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ABSTRACT

This study examines the fashion industry’s future image in the fourth industrial revolution ac-
cording to the level of consumers’ technological innovativeness. An online survey was conducted
during March 13-23, 2018 with a total number of 698 consumer participants. The study’s results
are as follows. Based on the findings of a frequency analysis, the fashion industry’s future image
in the fourth industrial revolution will follow a particular order: transformational, continued
growth, disciplined, and collapse. After confirming the reliability of the questionnaire on techno-
logical innovativeness(a=.993), a K-means cluster analysis was conducted to classify consumers into
three groups. The mean difference between groups was significant(F=1913.300, p=.000). Through
the application of a frequentism approach using crosstab analysis, no significant difference was
found in the fashion industry’s future image according to level of consumer innovative-
ness(Pearson x*=8.446, p=.207). The use of Bayesian inference revealed the probability of future
image selection according to consumers’ technological innovativeness. Ultimately, the probability of
choosing transformational future image was relatively high regardless of consumer innovation
level.

Key words: 4th industrial revolution(42+:+% 8 ™), Bayesian inference(¥ o] A ¢t F&),
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gAg g§ys 7ife s ¢ fulFEHA Bukd T U9F ZA3 Yoon(2017)S 4344+ 8o
JEY, o AHsHA 23 ZEsizl AA, <y e 2uRke) AALE, APRE, Eokpe] AAE
A5 7ASE o7 At ok AH BN, ol wek AR, 71, 2R G
kg elgs &0l AR fuje | mlgfolm A7} oj| ZfolE Ho|E=A A HSITH
A7 HEsA HoEA] I Aom, FHFO AT A 2nAY] JIAEE AFESH Bzt
Ao FEFOIHAANE SAH] YA e Al P FH, A e B £l =
Zolth(Yoon, 2017). ol& HZE AHE-3H Schwab =75 BAAQL m#eln At A JERRT
(2016) Al Golell the A2 HoE WX Seo(2018) &= Yoon(2017)9] A5 FaLsted 43t
AA & weEbs ZF 713 ARrhEel #Ael AdEde tE AAE, Az wel o)Ay
el gol ozt tEA vehd Stk 719A of W ol A7t A" Zpo]E HoleA AHEY
BHAAME EEAA, UAEAA, 18 A= o A A 4AF G Wi A ek A%
AAZE §Eol, AA S A3 B o] FEo]l W AHAESY e Aol Aw
< PAA e M2 AAAUE IR A o o A&How wAsty YA F ol
3t o™ (Ministry of Strategy and Finance o g HlFo] =& Wk, ARA & A} FFEol B
[MOSF], 2017), @=4EgA7I=d3e LT T ol AHAES WIHOR 4TS ol
Agortdel = AT, ARERIE, " olH, = AAAT FAY A2HHAE JEHOE U
2atdd 5 A AR FA7IE0] BA, ALE] ARt FHE W3/ AT Aolgte ovAE 7HR HF
SFEH A My vdehve 2t A o] 7} #=A vrebwith
grgrolgta g oj=o] lvk("The Fourth Industrial Ao R nke} Zro] hR-F 9 4AEE ol o
Revolution”, n.d.). s Jojet APAFLEL 7vte] e 7Eed I=
AL F(velocity) 9 W 9l (scope), sk ARZ 9] wWsle] 2HE wFoA gloH, &
Al2~wl o] WM3k(system impact) oA o] o] 4HY 2 545 ¥ dye FEava & ¢ 3l
e 2 ZoldE vebd ZAoE HHKim o I8y AAR AR EHolgte S8 A
& Lee, 2018). sAAFY #oke 4aHFAE 9 o AHE3F Schwab(2016)2 4AHF9EH o2 Qe
714 8%l wE WMskE AN lom, 4aHHY 7193 =7 @919 BV S wste AnRje] 9
g9 7eS A& AFE tdsiA g Ex d FEEe #@Yor dwsty drh AHIAES
Atk 3D ZHHE, LA F E2s Fopdl tid AAZIOE AEFS WS SAHOE HAEE
A1 (Han, 2017: Lee & Lee, 2017)9} ¥ldlo]H, olF A 719 el S sk, =Tkl o
J¥AT 5 "HAE 71& #oKKim, 2018: Kim M e FEAE EA94 YHE S8 Ent
& Lee, 2018)0 & A+= EE HH5 Fok9 £ 7o)t} o]= Kotler, Kartajava, and Setiawan
AEH Ves dFHHoE F&se AR (2017)©] Marketing 4.0014 33t 9] )
(Kim & Lee, 2017) ol 1 At#lole}, g @ dab fAbelH, AnatEe] 713 Aokl x
ZI9EC] EANE §A3 AHRE Q3] HE FFEE A F e Adde st et
olElE &3t Jom(Kim, 2018) FIHE & A B AFE AF7HA FdgEH 2 42 Y
gAg 7les €49 e U™ (Color & Fsahion of tigh tiFEe =9 Aua 54E& WFE
Trend Center[CFTI, 2018)& Al=3t2 Uth &8st AR Wt FFs 5 EaA

2HAe] FA A AR ERE S 24T AT gt
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Seo(2018) & Yoon(2017)—4 ATFE FaLste] 4w

84174 (innovativeness) & 2142 A& A3
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(Kang & Jin, 2007).
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SR A gld v gioh(Park, 2016b). ©]%
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Nkt 25684 S9%

MEEd $A9 o4 A%l Y mwe defolrl g Felan
A AALE JHAIH, tich A 2 HRE o AFEA 2. EEY FIe B9 2R 71s
ZTHAE AA =L Qo 7 Qe ek o] A o e 4L
Aok FEo|th(Lee, 2017: Park, 2016¢). o] =]t 2 Ig AN mEfelm R
FES TEHOE AR §44/ESEA]N & Aol 7F A=A gt
Hol qlom, g5 AA EE TFe FEE U ATEA 3 HolARF FES T LA Vs
Bl FoE AoHr) wolxet FEA Ed A7 s wet 4 E g e
o] gErEE 7FHAR R EHTe ThevH 2 Qg g mefeln| A e
7 2R @ el Agela AZeE NEES Aol7k SIEA gt
= UE H S "3ti(Bayarri & Berger,
2004). A= oA ¢t FEoM= pit WA AF 2. AT 2 Ri24E
(CER TRV BIEE TR REEEE
S esls Zoly AdAd 08 2u B A7 9w AvAE gyoE sBE
B oave gRsld duden agmy g o aw A 99 AnAm Agedd. 24
T R I PE MRS IR EEE 0T
Ced qm owAs gesy Arame g P BLVH 8940 AgHges, F csye
= WolAet 222 EAE(Bayari & Berger, v T AT £ A7 2R SRAS
W00 5 A BAS Aseel A7 Ane qa  LFEATA S (Table D3t 2t
A5 AN Bt
3. SHET o RNEEA
M. oA=teiey EoAvE 4apEyes Ad fange
golmAE FQ WEE I YOEZ 43H4HY
L A7 ZH gge e SHASY olsil B2tk Seo
ATEA 1 4GSO olgt Ao (2018) 8] Aol A 4xHFAE ol sl Hx AA
Table 1> Descriptive Analysis of Respondents’ Characteristics
Variable N(%) Variable N(%)
Sex Male 345(49.4) 10~19 109(15.6)
Female 353(50.6) 20~29 109(15.6)
Under 2 Million 67(9.6) Age 30~39 109(15.6)
N 40~49 125(17.9)
Household 2~4 Million 246(35.2) o 21(173)
I\I/;Ocr;trig 4~6 Milion | 211(30.2) Over 60 Years Old 125(17.3)
(KRW) 6~8 Millon | 94(135) Under High School 183(26.9)
8~10 Million 41(5.9) Education College Enrollment or graduation 79(11.3)
Over 10 Million 39(5.6) Level University Enrollment or graduation 362(51.9)
Graduate School Enrollment or graduation| 69(9.9)
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X
A Ho b

3
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o2 ZAST A4S AFnY o A% g
oz WAL A4 B R A, yAE m 0 ASHE SEEsE nE gHE wa
e mE 2 2z 5 g Asdel np AT 2 AHE Zaskd Adeld & @l ¥
qo2 gASAY ofdee ool B A g ¢ HIAE T wE R aAuEEs
o AZE(EE AA)S @A BEeug Ha = O AAWEO) SEHOE WS Al o
ol gelz wEas ARgAG) @ A pop, S0 AT oIS ANRLRISE <8 o
MRS ToHo s e oldee Aadm B ML 2ol sl AR Azwel o)
A9 AzRHe 2pdom oE guw waly oo U RS SRS MY e 7]
g A pkel AR AN shtg mme VP FVE AN @ A
ce san we Aguc o A4402 wAsT 439

NesdNA] 2HLS Kang & Jin(2007)914 A2 A 2R 2 ASHRE ovAE A
T4T 4BYS B Q) BAo A Syse o SRR VA wE Hed AR,
Sosdn AT Bgse vE am gmq ¢ OTC AARGUHOR A¥ A8use) wdel
G e qmde 1a adE Aue sas  UAE FERR0EER clUe dze @ A4
Atk AFEAGNA Sgost 9y gy Ax oo THIAUUANSE 4@ uad 4%
G A B Hw 45 wma o8 qe S FFIE ALY 42 Relgke Aut
o o =ase ¢ A% ¢ F o

AR $HE SPSS 258 BEl 14EA, A A e ALq Gl DEen 9
Ae wi mawa magud Se aagge  SRAE 23 AT AT 12% A7t

(Table 2> Future Images of Fashion Industry

; Future Image: N(%)
Variable > — : Total
Continued Growth Collapse Disciplined Transformational

Fashion Industry 245(35.1) 45(6.4) 99(14.2) 309(44.3) 698(100)
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Mid (N=304)
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3.9474(.3785)
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Low (N=215)
M(S.D)
2.2198(.6192)

Variable
Technological

(Table 3> The Result of ANOVA and Post Hoc Test(LSD) of Technological Innovativeness Level
Innovativeness

*p< 05, *# <01, < 001
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(Table 4> The Result of Crosstab Analysis

Future Image of Fashion Industry: N(%)

Variabl - —
ariable Continued Collapse Disciplined Transform-atio X
Growth nal
L Count 73(34.0) 13(6.0) 36(16.7) 93(43.3)
[ Expected 755 139 305 9.2
i Count 103(33.9 18(5.9 34(11.2 149(49.0
Techngloglcal Mid oun ( ) (5.9) ( ) ( ) 8446
Innovativeness Expected 106.7 19.6 43.1 134.6
Hieh Count 69(38.5) 14(7.8) 29(16.2) 67(37.4)
B Expected 62.8 115 254 792
*X 05, *pX .01, #** {001
etttk 22 ol e Ade WEEA A & uf, 9]¢ Ak Dell s HlolA et A=
AL AR gom, A% 2HA /eY g Hom mdHn
2o wE ARG moln A& Afolrt
St e 2R A EE Fo] gk ol B p(H)p(D | H,)
MEEY 428 Be RHS BEE doHE Pl | D)=~
] H)p(D| H,
ZHoz seeE 145y B AHE 24 Zip R D | 1)
7] Mol A it AgArel A%E
wgss] olee ol Yom, B AN 1 (e 44 EAGTA s dolgg 1)
Hr7bdol Qe A e ARE BA o] 7Hde] 7k BEE AP EEe|H, p(H | D)
=AML e HolEHE Fdt o) F9 s14
4, AH|R} 7|28AIMO| 2 TM AR 2 AMEE gk p(D | H)= delE7t 7+
Ol2fo|O|X|: H|O|X|OF =22 E5F FHo o i
I2Ho10[x|: #lo|x|et +&2 == Ao 289 FE2 $ov, Y p(H)p(D]| H,)
k=1
A=k = = 3]
2 AFdAE NEEF FA ZAHE B =p(D)= ow 7Mdx TIHE HolHY HE
= = = O 5 =)
Aol Mol R BAL ANE BEHD ¥ L iy guan
HE ASR. WeEA TA REl A3 EF wolAet FEIAE ARHE-UIR A
TEA ZIEE P S WO FEE HE g g0) yadas aAzgel Mg Bew @
e s
delim WA, AP F2E AR K Ry awge) eaay s g Aaage)
[e) [e) =]
S WAS ARE SAN IS C1UA BES i Aol na gejskel e wel
BPVIAY AL S AU G AR A g seo aga) ge e 22 A B
o]zt 29 EAZ (diachronic) 4] dHo]H 9z A" & At
(D) #AHAM 7HA(H) 9 58S FANT=
qnE Zteth 9714 BAIA M A7 = Hy. 7180 %o aujz= x&d%
= = = &) 37
gol @ @474 elm7t ofd Hrel AF A daolal S Aese Foloh
1o B 329 w3aro 5 :
o e 20N FES =TS Avdd 19 Hyp 7128 AA0] % 2uz= 23o u)g)
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B AT p(H)E ok 284 7% 84 4o
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S 48T 4 Aok p(D | DE A &u% A
y S AT A% ehd FEHoE S

{Table 5> The Result of Bayesian Inference: H;

Fgo] e, ol& B3 AFIdES 7T F Ak
A= 7Hd He E8944E& Adsiof ste diZdel
o, $= p(D |H)& 539 3%s Lokl F gl
= tidold, Heolgrt #5358 & 7 <
3859 p(H|D)E wWstslA @t Hd
ozt FE& E&e AFIE AN Ade

(Table 5), {Fig. 1>3 7t}
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{Fig. 1> The Result Graph of Bayesian Inference: H;
ot FEAXME pa tAl AT/
=
=

#HOE AANYS W, /1EHAA

A WY olvA} A%4 ojv

go] 33 oJulAst AF olMAE 4

ol ETh EE AL o)uA (S,

sl WA olMAG67%)E AW el 4
o

o7 o Hiugs AYE 74

A giuhel/] Bk sbdol 3 FES AA
st} Aol olshE HAAA AN FF5aA

p(H) p(D | H) p(H) p(D | H) p(H | D)
Hia 245 / 698 73 / 215 1193.4 35.2
Hi- 45 / 698 13 / 215 38.4 11
His 99 / 698 36 / 215 2371 7.0
Hi 309 / 698 93 / 215 1922.6 56.7
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(Table 6> The Result of Bayesian Inference: H,

p(H) p(D | H) p(H) p(D | H) p(H | D)
Hyy 245 / 698 103 / 304 1189.9 33.4
Hy 45 / 698 18 7/ 304 37.8 1.1
Hys 99 / 698 34 / 304 159.0 45
Hyy 309 / 698 149 / 304 2170.7 61.0

gt
ZegAld el BEdl vt i 7hd

A% A3 (Table 6), <Fig. 2)¢ 2t}

Future Image of Fashion Industry

6O | EEEp(H)
== p(DJH)

20 1

.
Continued Growth  Collapse Disciplined  Transformaticnal

{Fig. 2> The Result Graph of Bayesian Inference: H,

2e 2HAES AR AE o)A (610%)
S ASAE olMAZ AWG A (334%) ]
w7 dehEth Ae8a4e] Be 2nAET 4
YHoR AE o|nAE ANY FeAe B8 o
oW(45%), WA oVAE AYT 4L o
% v A4 & At

{Table 7>. The Result of Bayesian Inference: Hj;

719y FEol =L AuAd did A

AZ A= (Table 7), (Fig. 3> 7t}

Future Image of Fashion Industry

50 1 EmE piH)
W p(D|H)

20 1

10 1

o
Continued Growth  Collapse Disciplined  Transformational

{Fig. 3> The Result Graph of Bayesian Inference: Hs

Ne8Ae] e 2HAE 44 WY o]nA]
2 A9Y FE(G05%)0) B} A4 o))
| w7 bt 7]

& |
A FEol BEAY BE vkl Hls)A
= WY ovAE A9 FEo] vl don,

A olAE AUy GBS AUHoR =

p(H) p(D | H) p(H) p(D | H) p(H | D)
Hj 245 / 698 69 / 179 1351.4 41.0
Hs-» 45 / 698 14 / 179 49.9 15
Hs3 99 / 69 29 / 179 230.0 7.0
Hsy 309 / 698 67 / 179 1661.25 50.5
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Aol WE A ) Heheln)A

Atk AAE ALHHOR AP JE 434
qE el gk =& ol FAZF WU v
FTEAFTE N&EH0 2 AFPFojop & ZHoF H
Atk & AFE FAH AFE AHAE]
Akl dig mFelnAE thEA Y A A
wale] A4S R dAE Rk F39 AT
M= 4xtg gt olo] wE oA e W3t
Wakel it FAAQ S Ved A AHA
A A Gelsfor & Ao R A7t

T 7]EFAAd ol9del sjAAG ] HFoln
Ao FFL A F e 2HA Mg Felo] F
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A g A A 4l E e e ¢ e
MR Jleddd s 2@t ey o H
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