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ABSTRACT

The purpose of this study is to confirm that the evaluation criteria for purchasing home-fashion
products can vary depending on the information searching behavior. An online survey was con-
ducted to collect data and 257 responses were analyzed in total using exploratory factor analysis,
MANOVA, two-way ANOVA, and t-test via SPSS 21.0. The results showed that the purchase evalua-
tion criteria have five sub-dimensions: brand reputation, brand value, price fit, functional perform-
ance, and design superiority. According to the results of MANOVA, marketer-driven information
source dependency affected brand reputation, brand value, price fit, and design superiority, and
there was a significant interaction effect between pre-purchase information search effort and market-
er-driven information source dependency on design superiority. Consumer-driven information source
dependency significantly affected brand reputation, brand value, and design superiority. The inter-
action effect between information search effort and consumer-driven information source dependency
on price fit was revealed. This study implies that marketer-driven or consumer-driven information
source dependency affects how consumers evaluate products and consumers choose the criteria based
on their information search. This study provides academic and practical implications regarding the
evaluation of home fashion product criteria based on consumer information search behavior.

Key words: consumer-driven information source(&H 2% A H ), home fashion(F3A),
information source dependency(JE € ¢|<X), marketer-driven information source
("B T JE ), pre-purchase information search(7-7) % 7 Egk4y),
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89102 @y
A WA,

Eigenvalue
Factor .
Scale Loading Variance
Cronbach’s a

Brand Reputation
X1 The prestige of brand is important when I purchase products. 912 2.559
X2 1 evaluate the prestige of brand whether products quality is good. 886 17.059%
X3 The prestige of brand represents my socioeconomic status. .808 876
Functional Performance
X4 1 prefer products with less deformation after washing. 830 2.458
X5 I prefer products with good sewing or finishing. 792 16.389%
X6 It is important whether the products is easy to wash or manage. 747 787
X7 1 prefer products with superior materials. 723
Brand Value 9195
X8 The brand’s nationality is important when I purchase products. .883 1 1 65%
X9 The size of the company is important when I purchase products. 776 .812
X10 Brand value is important when I purchase products. 766 ’
Design Superiority 1738
X11 I prefer products of unique colors or styles. 796 1 5 85%
X12 1 consider the design of various colors. 716 ’ 614
X13 I prefer products of trendy colors or styles. 705 :
Price Fit 1.503
X14 T consider price important when purchasing products. .839 10.020%
X15 T purchase products within my planned budget. 824 636
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54 A¥eE wWHIAt 89 32 BAE9
=4 B A3, BAEY 7EX Fo Ao #e
AR "HAL JHA'E WHstG e, 8% 48
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o #e AR HAH AFPAAoE HHIAG

2 AFdA =28 FAA AFY HrpE
891 A A &Adel dig HrE BAE HA
BT 7HX, 7HA A4S E2FE, WAA &
Aol g HE AF 715A AT UAJD §
F/dol E3hE o] A ATo) A (Choi, 2017: Park,

2016: Lee & Kim, 2007)9lA Z23HA AlAl8}
gAA, WA A §ﬂ7]—7]_§_9/] A9e o=
F 7uiAl 2Rz, v,

AES A SHEES G 2HAE] 5
o

2B zbe] puld ARG w¥®i uAHFE

SRAFE ARY oErd el A Z]%
B7E71ES atelg gelatr] 8, R
A (MANOVA)S AAATh 94 Fuld HR
A =8 (mean=3605), "HAEFTE JEY ¢
EE(mean=3.000), &HAFE HHRY &L
(mean=3.000)& 7z} HAFHS 7IFC2 FI#
oS T, HAZ mHwe AHIFoF L=

?_
sheith Pl ALY kel ¥ Huz 7o)
A AR wdo (444 A, 1 180
o) gt o]zt e e (£=22.482, p=0.000),
A TE AEY IEE(£=24.232, p=0.000),
H2FE JERY EE(¢=22.705 p=0.000)
A FEE F AL f8 Ael7t deH e

o

d
-

rﬁ

m&

D A ARRA xds BAHFE Aud
JEEd HE FAL AE B2 Aol
A AF BAEA FoHA AR =
3 vHEFE g 9FE} UAE 9
4n7) s oA AREA e e

= ARY JEEE SYHHTE S AEFH

7WNE 5708 shelA
CHA BHEAHEA S A A e Th

A A (Table 2), A AF H7H7)1E
Tl ARG kg I fFolstA &

o, HAEFE Jug dEEd fo3 o
o] EJAFAJAH(F=6.919, p=0.000). & FT&
=, AFH771F] &9 2200 g A4
HAEFE AR gELE B

17.779, p<0.001), E#HE=
0.001), 7+AA A (F=4.455, p<0.05), tIA
FA(F=4583, p<0.05)° <t 3k
AOE uyetyth o ARE = 121
gEE I, A HuEz FIA AF HHEY
zHolE =R E t-AA o %
At Table 3). A}ol wh
A EET B2 JE2 B2 ekl Hls) Fof
A AF FEiAl BARE A, BA B, 7HA
AA, dAd A4S T8 Hrkske &
/‘\ 011;]_

3 FA4 AF FE 5 O §
o daixE Foid HEEA E
BRI TR fofg FoAgR
A=d(F=4768, p<0.05), ©]e thsl
A flel el AREN I wAHF
d gERE 47 2, AR FES IF
MR b $eAe FEUFE o
A (two-way ANOVA)S AA 53t
T AR (F=0.037, p=0879)3 uvlA
T ARY 9EL(F=0961, p=0506)2 F&
= FoeA Fkou, F SHBSe] FJaAd
=N

A7b el GERTH(F=4.768, p=0.030).
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(Table 2> The Result of MANOVA: The Effects of Information Search Effort and Marketer-Driven Information Dependency
on Product Evaluation Criteria

Independent Variable Dependent Variable F Wilks A F
Brand Reputation 1.281
Brand Value 0.120
Information Search Price Fit 1.040 0.973 1.395
Functional Performance 0.810
Design Superiority 3.256
Brand Reputation 17.779%%*
. Brand Value 19.792%**
Lt MartketerDszn Price Fit 4.455* 0.878 6.919%%*
frormation Lependency Functional Performance 3.520
Design Superiority 4.583*
Brand Reputation 0.288
Brand Value 0.216
Inf i h X ’
" Orrgztflf dj‘f:rc Price Fit 0.023 0.971 1.496
P v Functional Performance 2.338
Design Superiority 4.768*

*p<0.05, **p=<0.01, ***p=<0.001

(Table 3) The Differences of Product Evaluation Criteria between High and Low Group of Marketer-Driven Information

Dependency
High Dependency Low Dependency f-value
(n=162) (n=95)
Brand Reputation 3.224 2.733 4.192%**
Brand Aalue 2.818 2.354 4.435%%*
Price Fit 3.594 3431 1.958*
Functional Performance 4.270 4.150 1.715
Design Superiority 3.311 3.100 1.973*
AHFE ARY gL ¥ AvA Ao o Maketer-driven
A i ARG R ¥24% tAel o
FA HNE B FLEE SelAAR, v o
ABFE ARY ETL7F 52 MR FHoolA £
E AR e Bo B4%, UAASHA
of AERNNFELEN FLEY} BO}YE Tl :
@ 4 ArkFig. D.
3004 ‘ \‘
Lo Figh

Information search

{Fig. 1> The Interaction Effect of Information Search
Effort and Marketer-Driven Information Dependency
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2) oA AR 283 2uAFE R
qEE wE FIA AF A& el

3
Al O FEAHEA S B8 EdEanh 44
(Table 4>, &M AF

A o FadE fFoshA ¥Fokon 4w
FE ARY TR FoT
o8 B (F=3.396, p<0.01). Z
7710 AMAFE FEA EEY Gl
o AesdF, BAE A (F=7596, p<0.01),
AT 7HX (F=10.009, p<0.01), ¢
(F=6444, p<005)°ll Fog FFs wA
S 2 Yt niHAE SYEE t-4%
3 AHAFE AR oJERE I, A Hzk
A AF FH7EY AolE ERlel o w(Table

g
5, £HMAFE AU GEE} £ Auko] @

2 2 o Mo > [

>
ro
o
e

oo . oox

ool

e AEAEEAE AT FT A
0% UEREE(F=3933, p<005), TAH
A4 e oA ARPAD Lulg FE 4
By YEEE 77 3, A2 TRY IFL =
USE NAAGAS FERRE ol ARAEA
S AN A ARG wd(F=2154,
p=0381)F &HAFE R )EE(F=0.278,
p=0691)8l FEIH= fo3kA gt F =
A5 FEAFAIL FoI5A hebkeh(F=
3,933, p=0048). (Fig. 29 Azst o], )4
AE AAHGAN e ke T AR
4 wdo] ¥25% AALY, AMATE Hu
A GAEEI B 2MAEY ASAE AAHG
ol o ol AREA ol § AR

(Table 4> The Result of MANOVA: The Effects of Information Search Effort and Consumer-Driven Information Dependency

on Product Evaluation Criteria

Independent Variable Dependent Variable F Wilks A F
Brand Reputation 0.051
Brand Value 0.114
Information Search Price Fit 0.744 0.995 0.273
Functional Performance 0.062
Design Superiority 0.006
Brand Reputation 7.596%*
Consumer-Driven Brgnd Yalue 10.009% .
Information Dependency Price Fit 1.095 0.936 3.396%*
Functional Performance 1.092
Design Superiority 6.444*
Brand Reputation 0.606
Information Search Brand Value 0.131
X Price Fit 3.933* 0.980 1.028
Dependency Functional Performance 0.068
Design Superiority 0.115




Fuld JEEY k€ JRY Ewd wE A AF Tl FU1E 2ol

(Table 5> The Differences of Product Evaluation Criteria between High and Low Group of Consumer-Driven Information

Dependency
High Dependency Low Dependency fvalue
(n=180) (n=77)
Brand Reputation 3.144 2.805 2.697**
Brand Value 2.755 2.393 3.200%**
Price Fit 3.557 3.480 1.958
Functional Performance 4.248 4.172 1.034
Design Superiority 3.319 3.032 2.529*
050 Consumer.dnien Wt JEee AHRe Fujgrtel] Fo3 A
Fee & Sl dth(Blodgett & Hill 1991 Chae &
] —Hgn Park, 1994: Fourse et al, 1984). oo uwjz} £
ATe AR AFY FRASR FoG UH
£ A, dad AR PEAT A7 AHFE
® oo AU, 2AFE A B AEEE T
g e wen g F28 WdeR B
T, o5 Wl W2 EAM AF HIIEY
#7b} getd 5 A=A Felstan
Low High A AF FA ] e AHAE WAL

Information search

rot
v}
:N_L
ot
£
R

{Fig. 2> The Interaction Effect of Information Search

Effort and Consumer-Driven Information Dependency X-“-ﬁ_ ?_UH }\] Eg 7]-7] %—‘% Q/]ZH s

HAE A, BAS AR, A GRS A

V. Z2 2 mo Aol WAR AEY %A A% U $5

4 ol AARdon FHES s 1

sulAe TANEAe Ane g2 o A% A% BAE de Fd 4REd

o dRe WA Hid, 2nASd A4 grg F3 WA BEHFE U dERs 2uAF

Me AR AL WHAD W oz, 7 & Jud 9Exe) zze) FEI Y Poid

WA AgsE Wrkel NzdE GEe WA £ B s 35As aRE ses) 9
e Bloch of oL, 1989, & AL olel® B ARRAY GUSLALAL A9,

oM A BAo] wzHT UE FAM AF T B oATNE ENA AE FEd O

WA aEASe] omad B Eel SJa] AES  TrhA FREH ke FEAFE Jebd 2%

Abea FARS oREA xuAd Pl ovl ARAEES gl FeAHith vpE

Augae wes gude JgEme ggde  FE Jud oEE

spobsl 4 Sk, AR, U $44 Bl 9FS HA

E3 Fujd ARG wEI tEo] U on, aHAFE HHY dERE HAERA,
AE BRASEZHA 2Hz JAAA F2T o BRAZZHA, G2 %54 F7el 9= WA
Fe WA 7 e FHd 52 wiAl FHd = AR YERth olg SR, FAA AF
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