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Impact of Consumer Innovativeness on Fashion Consumption
Propensity and Clothing Satisfaction
- Focusing on Female Smart Phone Users in 20’s and 30’s -

Eunsuk Je
Dept. of Clothing & Textiles, Sookmyung Women's University; Seoul, Korea

Abstract : This study explored an impact of consumer innovativeness on fashion consumption propensity and clothing
satisfaction, focusing on female consumers in 20‘s and 30’s. Specifically, the smart phone users had been the subjects of
study because they accept new things earlier than others. The collection of data was carried out for one month in Sep-
tember 2011, and a total of 390 copies were used for final analysis. A statistical package SPSS 16.0 was used for analysis
of data. First, the impact of innovativeness on fashion consumption propensity was explored. It was found that the inno-
vativeness has impact on ostentation-seeking propensity and personality-seeking propensity. The impact of innovativeness on
the clothing satisfaction was explored. It was found that the innovativeness has negative impacts on tangible value satisfaction
and intangible value satisfaction. Second, it was found that if an innovative consumer has less ostentation-seeking propensity
and less personality-seeking propensity, the innovative consumer gets more satisfaction from tangible value of clothes. On the
other hand, if an innovative consumer has less ostentation-seeking propensity, the innovative consumer gets more satisfaction
from intangible value of clothes. Third, the differences in consumer innovativeness, fashion consumption propensity and sat-
isfaction dependent on the age of consumers were explored. In innovativeness and fashion consumption propensity, fashion-
seeking propensity and personality-seeking propensity had significant differences between different age groups. In satisfaction,
tangible value satisfaction had significant difference between different age groups. However, there was no significant dif-
ferences between different age groups in ostentation-seeking propensity, economy-seeking propensity and intangible value sat-
isfaction.
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Table 1. Reliability of innovativeness

Factor Item

Cronbach's o

I tend to buy the latest products (smartphone) as soon as the people around you than the quickly

I find a new place(restaurants, shops) to attend

Innovativeness I used new product or brand when I discovered

I want to live a change life than a stable life

I tend to accept new challenges

.834
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Table 2. Factor analysis of fashion consumption propensity
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Factor 1:Ostentation-seeking propensity
- Design is important but more important also is known 786
-1 want to buy famous brand as possible 733
-1 have confidence when I wore clothing by famous brand. 17 5.652 (i;::g) 846
-1 think famous foreign brands better than national brands .665
-1 feel upward mobile lifestyle that buy particular product .643
-1 tend to buy fashion product that show someone 626
Factor 2:Economic-seeking propensity
-1 think fashion product it will fit my real life when buy 902
- It is important to wear fashion products if I can be useful fashion than the purchase price .893 2971 (;23?3) 898
-1 think quality is important when buying fashion products 879
-1 tend to purchase to fashion product while discount period 766
Factor 3:Fashionable sympathy-seeking propensity
-1 want to have fashion product of celebrities wearing .806
-1 wear clothes from famous celebrities, 1 feel the same 135 16.528
-1 had purchased fashion product that wear the celebrities .699 2327 (50.938) 823
-1 want to buy fashion product with someone else bought .680
-1 seem to be alienate if I won't wear clothing of wear others. .659
Factor 4:Personality-seeking propensity
-1 will choose fashion product it is a unique design, color and style .820
-1 tend to buy products of unique fashion 810 1.256 (éi;gg) 791
-1 prefer to unique fashion product that unlike a lot of people dressed in fashion style 752
-1 am important for individuality when I buy fashion products. 723
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Table 3. Factor analysis of clothing Satisfaction

583

Item Factor loading Eigenvalue % of variance Cronbach's o
Factor 1:Tangible value satisfaction
- Design .869
. 45.391
* Quali .841
Quality 3.482 45391 866
- Color 835
- Fabric 766
Factor 1:Intangible value satisfaction
- Brand trust .789
1.344 23.554 637
* Honor 787 (68.945)
- Wearable .599
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Table 4. Impact of innovativeness on fashion consumption propensity and clothing satisfaction

Dependent variable B t R F

Ostentation-seeking propensity .098 2.062* .104 4251%*

Fas‘“‘“{ Economic-seeking propensity -.064 -1.153 058 1.330
Consumption . . .

Propensity Fashionable sympathy-seeking propensity 016 328 017 .108

Personality-seeking propensity .094 2.348%* 118 5.512%

Clothing Tangible value satisfaction -.147 -2.097* .106 4.398*

Satisfaction Intangible value satisfaction -167 2.762%* 139 7.628%*

*p <.05, *¥p<.01
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Table S. Impact of fashion consumption propensity to clothing satisfaction

Dependent variable Independent variable B t R? F
Ostentation-seeking propensity -.201 -3.171%*
i Economic-seeking propensi -.095 -1.875
Tangllble \./alue g propensity 267 7 400%#*
satisfaction Fashionable sympathy-seeking propensity -018 -291
Personality-seeking propensity -125 -2.494*
Ostentation-seeking propensity -.147 -2.269*
I ibl 1 Economic-seeking propensi -.077 -1.498
ntanglb e value ‘ 2 p . pensity . 180 3238+
satisfaction Fashionable sympathy-seeking propensity .006 .100
Personality-seeking propensity 016 311

5 < 05, *p <01, **¥p< 001
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@93011 w2 AR g, AN o TSR
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A A 7F el Zolrt Sl Aos Yelstoy B A
T} BAFTAAY, FE/RARSAE A 7 el 2o
& HolX| gkgitt
FATZF TS FR7ERREAAM = 200071 300 Hok
frejHeRm o 2o vetth 200 o482 falel FXA
2| gkom Aile] MEsE EdE viZsitis A8 Hold
= EAo] goem(Park & Kim, 2011), £3] Aol dojHE=
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Table 6. Age-related innovation, fashion and clothing satisfaction differences in consumption patterns

20's 30's
t
M SD M SD

Consumer innovativeness 2.417 779 2.870 .804 -5.347F%*

Ostentation-seeking propensity 2.966 758 2.851 773 1.389

Fashion Economic-seeking propensity 3.529 870 3.362 908 1.751
consumption ) ) ) o

propensity Fashionable sympathy-seeking propensity 2.675 765 2.388 .835 3.386
personality-seeking propensity 3.821 .647 3.973 631 -2.201%*
Clothing Tangible value satisfaction 2.791 1.079 2473 1.198 2.642%*

satisfaction Intangible value satisfaction 3.708 872 3.597 1.163 1.052

p<.05, #*p< 01, ***p< 001
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