The Research Journal of the Costume Culture
Vol. 20, No. 5 pp.753~765, October 2012

http://dx.doi.org/10.7741/rjcc.2012.20.5.753

Fashion savvy I: Scale validation and the relationship with
consumer propensity to observe

Hye-Jung Park* and Kyung Sook Jeon'
Dept. of Liberal Arts, Korea Polytechnic University, Korea*
Division of Apparel & Fashion Business, Hansung University, Korea

Fashion Savvy |: BT EfZM I} AH|X} ZHEMASHILO| 2N
TRy
RN HL LI, B YL S B ANAL T
(012. 9. 4. A2=<1:2012. 10. 5. LR 12012, 10, 12. AHAHL)
Abstract

This study tested the validity of the six-factor model of fashion savvy which was modified from the consumer

savvy scale developed by Macdonald and Uncles(2007) and explored the relationship between fashion savvy and

consumer propensity to observe. Regarding the relationship, it was hypothesized that consumer propensity to

observe antecedes fashion savvy. Data were gathered by surveying university students in Seoul metropolitan area,

using convenience sampling, and 311 questionnaires were used in the statistical analysis. In analyzing data, factor

analysis and regression were conducted. The findings show the validity of the six factors of fashion savvy, which

are fashion sophistication, interpersonal network competency, online network competency, marketing literacy,

consumer self-efficacy, and consumer expectations. Tests of the hypothesized relationship show that two factors of

consumer propensity to observe influence fashion savvy. More specifically, the

‘observing shoppers’ factor

positively influences all six factors of fashion savvy, whereas the ‘following what others buy’ factor negatively

influences four factors of fashion savvy, fashion sophistication, interpersonal network competency, marketing

literacy, and consumer self-efficacy. The implications of these findings and suggestions for future study are also

discussed.
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II. Theoretical Background
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II. Method

1. Scale validation and hypothesized relationship
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2. Data collection
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<Fig. 1> Hypothesized relationship
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AMEoETE whEkA 71eA A% AFYY FE3oA drst Consumer Savvy9] 197 £ 4 0}01

7)%(technology) o] 2t gof Al 2 AFofA L3ttt A B wHL9

o X

YEY, ol LS W ATEAH WeE ZRT HEAS A4,
}

1

O

o) H(fashion) ol ez oi AHEaReTh Bel W] Y97 289, Lekel YEAA B, U}ﬂl%/%
EYEH 2 HEAH S AFFHE AT & A 38, LHA A7 ST 32, LHA Y
H 2} 7] 43 2ekel YEYHAE 53 R e FAEo glon, (Table DI Zrt &
{Table 1> Fashion savvy items
Factor Item
Fashion (S 1) Other people come to me for advice on new fashion.
sophistication (S 2) In general, I am first among my circle of friends to purchase new fashion when it appears.
P (S 3) I can usually figure out new fashion products without help from others.
Network (I 1) T always know someone to call if I want to find out the best fashion products.
competency- | (I 2) I have a useful network of contacts who can give me up-to-date fashion product information on
interpersonal the latest innovations.
(N 1) I often check-out chatrooms and bulletin boards to find out about the latest fashion products that
are coming.
(N 2) I’ll often see if there is an online community that can help me when I’'m looking for a fashion
Network product recommendation.
competency- | (N 3) I'll often seek the opinions of other customers by posting a query about a fashion product on an
online online bulletin board or chatroom.
(N 4) I enjoy sharing points of view with online acquaintances via bulletin boards and chatrooms.
(N 5) My best contacts for new fashion product information often include people online that I’ve never
met fact-to-face.
Marketin (L 1) When viewing advertising, I can identify the techniques being used to persuade me to buy.
litera. g (L 2) I am familiar with marketing jargon.
eracy (L 3) I'm really good at cutting through to the truth behind the over-claiming in advertisements.
Consumer (E 1) I am confident at complaining to a firm when they don’t give me what I expect.
selfefficac (E 2) I am confident at telling organizations what I expect from them.
4 (E 3) I am confident at working with large companies to get exactly what I want from them.
(X 1) I expect companies to make use of my personal information to give me better service.
Consumer (X 2) I like a firm I have bought something from to keep me informed of further offers.
expectations | (X 3) For the products and services that interest me I like to be kept informed anywhere, anytime,

including by SMS and email.
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Simpson et al.(2008)0] A A3t 157]
235 0] 4519t} Fashion SavvyQl 4|z} B2
4¥ £ Wes Likengol 54 HEE olgalo]
A g ()M AT 2 )=
2Awqicth Wb d47F =842 Fashion Savvy
o BRATFOl £ AL ofugh
Fashion Savvy®} 2ol tefA= 29024
=AM, & A9 YAbA] 52{0] Macdonald
and Uncles(2007)7} 67§¢] £910 2 7§4k3l Consumer
SavvyE 42743t Fashion Savvy 2= 9] EfgAof o
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4] (Confirmatory Factor Analysis: CFA)S AA| 314
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(Structural Equation Modeling)% o] &3 =1d|, 9]
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A5E Y3l Chi-square statistics, Root mean square
residual(RMR), Goodness-of-fit index(GFI), Adjusted
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IV. Results

1. Fashion savvy
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71t 9] 33%7} Fashion Savvyel| 9df AdES &
=tk o] 59 £ 3] X (standardized regression
weights)E H| 23] B s 4oFo] 9724 AHg
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Fashion

Savvy

Fashion Savvy I: A% A al vz} #2hA gkato] e A B

Fashion

Sophistication

Interpersonal
Network

Competency

Online
Network

Commetency

Marketing

Literacy

Consumer

Expectation

*EP< 001

<Fig. 2> Confirmatory factor analysis model for the six-factor fashion savvy scale

{Table 2> Fit statistics for fashion savvy

2

Measures X p RMR GFI AGFI TLI CFI

N=311 248.049 .000 .051 926 .899 911 927
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2. Consumer propensity to observe

A8 zpo] AL Simpson et al.(2008)0] 2

AA= 141
4o FE glo] F 157) 2Fe AR &
B2 2 e dAstelnh AA 2 3719 8.4l
of FEH UL, AT} A= =LA A= (Table

L

a= Z+7F 73, .65, 698 UERNTH A WA Q9

3 Ao|BE ALY B R FRsech A WA
2018 ol e Au4E BEFE A o
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{Table 3> Exploratory factor analysis of consumer propensity to observe

. Factor
Variable loading
. In general, if other consumers purchase a brand, it must be good. .79
Following
what I’'m more likely to buy a new brand I have never tried if I see someone else buying it. 77
others | Pm more likely to buy a brand I have never tried if T see someone else buying it. .70
b
4 1 am usually happy with brands that I buy that 1 have seen others buy. .64
% of variance explained=25.02, Eigenvalue=3.03, Cronbach’s «=.73
I often judge the quality of a restaurant I’ve never been to by the number of cars there. .78
. When I am on a road trip in unfamiliar surroundings, I often choose to eat at a restaurant where
Observing . .76
. many semi-trucks are parked.
diners
When I am in a restaurant, I like to see what people at other tables are eating before I place 7
an order. ’
% of variance explained=20.00, Eigenvalue=1.40, Cronbach’s a=.65
Observing | 1 enjoy watching other shoppers in a store. .89
shoppers | Watching what other shoppers buy often helps me to decide which brand to buy. .80
% of variance explained=17.29, Eigenvalue=1.18, Cronbach’s @=.69
{Table 4> Fit statistics for propensity to observe
Measures %2 P RMR GFI AGFI TLI CFI
N=311 44.89 .004 .05 97 .94 .94 .96
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Ep< 01, *Ep< 001

<Fig. 3> Structural parameter estimates for hypothesized structural equation model

{Table 5> Fit statistics for model in Fig. 3

Measures

X

2

p

GFI

AGFI

TLI

CFI

N=311

528.36

.000

.06

.90

.87

.89

91
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