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Abstract

The purpose of this study is to identify the antecedents of fashion consciousness. As antecedents, psychological
variables and consumption-related variables were considered. Materialism and change seeking were included as
psychological variables, and face conscious consumption, status consumption, and shopping enjoyment were
included as consumption-related variables. It was hypothesized that materialism and change seeking not only
influence fashion consciousness directly but also indirectly through face conscious consumption, status consumption,
and shopping enjoyment. Data were gathered by surveying university students in Seoul, using convenience
sampling. Three hundred five questionnaires were used in the statistical analysis. SPSS was used for exploratory
factor analysis, and AMOS was used for confirmatory factor analysis and path analysis. The results showed that
all the fit statistics for the variable measures were quite acceptable. In addition, the overall fits of the model suggest
that the model fits the data well. The hypothesized relationship test proved that materialism directly influence
fashion consciousness and that materialism and change seeking influence fashion consciousness indirectly through
face conscious consumption and shopping enjoyment. Regarding their relative importance on fashion consciousness,
shopping enjoyment was the most influential factor followed by materialism and face conscious consumption, in
that order. In developing and implementing marketing strategies for fashion conscious consumers, marketers should

focus on satisfying shopping enjoyment, materialism and face conscious consumption.

Keywords: fashion consicousness(3&2]4)), materialism(E-272)), change seeking(H3}5%19, face conscious-
ness(F|#2/2)), status consumption(X]-Y<:H)), shopping enjoyment(+% Z71+2)
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O’Cass et al.(2013), Eastman et al.(2013)°] 9]} Z]
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Il. Background

1. Fashion consciousness
Gutman and Mills(1982)&= 34 o] A€
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2. Psychological variables

1) Materialism
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2) Change seeking
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3. Consumption-related variables

1) Face conscious consumption

A eRlof A Hol= W& 27]9f 94 23
olgt= ofmloflA HE& thstr]o] WHT =eu &
& Wal=t|(Park, 2013b), FH=relo] AR
A HIHSHA B 4 It(Choi & Yu, 1992). §H=<2l
o] AHof gt Akﬁl“ﬂ@}@ 4= AAIRE Choi
and Yu(1992)= APAFELS Ef HHS Xl%ﬂ
B5S el A2 2 AsiRs pe @
E|o, 2] 79) 29ROl AN AT EH
Apale] A1 918 =Y HolA kil shih. 1
T58 AUBASZlA AFRIA 914
E3A7lE A ARTIsAeR 2ARE 2
SEHNETE 7P A dEhd 22 AkeE L
2 ek A9 Aol 2 4 e A sk
ZUollek whehA] Aldoll= A7| A A
o4 v} Zsteka slck

A o)Al diste] Bao et al(2003)2 ‘Ar2]#
2ol oA Fast Belsd dstoiA A
Se = st AdE fA1, FPA7IAA

Sorgky A ol5kgict E3F Zhang and Cao

M

£ K

o o

%] 111

(20100 Awelae Alsld yhdold AASS
IR wolA 87 gato] AAle] AHe B
gatelis 2 olet Holstolet. Yau(1988) %
S anlAe] B514 1A U, v KA
& AN, B8 71 FolA Awelae
ofxlote] olg] rloA WELG] Fas A%
sheleh 7 olg old Wekrol AL
A5 AW §A57] 91 ok
o] 7)eshs o] g} e Rt

to fu to o
o > N
>
U o
il
rlo

o
T
=
i

Aol dgom Auo el Fa
gglou, A AsEolth A
- @ o7

iz o

4>

P,

=2
e

&

)
4
2
T »
o &
e g
- n}i
U o
2 o
lo
s=r
g
N
u=)
e

i
o 1o

ol 2 of oX :(ﬂ.l

o &
-3

x>

O o R oo
=2 1o

B
3
ach
)
rE
N
o
:Ld
e
>.
E,
o
off
é

)

F

L= D < S
ox
£
N
A

32,
g

ark and K1m(2007)0ﬂ _4
% oA Fmejalgo] =8
oGO A 7Y FtA] 4] Ao
Kim(2011)9] Ao A AHAAdL 4
3 FF-H(enjoyment shopping), 912_?174] 2|8k
Blezx 5 A adEe] Ak

4 & %
i—“/

It
2o MR 2

_,ﬂ,!O—|—'
N
& 3 4o
fu ot B &

el

o ofy

E
5
.ﬂ
w2
E-

2011)2 Ao
38 n|zt=
A1 713, A3l
Azeo o & %?%% k!
fHeg FersE FHAVAE H
2 yeEstth Park(2013b)o]l ofshd ARz o]
TA|aH], FF, 94 RN, HiE A
el AEEE, EARAFY aHFFo] ¥
U5t Chung and Kim(2009)2] oAl ARl
ol Be4E A WE BAE NBEI} B
o Ea Aol By 9E Arwe} EMA
W] Aol 44 AFe Wtk ol o

28 RIS Tl ARIAE 29 B9
2 goz mar

Bao et al.(2003)-2 Sproles and Kendall(1986)¢]
AN 8747 AR AR e ERavR
of ojad Avtelz Aol Fade A4
stch g AvlAhe] olka Aol wo)
of Jape ZashuA Awol elgk oA Avt

o ox [0 & of f

(

- 983 -



112 HElA Hapeh svdy Wprt s oAl niAe dF EAEe AT

A5l 278k 7HdE AHstal A+ 2,
A o)A} An|7h 2] LH|EH FF Fof
Aojafoll o4l F4 e viAe AR Y
ERsteh 3 259 Aol A= A4 A=
H= FAef a71A-5d A7 o] B4 9
FE, 7H FAIE 7HE div] ZPRAE A Fel #
A e vAH U 2EAE ez A
4 an7h s defdel vAe e Wil A+t
glom2 ofg ¥e]aAt g
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3) Shopping enjoyment
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I1l. Methods

1. Hypothesized model

£ ATE AN 2uge] ofFt olshE
AN Slste] JFE mAL ABUSES ¥
s34 gheh AARRA el Wgeh dulw
2 weE AAste] Held Watk siae Ao 4
HAY G F W ohUe, 2upA WSS B
a4 Ael GRS A Aolehs ARE A4
steich Aed WeRA Bl WalrETE Al
AL, 20T ASRAL JEelA] 2n), 4
Sau), &9 2A8L ATk 48 A2m
e (Fig DI Zom, Azol e dTEAs o
gt 2t
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Materialism
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Fashion
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<Fig. 1> Hypothesized model

2. Measurement and analysis

£ A7E Slstel Wao)4), BAzol é}%“—%
Awiola] s, 2| glan), 23 27183 A <)
B4 94l 92 228 29 d2A OPl
shoch AAre] mAo| w4
A]a?ﬂ H:]Ag]_ AH]_‘:]_- L
F A Ehs W5 BA7 P SR webA
HE Bgo] titt Hes ddager FAH A
2 AR5 T 94 9 A2 Tyer and Eastman(2010)
7} AASE AxE, B4+ Cleveland, Laroche,
and Papadopoulos(2009)2] 2 =& Al8-5}3c) WSt
Z7+ Steenkamp and Baumgartner(1995)2] 2=

F_Hﬁ
_‘E.

=, AHo] AH]= Bao et al.(2003)2] HEE A}
23519tk A ¢4 H]= Eastman et al.(1999)9] 2=
=, 4% Z7&2 Beatty and Ferrell(1998)2] A=
£ A& w94l 37 3, EAFY=T
N &5, HaleTte T w3, AMYAE 47 &
o, AflaHls S 2%, 2% EAFS N %
OS2 FAE] k. AFEAA HpE A LR B2
< Hesd ! @% A 2A grbollA 53
- ZHEP = A 53 Likert@ o2 S E QU wh
A BE Tt Jaevt 20 E W ARl
o AL g

s A 2] 4] H<rof tisto] Wan et al(2001)2 t}
AU AR HES ANss o, thie

AgATE0 Wol 2= AN AEE wld
A S 2 Gould and Stern(1989), Wells and Tigert(1971),
Shim and Gehrt(1996)7} 7R, AJAJgE A o|th Gould
and Stern(1996)2] 1= Ay 2] X)(gender consciousness)
2 A5 48 ApotelAl A & (self-consciousness
scale)S 4A5to] st Ao 2 A 38E3to 7 L
ol ek 259 Ak gl et 4Bt
FE= Hol7] sl AERE Ao ofd & ofye,
2 Qe & A2 HlolE e ofsf ohAt
Yoz BAE 7lsAo] aug B oo A3
SHA] rhal 2ot Ay FS Belalat sk A
OJAof] gt W2 AEo] 47Fom FAH Wells
and Tigert®} Shim and Gehrt®] =& A}&'S]-Oﬂtl-
Aoz QFH AH wE fdors
3t Goldsmith et al.(1987)> Wells and Tigert2] 2415
ARgat wh, 5, AR, uae)] 1og) 4ol
515t Parker et al.(2004)+= Shim and Gehrt2]
% ALE3li Tt Wells and Tigertys= 4o o
15, W4, ool tigt 4532 AAskeH,
Shimand Gehrt= SJAFEH AEFAS B13]7] 3]
Sproles and Kendall(1986)¢] 7H&gF CSI(Consumer
Style Inventory)oll Al &3+ 423% A8
2 Aol Bgg vwe) M, 3RS gold] 9]
o

oM 2| Ffol7} okt g B

© uf
=2 ¢
oro ok
g2 2

rsL' JN' mlo mlm

G0 v 32, v
A3 2 Holtpo]1l, Shim and Gehrto] &3
L gy Esta @ ol AFAL oA uf$-
Z9sltp o) £, Wells and Tigerts 9]& Qo=
41 ol 2vtale] dat 482 gjaelae] wg
o2 Abgslg o, o]9f 7o wEto = Shim and
Gehrt= o] ]o] Aul#] el Atelo] thgh Hafo
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ek webd F HEO Aol A ¢ AOE
ek, :Lacﬂ a4 e]Alo] Zulgrelugo] u]%]

=4 Jo]A] Iyer and Eastman(2010)
ﬁﬂ* 4ol gt F HEERE F5H
Agatolct % AHEel 3EE 3R o

Bt 71 s Aow Holnz
2 1L FEE 3580 7 LA Iyer and Eastman
(2010)¢] H=E AHESFGIc sfdojalef gt =
Y Aol /\}Jlﬁj &4 3 ”J%E , O iﬂHEl
ATS

o]A}e

(98]
b flo e
ot
o o

o
1o
>
o
i,
O

O

ud re > &2 oo
<1 e rju [o

O Lee et al (2009)“ = /\H]Z =
Sl 0the] Zulae] epo]m
1 Sl v, el Tigere

0, o7 Bake] 24 389 ] 28
shol 720 AIHES Btk ebA APl
=5 3EYTS AL Iyer and Eastman(2010)9]
H=g Tl 2HAE ez ARgshedl 24
7b glokar Zoh E3F 2 Ao HRo] s o)4
o] A& Hel7] Hoke s oo FaE F=
AEE, aRdd HeES 96le AolBR, 3%

oz 7FHE duAde] Heg

RE R 2407 Sofel gaipo
o] 1oz AAE HEg AgsHoL, B
T2 dlofelof ek AHgS Wel7] ffs 2H
Q QIR A(Exploratory Factor Analysis)2 -4l
2 Pt 3, o] AF] sl & &J
(Confirmatory Factor Analysis)& S=7}% 02 A
Stk 294 2l 57411431“ SPSS 18.0
A HFIAE ol&ste] FAREAT WA
SRS ALEG, SUH AR o
?L"ﬂ/ﬁ«l 7Hdshe ARx A feiAe T

244 BHE o g3, olF $lste] AMOS
180 Z2IAL ALY B 2ARHE A
244U olgetgon], Huok wde)

Hm ﬁin
L X |0 X R oo

% 115
A3 = HZS 93] Chi-square statistics, Root mean
square residual(RMR), Goodness-of-fit index(GFI),
Adjusted goodness-of-fit index(AGFI)2} Tucker-Lewis
index(TLI), Comparative fit index(CFI)& AF&35I3
th 22 9o AlFe £4% 7EEAE Fshth

3. Data collection

& A7 AR S fst] M FH A
Aol AF=sh= 200 Hishd& Ho| FEsho] dE

2Abstth WEHol A £S5 sHe A4

Q42 Jglo] Yr(Crask and Reynolds, 1978), &
Aol EL4E ool Yo m(Goldsmith & Stith,

1990), Th40] Aol e ALEL Aol
4 FAT AgLE U e & A 2
U1l 3t skt o4
setol B AT mx]% A 2)F 305

3.64(SD=.69), A4 Aol 7 %259(3&
75), A9 ab] 0] HF-S 2.95SD=82), £ Z7%
O] Fat-Z 3.73(SD=84)= A A4 An]o} A9
2H[E AQe BE BlgeEo] $7F Fh(median)Ql 3
Hop 25 =4 JehEth AHeld] Ane 3R
a5 @A vebd e, A9l 3o A 7h
Al vrebstth webA 2 At SRt 5859
St & EA%, A4 ot wou,
A9l FEAO)L, U4 4n w

[ A g

or7}

pul
S
T 1

IV. Results and Discussion

1. Exploratory factor analysis
WS ) wald adEAe A A,
2y Mol A £ AlA glo] 2w o Ao Ak
(uni-dimension) ©. & UEGITE o] 23t

?-Oﬂ/\-] L"F% éx-] 0]’—"—'—13“ /\]-_9_6}— 5(—]57]. =R o:]?_
o] glolelof AL ofulglc). wjilola], BAF

o, Wgha, A4

ZaH], A 91 4], ﬁ% =
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{Table 1> Factor analysis
Measure Item lf):fltiirg
When I must choose between the two I usually dress for fashion, not for comfort. .69
Fashion An important part of my life and activities is dressing smartly. .67
consciousness | T usually have one or more outfits that are of the very latest style. 51
Eigenvalue = 1.87  Total variance explained = 6232  Cronbach’s a = .70
I like to own things that impress others. .78
I would be happier if I could afford to buy all the things that I would like. .78
My life would be better if I owned certain things that I do not have. .76
Matetialism I like to own things that impress people. 74
The things I own say a lot about how well I am doing in life. .73
I admire people who own expensive homes, cars, and clothes. .56
It sometimes bothers me that I can not afford to buy all the things that I would like. 52
Eigenvalue = 3.46  Total variance explained = 49.41  Cronbach’s a = .82
I like continually changing activities. 81
I like to experience novelty and change in daily routine. 81
When things get boring, I like to find some new and unfamiliar experience. 81
Change I am continually seeking new ideas and experiences. 73
seeking I like a job that offers change, variety and travel, even if it involves some danger. .67
I like to continue doing the same old things rather than trying new and different things. (R)| .55
I prefer a routine way of life to an unpredictable one, full of change. (R) 52
Eigenvalue = 3.52  Total variance explained = 5032  Cronbach’s @ = .82
It is important that others like the things I buy. .73
) I enjoy showing off my new possessions to others. .67
Fzzzsiiﬁ;fﬁs Sometimes I buy a product because my friends do so. .67
Name-brand purchase is a good way to distinguish people from others. .63
Eigenvalue = 1.83  Total variance explained = 45.66  Cronbach’s @ = .60
I am interested in new products with status. .90
I would buy a product just because it has status. .87
Status I would pay more for a product if it had status. .87
consumption | A product is more valuable to me if it has some snob appeal. .58
The status of a product is irrelevant to me.(R) .57
Eigenvalue = 2.98  Total variance explained = 59.61  Cronbach’s ¢ = .81
I like to go shopping. .88
I find shopping a truly enjoyable experience. .87
S}}Opp ing I enjoy shopping for its own sake, not just for the items that I may buy. 73
enjoyment
Shopping is a waste of time.* Reverse item 71

Eigenvalue = 2.55 Total variance explained = 63.81  Cronbach’s .80

* (R) means reverse scored item.
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©-0] Z}zho] 2 AW E L 62.32%, 49.41%, 50.32%,
45.66%, 59.61%, 63.81%°. 2 ettt ESH AlF
T A%< Cronbach’s ¢ = 9424 70, &2 39
82, WB}E 82, AW Ol 4] A2H] .60, 2| 9]4H] 81,
4 E7AL 8002 HE 60 o]0 Z UELA,
SAETO YA B A7 okl 24
Ak E3F £ EALE AT WS 4EY
o] 50%¢°] 7FZAU 60% olskE Ttha WA UrEkyt
Ouf, B 60 o]e] w2 AEE ApE Hlo
o2 AFRYs B4k WaeRA ool gitt
I Hoh

2. Confirmatory factor analysis
AAE 2] AL #4817 o]
Aoz Vet gaA a9lRy
7] glste] 13} Steld @olRAe A5kt
Mo, WE, AEela) aul, 29)anls

0|49l 2 =% 2| 4x(modification index)7} L} 24|

%] 117

GFI9} CFI7} 2 & 0.2 UEltT] Bae
AT Ha 3709 wEws
7 Qew SR Az FEsirial &t
R, WAL 3RFOR FAH Yo
p, AGFI} TLIZF AF2HA] o= 21 wAIX] HA
etk Aflan], £ 7S AT BE e
B0l 2% 05 o8tz FAKeR fofetA e
O, RMRE .05 0|} LT E3E th2 4
g4 #1429l GFI, AGFI, TLI, CFI7} 79| %% .90
ol 7Pa7, 11 ol B 10 7PA] HrEhtA]
Ao Hgteas BTk A9auet &3 EAE
27t 05 olatz FAXCR FolakA thehit
W oheh RMRE .05 oo 2 Lpepytt 12
L A9l o2 AR A S(GFL AGFL TLI,

CFDo] &5 1o 7PgA YetA AgHgdols &A1

>
i)

b

[e)

L
KX

=

7b it B3 &% S7e2 AGFIZF .79, TLIZH
B4R UERE O, AR50 o3t Ak 58

SHA glgromz BAZL 94 ghecha ek 19

ooy, SdFoet o S5 Ff= 100] 3L GFI9} CFI7} 1of] 7P yehubA, w2 AGF,
Fo T FAATE Ustth, 22y 70 o] TLIO AR s H5 wAA oHA] gt ol
£ PAART UL 2AFYE At 4 Fol A Aol o & Aol A AREEH W
A7k b Sk 1ol g@4ks A4skA ¢ &2 2¥S A5sked A7 flvkal ok
ATk fufshd & Ate] H2jo] 7hdshE 2y o
Hso) a1, A xo elgAS HE53= Alo] ofy 3. Hypothesized relationship test
7] wiZol k. whebA A Aol ofsf FEAk A Aol ek s o) of gk f-ofgt A3
4 SHAl QobA & S50l o AFAI WS o)) dofl 2o At Bkt
oA 90 olatE Hol= A H A HA & 3 FEAF FRYAA A4S AASHTh & A
=L 2tk 70 o] AT U2 B o EAo] A5 1 JHHAE Hel= A
of thsiARt 17]¢] F-2AkS &tttk A4 o] ofyx|ut, A EFFofof ek 7F
= (Table 2)9F Zomf, BE WMok SHHpE of BQIAAQ AHAAS AHste] 4k
o A= A UERETH(p<.000). gt o g AP HSE ol AHEAE Holng,
{Table 2> Fit statistics for measures
Measure 22 p R GFI AGFI TLI CFI
Fashion conscious .00 .00 1.00 1.00
Materialism 19.42 .05 .03 98 96 98 99
Change seeking 25.13 .03 .03 .98 95 98 .98
Face conscious consumption 7.52 .02 .04 .99 94 .86 95
Status consumption 14.53 .01 .30 98 95 97 99
Shopping enjoyment 25.92 .00 .06 .96 .79 .84 95
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TLIS} CFI7} 90 o]4to & Uehby A4z o2  Wan et al(2001)0] ATt} 2o} Tat BA=0]7}
{Table 3> Fit Statistics for model in Fig. 2
22 p RMR GFI AGFI TLI CFI
N=305 610.57 .00 .08 87 .85 .90 91

Psvchological Variable

Consumption-related Variable

Fashion Consciousness

Change
Seeking

Face conscious
Consumption

Status
Consumption
Shopping
Enjoyment

R2= .21

Fashion
Consciousness

R2= .41
D%k

R2= .20
#*p< .05, ##p< (01, #xxp< (001

<Fig. 2> Structural parameter estimates in the hypothesized model
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