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ABSTRACT

The purpose of this study was to verify the effects of consumers’shopping value, types of sales
promotion, and types of fashion product on use intention of fashion rental service. The study
consisted of three-mixed design of 2(shopping value: utilitarian vs. hedonic) x 2(sales promotion:
price discount vs. value added) x 2(fashion product: fashion accessories vs. clothing). This study
was conducted on 235 female participants in the age range of 20-40 years old in Seoul and
Gyeonggi, South Korea. Of the data gathered, 233 responses were used in the final analysis. The
results of this study were as follows: First, the types of sales promotion showed a significant im-
pact on consumers’ use intention of a fashion rental service. Second, there was a significant inter-
action effect between shopping value and sales promotion type, shopping value and the fashion
product type, and sales promotion type and fashion product type.
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{Table 1> Factor analysis for shopping value

Factors Ttems Factor Eigen Cumulative | Cronbach’s
loadings Value (%) a
Renting from a fashion rental service is economical. 0.822
Fashion rental services are reasonable because I
. 0.884
can use expensive products at low cost.
Fashion rental service is useful because 1 can rent 0.868
Utilit-arian |for special occasions. ’ 3.688 36.88 909
Fashion rental service is convenient because it
. - 0.772
provides free shipping, returns and laundry.
Fashion rental service is efficient because I can 0.787
use various items. ’
It would be fun to spend time at the fashion
. . 0.854
rental service shopping mall.
I think fashion rental service itself is fun 0.843
regardless of using the service. o
i he fashi 1 i il k fall
Hedo-nic Usmg t e' ashion rental service will make me fa 0.881 3958 3958 931
into shopping.
Fashion rental service will feel like a escape from 0.853
my routine. ’
Fashion rental service will make me happy
. . 0.846
because 1 can use various items.
(Table 2> Reliability Analysis of Measurement Item
Variable Item Cronbach’s a
Use Intention 3 957
o FTHAFE Tk o] W AR 2338 E T AAg A3 e 7F zole A84 JH(M=
A4l 345 7NESE 9] 30%(AE&A) < 549 391, AFH HAF(M=289)2F F8 o]z}t
30%(AFH)Z Yro] HALGE FEIATE ol Ae AL Z Yebgth(t=21.245, pd.001). ©]& nu}
geh 984 2R/ AR 698 GAR%), NG BOE, £WN Wuko] AWl BFH AT
A &g7EA] JEE 58 (4567%) 02 F 1279 o AM&3l7] FE3 Ao 7 AE Yt Tabled).
of 7t AZE A Aol ALHUT t-test S

(Table 3> Segmentation and t-test results for shopping value group

Variable Mean SD N % t-value
Utilitarian 3.91 0.33 69 54.33 0] 945
Hedonic 2.89 0.17 58 45.67 ’
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B ATE 297, AEAGY, ARAER
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(Table 4> Use intention by shopping value, sales promotion, fashion product types mean (standard deviation)

Sales Promotion
Price Discount Value Added Total
Variable
Fashion Product Type
Handbag Dress Handbag Dress Handbag Dress
o 3.68 (0.97) 3.49 (1.07) 3.13 (1.02) 2.834 (0.98) 3.40 (0.86) 3.16 (0.90)
Utilitarian
4 3.58(0.92) 2.98(0.90) 3.28(0.79)
Shopping 547
Value ) 3.52 (0.99) 3.66 (0.99) 3.36 (0.92) 3.28 (0.99) 3.44 (0.84) ’
Hedonic (0.91)
3.59(0.88) 3.32(0.87) 3.45(0.78)
Tl 3.53 (0.87) 3.48 (0.88) 3.18 (0.83) 2.99 (0.78) 3.35 (0.77) 3.23 (0.76)
ota
3.50(0.79) 3.08(0.73) 3.29(0.70)

Mean (Standard Deviation)

(Table 5> Three-way ANOVA test results for use intention by shopping value, sales promotion types, fashion product

types

Variable 58 df MS A

Shopping Value(A) 3.58 1 3.58 1.44
Sales promotion types(B) 25.89 1 25.89 34.42%%*

Fashion product types(C) 1.77 1 1.77 2.89

A*B 518 1 518 5.65*

A*C 2.56 1 2.56 4.22*

B*C 0.69 1 0.69 4.79*

A*B*C 0.07 1 0.07 0.46

(001, *pX.05



23 7Hx ok BEARY, AAAFRFH o] AHAANDAMH 29 o] g2k W= J3F

g AXs =3 A AEFIY o F Ao A FHS As sty YeRd Buttner
PHAE #ERT ¥ FETHMAEs Bole A et al.(2015)¢] A9 235 AA g H=F 7}
° 2 uvehd Kim(2013) 9] AF+A#ete 2 o Al 2B A7E ago AHEE F Sle it E=S
grojt}. A MAAFEG H7HAA S o AA dsst

%A AAE (Table 5)ollxet zFo] &3 7HA] + Ao E yshdth v, A83 7hA e AuR
A AEHE e FoIT 5L & S dite]l =AY AL Ay EF 7HAEAs
H7F de Aoz Ve (F)%=5.65, pl05), 7} Aeste Ao Ustuth webA s adl gy
A 2 AEA old @ FEF 2A4E A 2 JQAEE BE aHE =ol7] AsiAE TH
AlstRAal M AFE (Table 63 (Fig. 1>l Al A AES AvrHo R dAstsE, Hehg
Alstith g7k JuEAHE ke G 7HA 9] AR[AEAAE ARE TR BES A
& 2% EAE AVE A &7 AP 3] ARtk Hoh anAl deEx Ao 2
gt W ER o] ARZEY AS olgodke & Aol
ojmgh zpol7b e AOE YEHHTHE) 12 =4.95,
p(05). WA FERAGFo] AT w 23 Use Intention
ZHA e mhE ol &kl X e frelg tol7t e ST
VAl U TtH(Fri=0.04, N.S.). #AI3] AR H
W) EG0) AATAL W el HP w0t S
& flo] M3, ARE SAY AS st 359 — Uilarin
A7F AEA 7MY A (M=2.8) B H=H
A (M=332)Y o B sAACE Hrtete A soT
O 2 YRt o] g0 ko] mWE Aol7h o3 AL
2 FUHAY ole oFAF FuiAl AAA & 2.0 : :
Pl £& 4 B HAAG ANEAE N priceDiscount - Value Added
7. A £RgPol £LHS AR B i e e
fEANL MEsTi ¥e Oh(2009)9 ATA {Fig. 1> Interaction between shopping value x
o WS po|aht T lubael AEtulo] A sales promotion types on use intention
SF7A7E AEH A A A wE b (Table 5yelMst 7ol 2:37Hxs o) AAEH

{Table 6> Simple main effect results for two way interaction of shopping value x sales promotion types

Variable S8 df MS F
Shopping Values.at Sgles Promotion Types 0.08 1 0.08 0.04
(Price Discount)
Error 230.92 126 1.83
Shopping Values at Sales Promotion Types B
8.69 1 8.69 4.95*
(Value Added)
Error 221.26 126 1.76

{05
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{Fig. 2> Interaction between shopping value x

fashion product types on use intention

(Table 5yl AAIE uvpe} 7Fo] ol F3153 4
AAAFFES 34 BAE FAF Aow
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{Table 7> Simple main effect results for two way interaction of shopping value x fashion product types
Variable S8 df MS F
Shopping Values at Fashion Product Types 0.04 1 0.04 0.03
(Handbag)
Error 183.58 126 1.46
Shopping Values at Fashion Product Types 6.09 1 6.09 374
(Dress)
Error 205.46 126 1.63

{05
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(Table 8> Simple main effect results for two way interaction of sales promotion types x fashion product types

Variable SS df MS F
Sales Promotion Types at Fashion Product Types 9.07 1 9.07 19.14%#
(Handbag)
Error 59.70 126 0.47
Sales Promotion Types at Fashion Product Types 1751 1 1751 418"
(Dress)
Error 53.19 126 0.42
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