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The effects of smart phone usage motive and
fashion brand app factors upon the intention to
accept fashion brand applications
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Dept. of Clothing, Gachon University
Professor, Dept. of Clothing, Gachon University”

Abstract

This study investigated the effects of smart phone usage motives and fashion brand app
factors upon the intention to accept fashion brand applications. Data were collected from
250 female college students living in Seoul and Gyeonggi—do. 220 reliable data were
analyzed by frequency, factor analysis, Cronbach's alpha, ANOVA,, Duncan test, paired
t—test, chi—square analysis, regression. The results were as follows:

Firstly, the ‘information acquisition' and the'use of time' were considered to be the most
important motive factors driving consumer’s smart phone usage. Secondly, the motives
underpinning smart phone user’'s intention to accept a fashion brand application were
'social relationships', 'entertainment’, and 'information acquisition'. Thirdly, the frequently
used factors during the usage of fashion brand application could be classified in order of
frequency as follows: 'product information provision', 'store information provision',
‘coordinated information provision', 'fashion information provision', 'entertainment provision',
'hobbies and life information provision', virtual wearing provision', 'SNS provision', and,
'‘events and coupons provision'.
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Fourthly, a factor analysis of these nine factors were classified into ‘basic information
type’, and ‘additional information type’. The influences of basic information type and the
additional information type upon the intention to accept the fashion brand application
showed the following significant result: The basic information type had a greater influence
upon the intention to accept the fashion brand app.

Key words : smart phone usage motives(ADIEZE 0|2 SJ|), fashion brand app factors
(N =E2H= o LH&), fashion brand app acceptance intention(Ii& Eei=
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<Table 1> The contents provided in fashion brand app

Contents provided in
fashion brand app

Concrete components

Product product price, product number, color and size
Information product images, photo shoot images, fashion show video
Store Find a store near your current location by GPS, open~close time,
Basic Information store phone number, etc
Information| Coordination )
) Information of the product matches the style
Information
Fashion brand-related information (brand introduction,
Information brand history,etc), fashion trend information
Entertainment |promoted brand name in the game
Hobby-Life . . o )
) brand-related hobby information and useful life information
Information
Additional Virtual The function to show synthesizing the images of the products
Information Wearing virtually.
SNS(Social
Networking Brand Information Sharing function by Twitter, Facebook, Etc
Service)

Event-Coupon

specific events and Discount Coupons in Application
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<Table 2 > The factor analysis of smart phone usage motives

Factor 1 : Entertainment

Factor loading

- | use the smart phone to change the mood. 799
- | use the smart phone because it is interesting. 752
- | use the smart phone for leisure. .709
- | use the smart phone to save time. 623
Eigen value 2.557
Variance (%) 17.049
Cumulative variance (%) 17.049
Cronbach's a 792
Factor 2 : Ostentation Factor loading
- | use the smart phone since it enhances my status. .860
- | use the smart phone because | feel obsolete without it. 761
- | use the smart phone because it looks cool to others. .850
Eigen value 2.256
Variance (%) 15.043
Cumulative variance (%) 32.092
Cronbach's a. .810

Factor 3 :Social relationships

Factor loading

- | use the smart phone to make new friends.

- | use the smart phone because it gives me more topics to talk about 743
with others. .796
- | use the smart phone to communicate with others through SNS. .683
(ex. Twitter, Facebook)
Eigen value 1.971
Variance (%) 13.141
Cumulative variance (%) 45.234
Cronbach's a .780
Factor 4 :Information acquisition Factor loading
- | use the smart phone to get useful information. 812
- | use the smart phone to get latest information. .818
| use the smart phone to easily access information anywhere or ‘600
anytime. '
Eigen value 1.936
Variance (%) 12.906
Cumulative variance (%) 58.140
Cronbach's a 769
Factor 5: Use of time Factor loading
- | use the smart phone because it lets me use my spare time efficiently. 757
- | use the smart phone because it lets me kill time when | have nothing .853
to do. )
Eigen value 1.803
Variance (%) 12.019
Cumulative variance (%) 70.159

Cronbach's a

.818




<Table 3> The differences in importance of smart phone usage motives
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<Table 4> The effect of smartphone usage motives on acceptance intention of fashion brand app
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<Table 5> The factor analysis of fashion brand app use intention
Factor Elgen % of Cronbach
Factor ltem . . i
loading value | variances S a
There is intention to use fashion brand
. ) . .860
app providing product information.
There is intention to use fashion brand
. . . . .751
Basic ~ |app providing store information.
information — - - 2.674 29.707 811
type There is intention to use fashion brand
. o . .745
app providing coordi information.
There is intention to use fashion brand
. L . 627
app providing fashion information.
There is intention to use fashion brand
. . .841
app providing entertainment.
There is intention to use fashion brand
. . ) .808
app providing hobbiestlife information.
Additional [P ; ;
information || 16"® 1S intention to use fashion brandl g5 | 5609 | 29016 | 780
type app providing cirtual wearing.
There is intention to use fashion brand 691
app providing SNS. ’
There is intention to use fashion brand 454
app providing event-coupons. ’
<Table 6> The effect of fashion brand app type on fashion brand app acceptance intention
Dependent variable Independent variables B t R” F
Basic
Fashion Fashion information .506 8.301**x
Brand App Brand type 490 104.732*
Acceptance App Additional ' *k
intention type information .266 4.358%*x
type
*p<.05 , »*p<.01 , **xxp< 001
Ch2 <E 6>t 20 R8s & IHE BsE & 0] HIAFS0! JHE M OHECIAHOIEE 0|=26t DA &
E0|8f0| IHE EBeie Y +Z°|T 0 O0IXle ZEH W 2880t U SFEAHA =0 2ItEQ 3
tist 852 49.0%= LIEtGCH, JAHRER £ £ 0l8ot2Mtote g0l Alie RE & = UL
OIS CHP<.001). IHE S4HE MW QS = J|2H
FHE(7506, p=001), TS EHEE266 b= 5. T SES o AT LS80l e Hais
.01)8 27 =8 2F IiE 2SaHE ¥ Z9& Sl o=
0019 2Kl =8 2% I . o Ago|C( DIXIE HE
o H(+)o g&2 0Ixle 2422 LIENCH 0l &
JIE2EERY0| A B O 200 O I&¢ OS2 3 O 2HECZ IHE EHE o) 2+2¢
2 3A 0IXle 222 LESCH 0lgfst 2t & O 9JHAl LHE0| THAE BHE ¢ ~Z |0 L0kLt
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.074
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SE Of

Product
Information
Store
Information
Coordination
Information
Fashion
Information
Entertainment
Hobby-Life
Information
Virtual
Wearing
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Service)
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DOUOIEEE
Independent variables

H=,
Factors
provided
in fashion
brand app

=
-

Dependent variable
Fashion
Brand App
Acceptance
intention

<Table 7> The effect of factors provided in fashion brand app on fashion brand app acceptance intention
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