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innovation attributes have been conducted for

I. Introduction technological innovations and only at purchase

decision point. Such research may not be

Innovativeness researchers agree that an  generalized 1o symholic innovations and to post—
individual's perceptions of innovation attributes  adoption process.

rather than personal characteristic variables are Product innovations may arise from symbolism

better predictors of an adoption!~# The effects of as well as from technology” For products with

perceived innovation attributes on adoption have  high social or symbolic characteristics but low

been studied for over two decades. However, most technological characteristics(ie., apparel, hair styles

conceptualization and empirical research of or jewelry), an innovation is created by a change
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of social meaning rather than a change of phywical
aspects® That is, “its(innovation's) physical form
remains predominantly unchanged but the
meaning assigned to that form is novel.. It may
have been physically present in sodety for an
extensive pericd of time, yet be considered an
innovation at a specific time, generating a
secondary diffusion™® For example, new fashion
trends are often revived from the physcal forms
existed at a certain time in the past. In that sense,
intangible attributes of new social meaning rather
than functional attributes would be more
important in the adoption decision of fashion
mnovations.

While past innovativeness research has fooused
on the initial purchase of new products and
ignored the post—adoption usage process, recent
researchs~# segments the concept of innovativeness
into the two aspscts: purchase(adoption of a new
product); and use. Use Innovative behavior is
usage behavior of a previously adopted product{or
even a new product) in an innovative fashion®~#
Use innovative consumers are creative m nature,
and they often experiment new and various end
usges of a product and sometimes invent new uses
of an adopted product® Particularly, in dothing
fashion examples are frequently observed(ie., tomn
jeans, unique mix and match of clothing items).
While innovative consumers tend to be heavy
buyers,? use innovative consumers are highly
committed to products® Faced with an adeption
decision of new fashion product, they are engaged
in the evaluations of innovation attributes, and
they may decide not to purchase but to develop a
way to adapt existing clothing products.®
Therefore, it is assumed that innovation attributes
in fashion are more sericusly evaluated by use
innovative consumers than by purchase innovative
consurmers,

The objective of this study is to apply
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innovation attributes to a symbolic innovation—
clothing fashion and examine the effects of
perceived innovation attributes on the two
differentiated fashion innovative behaviors of
purchase and use. Specifically, the study: 1)
identifies the perceived innovation attributes for
clothing fashion: and 2) compares the effects of
those identified attributes on the two fashion
innovative behaviors—purchase and use,

1. Research Background
1. Perceived Innovation Attributes

Rogers™® identifies five innovation attributes that
influence the rate of an innovation adoption. Those
attributes evaluated for new products include: 1)
relative advantage as the degree to which an
innovation is perceived as superior to ideas it
supersedes: 2) compatibility as the degree to
which an innovation is perceived as consistent
with the existing values, past experiences, and
needs of potential adopters: 3) complexity as the
degree to which an innovation, is perceived as
relatively difficult to understand and use: 4)
triability as the degree to which an innovation
may be experienced with on a limited basis: and
5) observability as the degree to which the results
of an innovation are visible to others!™ Ostlund"
suggests the sixth attribute, perceived risk, which
is the degree to which risks are perceived as
associated with the innovation. In general,
innovations perceived by consumers as having the
greater relative advantage, compatibility, triability,
and observability and less complexity and
perceived risk will be adopted more rapidly.t 1 W

Which attributes are more important to an
adoption decision depends on product categories
and consumer characteristics. For technological
innovations, complexity and compatibility ranked -
highest in discriminating adopters and non—

— 394 -—




Vol. 24. No. 3(2000)

adopters.? Holak and Lehmann" found that
compatibility, relative advantage and perceived risk
directly influenced the adoption of consumer
durables. Holak® revealed that compatibiity and
relative advantage were positively related to
purchase intentions but compatibility had the
dominating impact on purchase intentions across
product groups within the technological product
category. Therefore, past research proves the
effects of compatibility, relative advantage,
complexity, and perceived risk on the adoption of
technological products.

Among the six innovation attributes, some are
relatively less considered for the evaluation of new
fashion items. For example, complexity would be
less evaluated as clothing fashion does nct contain
technological features that are difficult to
understand and use. Because of nature of visibility
in clothing fashion, observability would nct be a
major attribute to emphasize unless research is
interested in comparing the effects of attributes on
underwear items with those on outerwears.
Therefore, for clothing fashion compatibility,
relative advantage, and perceived risk appear to
be major innovation attributes evaluated for the
adoption decision of new fashion,

2. Symbolic Innovations

Symbolic innovations result from the reassignment
of socal meaning to an existing product> Physical
forms of an innovation are not unfamiliar as they
existed in the past. What more affects an
individual's adoption decision for symbolic
innovations is social meaning that is newly
attached to the physical form. Rogers® contends
that both of social and economic aspects need to
be oonsidered as innovation attributes, He argues
that sccial acceptance or recognition is important
for an individual to decide an adoption!™ Hence,
for an adoption decision of clothing fashion, which
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is highly visible in its nature, intangible attribuies
of sccio—psychological aspects should be more
emphasized than should technclogical funciions,
Because a symbolic innovation(new style) is not
radically different from existing products(old
styles) and most tmes an innovation depends on a
consumer's novel perception, it s easer for the
consurmer {0 adopt and even create an nngvationd
Consumers may adopt symbolic atiributes(new
innovation idea or new sccial meaning) by
adapting old producis without buying a new one,

3. Fashion Innovative Behavior:
Purchase Vemsus Use

Consumer innovative behavior can be specified
into purchase and use. Separated from purchase
which is an adoption of a new product, use
innovative hehavior is considered for a mew aspect
of consumer innovative behavior. Price and
Ridgway” contends the relationship of these two
as following: “A consumer may purchase a
preduct or instead choose not to purchase—
stretching a currently owned product to additional
uses..... this decision to buy or not to buy
represents nearly dichotemceus manifestations of
high stimulation needs.”

While purchase innovative behavier focuses on
the time perspective in terms of whether and
when the consumer adopts the product, “the basic
idea underlying use innovativeness is that the
consumer acts in an innovative fashion when s/he
uses a previously adopted product to solve a
novel consumption problem."® That is, use
innovative behavior is an innovative behavior
relative to the preduct usage process rather than
to the product purchase prooess.

In clothing fashion, experimental consumers
may develop a new way of wearing clothes by
mixing and matching different clothing items or
altering them. Such consumers exhibit use
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inovativeness and are more committed to clothes
they already own. Such tendency of use
innovativeness is explained by an individual's
creativity and problem—solving capabilities® That
is, when use innovators face an adoption decision
of a new product, they are competent in
examining alternatives as they are used to
considering various attributes of clothing items.
Hence, use innovative consumers do not always
buy new products, instead they may develop a
way to adapt existing products® On the other
hand, purchase innovative consumers tend to
spend more and become heavy buyers™ Therefore,
even though these two innovative consumers are
interested in the same product category, innovation
attributes are expected ‘o be more seriously
considered, as a process of alternative evaluation,
by use innovative consumers than by purchase
innovative consumers, Hirschman, however,
contends that creative consumers may exhibit
both innovative behaviors on more occasions®

. Method

This study focused on the impacts of perceived
innovation attributes on the two innovative
behaviors of purchase and use in clothing fashion
products. To identify the influencing innovation
attributes and compare the differences in their
impacts on the two types of fashion movative
behavior, clothing interest and spending level were
added to influencing variables,

Survey by a self —administrated questionnaire
was used for data collection. The questionnaire
was developed through a pretest to 66 students
enrolled in a marketing class. Data from the
pretest was analyzed for Cronbach's alpha, factor
analysis and basic correlations and revised based
on the results. The revised questionnaire was
completed by 6 graduate students who also
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participated in a focus group interview, The final
questionnaire was completed based on all the
previous steps of pretest,

For measurement of perceived innovation
attributes, 68 features of consumer durable
praducts by Holak and Lehmann?' negative
comments from rejecters of the midi—skirt by
Reynolds and Darden, and “types of information
entering into the decision process” by Sproles™
were reviewed. Based on those sources of past
research, the attribute inventory of clothing
consisting of 20 items was developed. Each
attribute was described briefly as suggested by
Armstrong and Overton and Holak and
Lehmann? and the format of the question was
borrowed from Venkatramann!'® The respondent
was asked to indicate how important each
attribute was in purchasing a new clothing
product and using clothing products on a 5—point
scale, The inventory was factor analvzed during
the pretest, and the revised final inventory
consisted of 16 items.

Of the fashion innovative behavior, the purchase
innovative ‘behavior scale was developed based on
the cross—sectional method by asking respondents
to list up all the new clothing items they had
purchased in the last two months and to evaluate
the level of nnovativeness of each item on a 5—
point scale, Such a measurement that made the
respondent define an mnovation was appropriate
as an innovation depended on the consumer's
perception® That is, “the innovation need not to
be new in an absolute sense. What is important is
an individual's perception of an object as new.." =
The use innovative behavior scale was developed
based on the guidelines provided by Hirschman®
and the specific usage behavior and use pattern
questions by Price and Ridgway® The scale asked
the respondents the extent to which they had.
used their owned clothes in a new way and in a
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variety of ways in the last two seasons, After the
pretest the final scale included 7 items on a 7
point scale, and the alpha coefficient was .86,
Schrank's clothing interest scale’® was adapted for
the clothing interest with the alpha score of 87.
Spending amount for clothing was measured in
one question asking respondents how much they
spent for clothing in a year,

College students of a major university in a
scutheastern state in the USA were subjacts, The
questionnaires were distributed to volunteering
students in several courses and collected during
the regular class meetings. Total 563 responsss
were collected, Except uncompleted and unusable
responses, 515 responses were used for data
analysis, Approximately 61 percent(n=312) of the
respondents were females and 39 percent(n=203)
were males. Most respondents were white(90.5%).
Major, school year and family income were
relatively evenly distributed across the given
categories.

i

IV. Results
1. Identification of Perceived Innovation
Attributes

Principal component factor analvsis with
varimax rotation was used to categorize the
perceived innovation attributes, As seen at Table
1, four factors were extracted. Factor 1
represented the perceived extent to which the
innovation item was consistent with existing
clothing life stvles and was named Compatbility.
Factor 2 and 3 described functional and social
aspects of relative zdvantage, and were named
Functional Relative Advantage and Social
Relative Advantage, respectively. Factor 4
described perceived risk. Except factor 2, all the
attributes reflected intangible aspects.

2. Efferts of Perozived Innovation Attributes
on Fashion Innovative Rehavior

Multiple regression was used to examine the

Table 1. Factor Analysis: Perceived Innovation Atiributes

Factor Item Eﬁﬁ; el A | Alpha
Fitting with my image 73 {
Matching other styles 73 }
Compatibility | Fitting with physical appearance 72 486 304 ; a7
Appropriate for accasion 70
Not getting bored with 55 ;
Sale item 73
Functional Easc of care 69 ;
relative Price 67 231 14.4 : NES
advantage Versatility 67 '
Comfort 62 '
Pretty/good looking 79 :
Social relative | Quality 70 i
advantage Fashion 66 127 w9 : 6
Looking attractive 52
Perceived risk Acmp table to others & 112 7.0 : 80
Sccially acceptable 80 !
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effects of four perceived innovation attributes on
the two fashion innovative behaviors of purchase
and use. Clothing interest and spending amount
were added to this step for better understanding
of the relationships. As seen at Table 2, spending
amount and clothing interest significantly
influenced purchase innovative behavior, bt none
of perceived innovation attributes did, Spending
amount was the best predictor of purchase
innovative behavior(Beta=.35). Clothing interest,
compatibility, perceived nisk, and functional relative
advantage had significant effects on use innovative
behavior while spending amount and social relative
advantage did not. Perceived nisk had a negative
effect on use innovative behavior. Clothing
interest was the best predictor for use innovative
behavior(Beta=.32).

It is interesting to find that purchase innovative
behavior is not affected by perceived innovation
attributes. Such result contradicts the past
research conducted for technological products?~*
Clothing is a relatively lower involvement preduct
comparing to consumer durables. Therefore,
when an individual has financial resources to
activate the interest on clothing, s/he doesnot have
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to be seriously engaged in the evaluation of each
mnovation attribute, Impacts of spending amount
on purchase innovative behavior supports such
interpretation, That is, purchase innovators as
heavy buyers can afford new products on more
cocasions and are not necessarily concerned with
innovation attributes,

Use innovative behavior is influenced by
perceived innovation attributes, particularly by
compatibility, perceived risk and functional relative
advantage. Such result supports the Hirschman's
conceptualization® in that use innovative
consumers are more engaged in the evaluation of
a new preduct. Based on their evaluation, they
may decide not to buy an innovation. Hence, the
extent of spending does not necessarily explain use
innovative behavior. The result also supports the
past research?~% of technological adoptions in
which compatibility and relative advantage are the
most important attributes, Whether a new clothing
item is perceived to be consistent with current
clothing life styles is the most important attribute
for use innovative consumers, A negative influence
of perceived risk indicates that consumers who
exhibit high use innovative behavior are less

Table 2, Regression for Fashion Innovative Behavior

Variable B Beta |T-—value F R:
Compatibility et — 00 —02
Functional relative advantage .16 03 4
Purchase | Social relative advantage 51 08 152 27207 24
Perceived risk —.30 — 04 — 838
Clothing interest 67 21 C 405
Spending amount 462 35 7117
Compatibility 44 23 427
Functional relative advantage 17 09 1.90°
Use Social relative advantage —.18 -.07 —136 19.007 18
Perceived risk ~45 —.4 —3257
Clothing interest 43 32 6.28™
Spending amount 15 03 60

p<.05 “p<.0l Tp<001 Tp<.0001
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concerned with whether the clothing is sodally
acceptable style. In other words, use innovative
consumers may be more confident of their
clothing behavior and more independent in
clothing selection. As much as they are practical,
functional relative advantage explains use
innovative behavior better than does sodial relative
advantage,

Clothing interest significantly influences both of
purchase and use innovative behaviors. Such
finding supports past innovativeness research in
that consumer innovators are interested in the
specific product category in which they tend to be
innovators®

V. Conclusion

innovation attributes of
compatibility, perceived risk, symbolic relative
advantage, and functional relative advantage were
extracted for fashion innovative behavior, The
results revealed that among those attribuies
ocompatibility, perceived risk, and functional relative
advantage affected use innovative behavior. None
of these attributes influenced purchase innovative
behavior. Instead, purchase innovative behavior
was explained by spending amount on clothing,

The findings indicate that faced with an
adoption decision—making, use innovators evaluate
innovation attributes more seriously, Whether the
innovation is compatible with existing clothing life
style is the most important attribute these
consumers are looking for. A negative relationship
with perceived risk indicates that they are
confident of their own ways of wearing clothes,
Also, use innovators appear to be rational buyers
who go through a more extensive evaluation stage
while purchase innovators tend to be heavy
buyers.

Four perceived

Use innovative behavior, which requires
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continued commitment to the product, is a result
of consumer satisfaction and in turn influences
consumer's future decision—making such as
repurchase, word—of —mouth, and attitude toward
brands or siores. Therefore, understanding use
mnovative behavior along with purchase innovative
behavior will help apparel retailers deveiop a
long—term relationship with their customers.
Promational strategies emphasizing consistency and
economical and functional benefits of a new
fashion product may lead to positive product
evaluations of use innovative consumers.

A mzjpor limitaton of this research is in the
sampling. College students can not represent
general consumer population. Despite the limitation,
this study provides valuable information in
understanding fashion innovative behavior by
examining the importance of perceived innovation
attributes to such symbolic innovation. Further,
the study that extends fashion innovative
behavior beyond the purchase point intrcduces a
new interesting oonstruct of consumer behavior to
investigate. For a sound conclusion of the
difference between the two fashion innovative
behaviors in the impacts of perceived innovation
attributes, more theoretical investigations for the
concept of use innovativeness and examples in the
real world need to be developed. Also, the
perceived innovation attributes scale for clothing
products need to be refined and tested in the
future study.
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