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ABSTRACT

This research investigated the effect of fashion model's value and shopping propensity on
clothing evaluation criteria and analyzed the differences in shopping propensity and clothing cri-
teria by duration of model career. Data were obtained from 388 male and female fashion models
during March 21, 2016 and June 18, 2016 and SPSS 20.0 was used for data analysis. The results
of this study are as follows. First, fashion model's value was classified as stable life/relationship,
hedonism and achievement value. Shopping propensity was identified as conspicuous orientation,
trend, price, quality, individual, and practical orientation. Also, clothing evaluation criteria was
classified as extrinsic, functional, and aesthetic aspects. Second, stable life/relationship value af-
fected conspicuous orientation and trend orientation positively, while it affected individual and
practical orientation negatively. Hedonism had a positive impact on individual orientation, but
had negative impacts on conspicuous, price, and quality orientation. Also, achievement value had
significant effects on all aspects of shopping propensity except conspicuous orientation. Third,
conspicuous orientation and trend orientation had positive impacts on extrinsic aspects. Also price
and quality orientation had positive effects on all aspects of clothing evaluation criteria. Individual
orientation affects extrinsic aspects positively and practical orientation influenced extrinsic and
functional aspects positively. Fourth, stable life/relationship value had positive effects on extrinsic
and aesthetic aspects and hedonism had a negative effect on extrinsic aspects. Lastly, there were
significant differences in conspicuous, trend, price, quality, and individual orientation and extrinsic
aspects, aesthetic aspects of clothing evaluation criteria by duration of model career. The findings
can be utilized to understand fashion model's clothing purchase behavior and provide practical in-
formation to develop a marketing strategy for fashion industry.

Key words: clothing evaluation criteria(®] %% 7}715), fashion model(Z}A 2 ),
shopping propensity(s23 4 &), value(7}2]#)
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{Table 1> Factor Analysis result of values
Variance
. Factor |Eigen| explained % |Cronbach’s
Factors Measured items . .
loadings | value | (Cumulative a
variance %)
A stable life is important to me 809
A sense of belonging to a family or a group is important
Stable life/ 781 27.118
. _|to me 3.056 769
relationship — (27.118)
Self-esteem is important to me 750
Good relationship with others is important to me 683
A joy and pleasure of life are important to me 925 20.770
Hedonism — —— 1.923 .852
An exciting and fun life is important to me 920 (47.888)
It is important to be respected by others 837
Achievement|The sense of accomplishment in social life is important to me | .803 |1.173 (égggi) 706
Self-realization is important to me 615 '
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{Table 2> Factor analysis result of shopping propensity

Variance
. Factor |Eigen | explained % |Cronbach’s
Factors Measured items . .
loadings| value | (Cumulative a
variance %)
I choose a well-known brand or more expensive product 879
if T have to choose between two similar products ’
) I purchase a well-known brand because it is trust worthy
Conspicuous to pay higher price .857 -~ 16.186 801
orientation - : - : ' (16.186) '
I believe that a product with a higher price must be a
. 842
good quality product
I prefer to buy a well-known brand or designer clothes 765
I have at least one more of the latest trendy outfits .860
Trend |l am very interested in new trends 854 13.599
. . - 2.686 851
orientation |I shop often to check new fashion trends 821 (29.785)
I look for the latest trends when buying clothes 721
I usually shop during the sale season 829
) I shop around to buy favorite clothes to compare prices 793
Price - - - 12.997 .
orientation I like to shop at outlets or discounted stores when buying - 2.306 (42.782) .805
clothes o ’
I consider price to be important when I buy clothes 679
I do not purchase a product if the quality doesn’t qualify, 789
even if I like the design of the product '
) I try to buy a clothes with well-stitched and clean finish
Quality such as buttons or zippers 137 1.792 11.689 750
orientation — - - (54.471)
It is very important that I buy a good quality product 687
I always purchase a clothes after checking a care label
. . . 652
such as fiber contents or care instruction
I like unique design or colors 849
Individual 8.318
ndividual 1o have a rare outhit to differentiate with others 785 | 1582 ’ 682
orientation (62.789)
I can color my hair to show off my fashion sense 605
Practical |l like a practical clothes 851 7.578
. . - - 1.125 676
orientation |I prefer basic style that I can wear for a long time 834 (70.367)
2. M Eo JHX| 0| 4T e O|X|= Ao, FAEge el de P A
o3t F/BA FT, AAFTE FAAN IS
A2 AAfvk THAAEFIH FAA G &
HARD Y s Po] £BWAF] WA= o : A
He 2AEFTF RAAQ AL A3
F2 AZE) Astel FARLNL dAF 2 SN
M o4 . A aagqe 170 2AMY 938 WAL AR Ay
= (Table 4) FA| A BF 223 Al ko ) ) }
RO & B L o e R B e
P A= oOFX A5/ = 2] Ao
dEE GRE BEAVL TP SN yaa gge. zAsRre AR 2
o] EEL. = Qo = B2z o] oL m]x
0029€4E‘T?—7]—T0—11— o o= ]] Xé’ﬂ.‘ﬂ ogéz}:%u]_]lg)\giq H]—Z]E}E_E_,/‘\—__]
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{Table 3> Factor analysis result of clothing evaluation criteria
Variance
Factors Measured items Fa§tor Eigen explained.% Cronbach'’s
loadings| value | (Cumulative a
variance %)
Brand reputation 853
~ |Country of origin (ex: Made in USA) .846
E:;g;zzc Good impression to others 756 | 3.976 égg;g) 847
Sales promotion (Advertisement/customer service/sale) 728
Latest trend 673
Durability 819
Variety of wearing application 7197
Functional Quality (fabric, stitching condition) 763 ] 2.330 17.879 735
aspects (41.454)
Price D72
Ease of laundry and care 557
Match my body shape and image 827
Aesthetic |Design (style, color, hand-feel) 776 16.160
— - 1.769 .690
aspects  |Coordination with other clothes .630 (57.614)
Expression of Individuality 586
(Table 4> The effect of values on shopping propensity
Dependent variable Independent variable B t I Vil
Stable life/relationship 144 2.781%*
Conspicuous orientation Hedonism -.281 -5.579%%* 14.752%** 153
Achievement 105 1.949
Stable life/relationship 164 3.108%**
Trend orientation Hedonism -.041 -.800 9.440™** 119
Achievement 159 2.893%*
Stable life/relationship -.028 -.540
Price orientation Hedonism -.296 -5.854%** 13.676%*** 147
Achievement 218 4,027
Stable life/relationship 077 1.450
Quality orientation Hedonism -.149 -2.874%* 7.425%%* 105
Achievement 180 3.241%*
Stable life/relationship -.151 -2.800%*
Individual orientation Hedonism 153 2.951%* 4.582%* .085
Achievement 124 2.219*
Stable life/relationship -.157 -2.950%*
Practical orientation Hedonism 073 1.393 7.792%%* 107
Achievement 118 2.134%*

*p< 05, *#pX01, X001
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(Table 5> The effect of shopping propensity on clothing evaluation criteria
Dependent variable Independent variable yés t F R
Conspicuous orientation 563 15.869***
Trend orientation 274 77347
o Price orientation 292 8.247* .
Extrinsic aspects - - - — 69.115%** 541
Quality orientation 124 3.486™*
Individual orientation 122 3.339*
Practical orientation 119 3.106%**
Conspicuous orientation -.026 -.553
Trend orientation -.066 -1.436
) Price orientation .288 6.230%** .
Functional aspects - - : — 14.595%%* 207
Quality orientation 240 5.186%**
Individual orientation -.010 -.207
Practical orientation 204 4.409%%*
Conspicuous orientation -.067 -1.410
Trend orientation 251 5.275%%*
) Price orientation -.094 -1.983* )
Aesthetic aspects - - - — 10.026%** 156
Quality orientation 244 5.132%%*
Individual orientation .002 .052
Practical orientation 012 262
#*pC 05, **p 01, **#<.001
29, g, M xd o AvH MEs 4. M E2EO JEX| 0| o/ SHII|E
FoAGE WY, AAAG] B25E A 0%s Yt
A 1z W@ FA Aol W FAF B
= ARG ] 7pAFo] R TLIFE H A
el A Ageins Musw w o 5 9FE ATH A8 ARpae 4
2o augsl BE a6 sy Ag L AFE (Table ©F U A% A
o, EAA ] AnH sF JFS v isﬁ wea AR jjg} AT
5 At SAF geel Ry pas  c o0 BEE AL AR =R
4oAs% £ 9 5o Az gasn, - TEAS IO AR BR TS0
FAAG WAool AvlA H4e Faa @ 0 T e T e
L oLee & Lee(2003)9 Aol ozEalnh |#S ALTFE BdHE fHE Axs 59
JAH NEe FRATE v B =
I3 Y Chang & Ok(2007)2] AFoAl+= 7H Ao B RS moges oaH ow
e Fase Aol £ A=Y £ 3 vor oem e e o
o SiAH Azel wyel Pt AoE veny U AoAE ASE HERAR
B oamas gue ARE wad AvZ Z1Ed deiMeE kA E Ag/aA
F79 2A% F7h 2449 9¥L R
J, oy sARde] b AL/AA S} A
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{Table 6> The effect of value on clothing evaluation criteria

Dependent variable Independent variable £ t F R
Stable life/relationship 158 3.318%*
Extrinsic aspects Hedonism -.128 -5.884*** 18.521%** 156
Achievement 150 3.151%*
Stable life/relationship -.023 -.455
Functional aspects Hedonism -.067 -1.315 1.806 014
Achievement .095 1.866
Stable life/relationship 142 2.858%*
Aesthetic aspects Hedonism 173 3.496%* 7.920%%* .108
Achievement .091 1.835
01, #** {001
AF7 HNBE 27Q5E B Arkes sk Aoz mat
d 9ol k) A, olmASt o &, TRl W, Z15A 120 deNE BE A8
AHED 5o Aud AFS Fsl 18 o Fe@ 9L MAA g, ok o

{Table 7> The differences in shopping propensity and clothing evaluation criteria by duration of fashion model career

Less than a Less than 1-3 | Less than 3-5 | More than 5
- year years years years
Classification (n=84) (n=57) (n=191) (n=56) F
M SD M SD M SD M SD
Cogsplcgous 2.723 811 2.904 910 2.779 1002 3.272 1120 | 4418
orientation b ab b a
Trend orientation 3604 857 3452 968 3.902 723 3866 704 | 6.353%**
ab b a a
Shopping Price orientation 3'?1;15 756 3':54 664 3':;76 936 3’172 795 3.853*
propernsity 3.229 3.342 3.725 3.911
Quality orientation ’ 663 ’ 774 ' 731 ’ 619 | 15.741%**
b b a a
[~
Individual orientation 4611 A77 4591 423 4473 401 4.280 A57 | 7.836%**
a a ab b
Practical orientation | 3.744 734 4.009 765 3.859 715 3.705 693 2.205
Extrinsic aspects 3155 758 3239 657 3.533 796 3911 944 | 12.212%**
Clothing c be b a
evaluation Functional aspects | 3.850 504 3.986 .600 4.003 473 4.054 635 2.192
criteria 4268 1417 4730 4580
Aesthetic aspects ’ 571 ) 516 ' 353 ’ 351 | 24.543%%*
c bc a ab
*oC .05, 01, ***p( 001, a, b, c: Groups with significant differences according to Scheffé test were noted with

different letters. (a)b)c)
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