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ABSTRACT

This study focused on the influence of Chinese female consumers' clothing consumption values on their
fashion rental service preferences. The survey was conducted on 310 women in therr 20's and 30's living in
China who are familiar with fashion rental services. A total of 274 surveys were used for the final analysis.
For data analysis, SPSS 25.0 statistical package was used to perform exploratory factor analysis, multiple re-
gression analysis, and hierarchical regression. The results of this study were as follows: First, clothing con-
sumption values were found to include social value, fashion value, epistemic value, expressive value, emo-
tional value, and conditional value. Second, the factors that positively affected fashion rental service prefer-
ences were social value, fashion value, epistemic value, expressive value, and conditional value. Third, materi-
alism played a positive role in moderating the effect of the emotional value on the preference of fashion
rental services. Lastly, self-monitoring played a negative role in moderating the effect of epistemic value on
fashion rental service preferences and a positive role in moderating the effect of emotional value on fashion
rental service preferences.

Key words: clothing consumption value(2] & 44| 7}X]),
fashion rental service in China(Z=+2] A g AH] ), materalism(EZETF A
preference(E 2] &), self-monitoring(AH7] 7HA1A3)
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{Table 1> Factor Analysis of the Clothing Consumption Value

Factor | Eigen | Variance | Commo- | Cronbach’
Factor Content . .
loading | value (%) nality a
When I choose clothing, 1 consider whether it
. . 835 749
makes me look like a person from a good family.
When I choose clothing, I consider whether it 824 801
i makes me look like a socially successful person. ’ ’
Social ooy & perso 3187 | 13278 897
value When I choose clothing, 1 consider whether it
. 823 791
makes me look like a wealthy person.
When I choose clothing, I consider whether it
. . 749 708
makes me look like competent in many ways.
When I choose clothing, I consider whether it is 828 799
popular among my peer group. ’ ’
When I choose clothing, I consider whether it is 696 630
i leading the new fashion. ’ ’
Fashion g , — 2490 | 10375 781
value When I choose clothing, I consider whether it is
. . 672 552
favorite style of friends.
‘When I choose clothing, I consider whether it is a
. 666 627
brand or style worn by popular celebrities.
When I choose clothing, I consider whether it is 796 797
characteristic clothing differentiating me from others. ’ ’
Episte- ‘When I choose clothing, I consider whether it is a 788 701
. new style.
mic - - 2.626 10.941 .809
value When I‘choose clgthlng. I consider Whet‘her the 791 649
design, material and color are peculiar.
When I choose clothing, I consider whether it is 673 554
different from what I usually wear. ’ ’
When I choose clothing, I consider whether it is
. . 822 715
well suited with my appearance.
Expres- When I choose cl‘othlng.‘l cons@er whether it is 741 658
) well suited with my image.
sive When 1 ch othi : g — 2.569 | 10.705 .809
value gn ‘c oose clo 1r}g, consider whether i 17 663
highlights the merits of my appearance.
When I choose clothing, I consider whether it is an
. . 662 656
attractive clothing.
When I choose clothing, I consider whether it could 790 735
change my mood.
. When I choose clothing, I consider whether it 767 670
makes me feel happy.
nal - - — 2.546 10.609 802
value When I choose clothing, I consider whether it gives 678 570
me pleasure.
When I choose clothing, 1 consider whether it
. 638 641
makes me look a confident person.
Condi- . . o
tional When I choose glothlng. I cons@er Whethe'r it is 869 3138 13.075 837 889
value suitable for special events(weddings, meetings).
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Factor Content Factor | Eigen | Variance | Commo- | Cronbach’
acto © loading | value (%) nality a
When I choose clothing, I consider whether it is
suitable for special gatherings(alumni meeting, 824 7157
family gathering)
When I choose clothing, I consider whether it is
. . L. . . 818 735
suitable for special meeting(interviews, client).
When I choose clothing, I consider whether it is 806 691
suitable for special place(church, concert). ’ ’
Variance(%) 68.982
2 Uehgeh 29 5% 1BAE EA4%, 4% 5 W Ukl 3ATYE 2 0E 988 ML
of #Ag 4 T3] 2FEHA FAHH VHAE H Ues It Egk THHFR 395 33
Halgon, dyge 106%%th 29 62 59 g AZe 2SS AAS A3 BZ JA =4
& YAl B, A4 Fol AdE U ¥R 7 Ef A ARS-EE7] Bl 2o R dAekE it
gslol RH A2 gusgon, duge
131%2 Jedth ols 8919 § ARuZe 3. 9TIte &a%
69.02% % Jetsten, 7MY = A¥Es 7k
231¢ A A 2ol B9 67 299 DML S Sn7bIE A A 2
: o 5o o8 Qe v Aol
Cronbach’s a#te 78~89% H|w& =4 vehy
ol]B. XAnl7kxle] 7+ sle olo 1»43151;\
}di]}éoﬂ _‘_?_]:q7]_ %i"%l ] 9}‘:]' ]—v ] ]—X]./] — O]'H il ] b PSR ‘1
H 2o gk Sk nA= YIS #4387 9
9) AFE B4 sto] T3 AR S AAISE A3 (Table 2)9
7} B AT ® Aol EAA O 3
% 0&?—9,] }_XE‘]EH—’F?_ %@—T‘Eﬂ }\363: 9_“%6(‘)]—3,]_ Eljf.'x’:*lr—-_"’]'. ?]'l ] oﬁ]—r-—i ‘TT—’]O]'H] L]'
. . Byt oW (/=33.214, X.001), 67 K<l ¢ A
713N s gl g e HEE sl o o .
comeT Y WEe 27%2 dehgth 8 BEgage 2
Cronbach’s a AFTE 2t&3 A3 8429 836=

(Table 2 Effect of Clothing Consumption Value on Preference of Fashion Rental Service

Nonstandardization o . . _
Independent > Standardization Colinearity statistics
) coefficient - t
variable coefficient G

B SE. Tolerance VIF

Social value 197 .051 .223 3.830%** .635 1.575
Fashion value .298 .064 .268 4.634%** .642 1.557
Epistemic value 124 061 112 2.027* 703 1.423
Expressive value 229 .086 155 2.660** 633 1.580
Emotional value -.081 084 -.058 -971 610 1.638
Conditional value 212 .055 204 3.867%** 774 1.291

R*= 427, F=33.214***

*pC05, *FpX.01, *** K001
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315 7} (F=.223. t=3.830, pX.001), +&A 7HA A AFE 3 2tAd e HaAES g1

(=204, t=3867, pX.001), EHA 7} (L=.155, st=dl FEsfof & Aol AlRE T

t=2660, X.01), IAAA 72 (B=.112, (=2.027,

X05) 82 Fo8 soEd A(+)e] o3 2) 7HA 2 95 Zn7EA7L S A An k9

S mH= o7 Uy o Ed vA= dFS LT A
o)ejs A3 e weh & Aot
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£ Moller & Wittkowski(2010)9] A& Axg AN 2dFe) A 2AaA48 AT
o ma AHREC] o AES HNES W Az fete]l HaFAsd MeE ol gste] T 3dA 9
7 9 Azl WA gdu AgdR= 2 AAA SAEAS AAskin 2443 (Table
EEAY fsts 2EAS MIATHE Lee e AvEd A WA EF(F=33214, p(00D),
(2018) 8] A7Azel QA A} meby A Ay T WA 2R (F=28730, pK00D), AN EY

{Table 3> Moderating Effect of Materialism on the Relationship between Clothing Consumption Value and Preference of
Fashion Rental Service

Tt 1% stage 2" stage 34 stage
ariable
5 ¢ D B t p B t D
Social value(A) 223 3.830%** .000 225 3.875%** .000 202 3.502%** .001
Fashion value(B) 268 4.6347%%* .000 271 46947 .000 254 4. 423%%* .000
Epistemic value(C) 112 2.027* 044 116 2.101* .037 161 2.836™* .005
Expressive value(D) | .155 2.660** .008 163 2.782%* .006 193 3.205%H* .001
Emotional value(E) | -.058 -971 333 | -.058 -975 331 | -.050 -.841 401
Conditional value(F) | .204 3.867%* .000 199 3.780%*** .000 191 3.624%** .000
Materialism (G) -.057 -1.213 226 | -.055 -1.135 257
AxG .005 078 938
Bx G -012 -.193 847
CxG 010 174 862
Dx G 065 1.022 308
Ex G 134 2.089* 038
FxG -012 -.218 827
R? 427 431 460
AR? 427 .003 029
F 33.214%** 28.730%** 17.018%**

*pC05, *FpX.01, *** K001
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(Table 4> Moderating Effect of Self-Monitoring on the Relationship between Clothing Consumption Value and Preference

of Fashion Rental Service
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