explain to someone how to use cycling wear. 600
Wearing cycling wear would improve the cycling ability. N
Riding bicycle with wearing cycling wear would offer me 748
i necessary function is valuable to me. ’
Perceived |necessary : : : : 2.460| 41556 727
value Riding bicycle with wearing cycling wear is valuable to me. 606
It is valuable to manage effective time management when 531
riding bicycle with wearing cycling wear. ’
Wearing cycling wear would help our health and protection
our body such as exercise care, body condition and body 773
P - protection.
erceived : : 2416 60139 728
usefulness |Wearing cycling wear would help road safety. 734
Cycling wear is useful to feel fun and pleasure when cycling.| .666
Wearing cycling wear is useful when cycling. 519

{Table 3> Factor and Reliability Analysis for Satisfaction

Factors Ttems Fagtor Eigen|Cumulative | Cronbach'’s
loadings | value % a
Overall, I am satisfied with a function of cycling wear. 836
I am satisfied with effectiveness of function by wearing 898
) ~ |cycling wear. ’
Satisfaction I am satisfied with health care by wearing cycling wear. 7197 3112 62.248 848
I am satisfied with convenience by wearing cycling wear. 783
I am satisfied with road safety by wearing cycling wear. 692

AztE 7HAE aglh 29 3 7154 ARelE ) HEE

B o7k A4 AAEE, =Rkds F1 g 7154 AtolZE 9o am|Rpe] wELo| Td
olgstedl fF&atthe 4EFOR FAH A7 901 BA| A= (Table 33 o] B ©0l0 @
# el stk ol 29l F Rk 259y, AR, TZokd. oA A8A
60.139% %13, Cronbach’s aZl%7} 0701402 1} 9 AukAol wEL Bagozm pADL o &
Bt AmEe SEolford, 2 29l HEE ole) 3 Bae 62248% %%, Cronbach's aAl%7}
Azt &4 3728, Az 7HA 3.600, Az BU8E A AF o] =oton wWER Qole] T

o]
S04 35259 £07 =A JEelWTh #o 3624% VrERyTh
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3 FFAE 2 A, 89 2= 7154 ARlER dlolE A
Apol2E glo] 2u|ate] Az we thak Lol SHOR i o] A 4EFoR FAH
BAS ANG A% (Table Hsh ol 2719 g1 ATHAE Uk o5 &<l & 2
o] EEEQh 20 1S =y ATBZoA 754 63.727% %3, Cronbach’'s alF& FHEE 856,
Abol2Y glol2 =y ZRHOT ZA oo} A v o] = .799i*1 Mg ol vl Eokow,

b 5R8 07 pAE ] FHE L9l Hae Fuj® 3528, FHE 35049

(Table 4> Factor and Reliability Analysis for Behavioral intention

Factor | Eigen | Cumulative | Cronbach’s
Factors Items .
loadings | value % a
I would recommend to other people to buy cycling wear. 783
I intend to promote the merits of cycling wear to people 764
around me, ’
Recommen [ - " .
d I intend to inform positively other people about cycling wear. 760 3038 33,757 856
intention I would recommend cycling wear with technical utility to 719
people around me. ’
I tend to give good reviews when talking about cycling 611
wear with people. ’
I am willing to spend my time positively to buy cycling wear. 842
I would consider buying the cycling wear consistently that
Repurchas Ih . . 714
ave experience wearing.
e - - - - 2.697 63.727 799
intention 1 mtend'to purchase consistently required cycling wear for 696
my cycling.
I am willing to buy cycling wear in 6 months. 655

{Table 5) Factor and Reliability Analysis for Innovativeness

Factors Ttems Fac-tor Eigen | Cumulative | Cronbach’s
loadings | value % a
Compared to other people, I am conscious of the latest trend. 824
I often tend to try new styling that is different from my
Eashion usual outfit. 810
g\?eor:;as; I am very interested in the latest fashion trends. 793 3435 34.353 887
] tend to adapt easily new and distinctive fashion items. 791
I tend to buy quickly the last fashion items. 786
I tend to use cycling wear before other people do. 808
I tend to know quickly cycling wear names. 800
Function |I tend to make an effort to learn how to use of new 796
innova- |cycling wear. ’ 3.393 68.278 875
tiveness ] know more about new cycling wear. 789
Compared to people around me, I tend to accept new 756
cycling wear’s function. ’
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Independent
variable
Perceived usefulness
Perceived ease of use
Perceived value

Dependent
variable

(Table 6> The Effects of Perceived usefulness, ease of use and value on Satisfaction
Satisfaction
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Perceived usefulness 312 7.200%**
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Perceived value 244 5.626%**
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(Table 8> The Effects of Functional satisfaction on Behavioral intention

D I
epepdent ndepfendent B ; r e
variable variable
Repurchase intention Functional satisfaction 513 11.863%** 140.731%%* 26.3
Recommend intention Functional satisfaction 553 13.174%%* 173.551%%* 30.6

e X001

5. sidldol mE X4E 78d, 20ld % 2) A4 & A7 744, Lol %
Jtx|9 ohEE ) =9l o] X}0| 728t REE, PFEe o]
) 944 gens 71573 AtelEd dlol Amiate] dAlAde] wE
AZE G874, ol B 7S wEE, PFo
168 ARIEE Aol A HAR WE o o1z 2SI A8 ttetE AT A
e w7l A K-8d AT 2HERE w (raple 10034 e $A49) e E A%
AASEL 1 A (Table D& 20l 2021 A ga(t=3315, 01, AZE Sl (t=2662
“og EFHJT 2 12 WA A He 2O, AZE 7FR(1=2872. K01 B
b =A e F9) ARERT §3d s (t=2.040, pC05)SNA frels zkel 7k Yebda, 3
L ARE 2HAFE AT Amsel, AABEA g one e (=245 p005)% FAIE
#Ao] ©E B ol AMFEL 55T ILH}L}E)}%% (t=4526. p<'001)_1]:_ A wa G938 x}o]
#mekgeld yrishe AHeRA YA AAd ) gan o 2o B A% gagwd us
ol WHasi 4 28 7T A9 AF A FARTe] HHgo] o =gonw A 3§
7t E=A dEhg gEET WA 7154 AelEd AR o] 7)=A Ale|2E gol9] 7|=Ae| Ta
dolE AREE B ohlEt I AREHS wifEL S8X3 Lol JHHE AUFoTE =4 A7)
s, 7154 AtolEY doje AZE 75l Y UEE 2 JENLE 2o FAte|a & 4 9
Hel & g websels WHeRA is S g =4 qu gugwe ATre F9E
Hols 2R HEA e B Qe sk J154 Al
g dofe] shtel o FHA FPolu EANE=E
wgety AlEY 55%E Axske AE7190l
(Table 9) Innovativeness Cluster Classification
Cluster 1 Cluster 2
Classification Fashion innovation group Function innovation group #
(n=127) (n=269)
Fashion innovativeness 982 ~A463 33.046%**
A B
Function innovativeness _'11274 '2A24 46.793%**

%001, A and B are Scheffé test result (A)B)
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(Table 10> The Differences of Perceived usefulness, ease of use and value and Satisfaction and Behavioral intention by

Innovativeness

Fashion innovation Function innovation
Classification (ngiof 2p7) ( ngiO; 59) t
M SD M SD

Perceived usefulness 3.854 .566 3.668 499 3.315%*
Perceived ease of use 3.630 594 3475 513 2.662%*
Perceived value 3.713 587 3.544 526 2.872%*
Satisfaction 3.709 .600 3.584 .554 2.040*
Behavioral Repurchase intention 3.638 719 3.476 556 2.455™
intention Recommend intention 3.699 577 3412 595 4.526%%*

*p< 05, *# <01, <001
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