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Abstract

The purpose of this study is to identify the determinants of the susceptibility of global consumer culture. As
determinants, materialism and self monitoring as psychological variables and fashion clothing product knowledge
as clothing-related variable were included. It was hypothesized that both psychological variables and clothing-related
variable influence susceptibility of global consumer culture. 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, exploratory factor analysis using SPSS and confirmatory factor analysis and path analysis using
AMOS were conducted. Factor analysis of susceptibility of global consumer culture revealed four dimensions,
‘social prestige’ factor, ‘quality perception’ factor, ‘conformity to others’ factor, and ‘conformity to consumption
trend’ factor. In addition, factor analysis of self monitoring revealed three dimensions, ‘center-oriented attention’
factor, ‘situation-appropriate self-presentation’ factor, and ‘strategic displays of self-presentation’ factor. The results
showed that all the fit indices for the variable measures were quite acceptable. In addition, the overall fit of the
model suggests that the model fits the data well. Tests of the hypothesized path show that all variables except for
the one factor of self monitoring, ‘center-oriented attention’, and materialism influence all the factors of susceptibility
of global consumer culture. The implications of these findings and suggestions for future study are also discussed.

Keyworlds: global consumer(Z-2 2 82}, self monitoring(X-7] X U EZ), materialism(E2F2)), product

knowledge(FFX]4))
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II. Background
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2. Data collection
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Fashion clothing

product knowledge
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<Fig. 1> Hypothesized model
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IV. Results and Discussion

1. Exploratory factor analysis
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{Table 1> Factor analysis of susceptibility to global consumer culture

Factor

Item

Factor loading

It tells something about one’s social status.*

.90

It is associated with the symbol of prestige.

.88

Social prestige - - -
It is associated with wealth.*

.85

It symbolizes one’s social image.

.76

% of variance explained=24.16, Eigenvalue=3.14,

Cronbach’s @=91

It has a very high level of standard in safety.*

.85

It has a very high level of reliability.

.80

Quality perception

It is associated with the latest technology.

17

It is associated with long-lasting quality.

74

% of variance explained=21.56, Eigenvalue=2.80,

Cronbach’s @ =.85

It makes one have the sense of global belonging.

.88

Conformity to others

It makes one feel good in his/her social group.

.85

It makes one have a good impression of others.

73

% of variance explained=17.26, Eigenvalue=2.24,

Cronbach’s @ =.82

Conformity to

1 It represents the latest lifestyles.

.86

consumption trend It signifies one’s trendy image.

.85

% of variance explained=13.51,

Eigenvalue=1.76,

Cronbach’s @ =.83

*(R) means reverse scoring.

N

3

>,
N
x5
e
toh
)

I

o

e
[P AR
ﬂJ?L' ‘1@' Z

o G
lle
o
fu

Kl B
oo R
_0|L
e
I
1
)
I
4
op
o

|1
i

A
I

B
of
4>
iy
tE uE e 4y H 2 fo ox

o
=L

>

By 2ol o
filo
_?L

T o
o
fu

|
)

i

fr

o

fo rir
o

poy
< o
&
|
U

ol

N
22
>

oo g o
Imn

2 Lo
lo

=
of 4

Mo 40 |z [z M 3@ X L oo oo >
e
)
N
4
:‘L
=

271 mUEHof tigt 982 QAR
olate] alHaleFS 77l 1742
24 A= (Table 2)¢F At
HHom, M dEaFe 62.78%
Q12 AFEEolA

.l
=

[e]
FES

>
B
toy
)
ox
oldh
=
A2
X

e 72, .60, 4302 YJERIA, Al HA 291 A
Qstil= =T WH e EA7E glok
1 BRI Al | A= 2@ A7 A AP
2219 A A7t IA el oy, agle=R
zgsto] AREMS HAstAh dufstd w2

- 281 -



100 ey suR Boh £840 2Rus BR80T
{Table 2> Factor analysis of self monitoring
Factor
Factor Item loading
In groups of people, I am often the center of attention. .80
Center-oriented 1 have considered being an entertainer. 77
attention I am particularly good at making other people like me. 70

1 cooperate well with others at work and I maintain good relationships with those I work with| .66

% of variance explained=27.30, Eigenvalue=2.18,

Cronbach’s a=. 72

Situation-appropriate| 1 can look anyone in the eye and tell a lie with straight face. .87
self-presentation 1 may deceive people by being friendly when I really dislike them. 79
% of variance explained=18.23, Eigenvalue=1.46, Cronbach’s a=.60
Strategic displays | 1 Would change my opinions in order to please someone else or with their favor. 79
of self-presentation | | find it easy to imitate the behavior of other people. .76

% of variance explained=17.25, Eigenvalue=1.38, Cronbach’s a=43

A Aol ek, AREs LfA7 & 2vA FeE & Stk E3F & A
A Uebkg ® ohdel 27 myE® #ge of 9 H#o] A7) BYHTY 3594 Bt gl gt
o AP A7 Aol g ol divt 414 Zo] oty 7] mof & d Aol &5t
olslE AlAIStLAF 547 wiZolth A7] HuYE I 80108 xSt E}E ol A7 etk
Foll digh tiF&e] g5l A7) HyEEf 8 A %EP
Qlof me Ak Fge EAsH] Hrke AP o] Higt 89T Zdyer A=Y
HUE R Hapol el w32 JHor 27 A= (Table 33 2 o) FA| 4o gt 8.4l
sto] Asiqlch webA 2 d¥e A7) By 24 2ol AsEEL @ﬂ}% (Table 4)} .
PO FAA ofelE Sl thard Al Qclo] wE S-Fe} AuAA 42 17]9] 89l0] FEE

{Table 3> Factor analysis of materialism

Measures Item Factor loading
I’d be happier if 1 could afford to buy more things. .88
o I would like to be rich enough to buy anything I want. .85
Materialism — ; -
It is important to me to have really nice things. 7
It sometimes bothers me quite a bit that I can’t afford to buy all the things I want. .69

%l variance explained=62.04,  Eigenvalue=2.48,

Cronbach’s @=.79

{Table 4> Factor analysis of fashion clothing product knowledge

Variable

Fashion clothing
product knowledge

Item Factor loading
I am an experienced use of fashion clothing. .898
I feel I know a lot about fashion clothing. .891
I am familiar with fashion clothing. 873
I would classify myself as an expert on fashion clothing. .810

% of variance explained=75.45, Eigenvalue=3.02, Cronbach’s @=89
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A1, AygeRe EZF9] 62.04%, 2E-Z| A 75.45% 3. Path analysis for hypothesized model
2 UEpgtt} E3F Cronbach’s @ = 717} .79, .89= ARAUPEo] 2 2R 3 #8400 m|
UehtA SH=F9 W gadde EA47F it A= 7Hdske AFRFo] Hgt AREAE F2
il Eok WA Hyor HAST X dato] wet W
5 Ftoll 93 EZ3HE Al (regression weight)
2. Confirmatory factor analysis £ AzRgo) o) AAJSE AL (Fig. 2)¢F )
= WS de g84 add&EA A ESF 2F 2F o et AT K= (Table 6)2t
et HES flsto] g4 aJAEAE AAISHS 2ok HF 2ES A7) ffstod 100139 #A A4
ok A 2elA 2ol A A4 2YS (Modification Index)of] o3 F24tE Al&2 o=
ol§ AREAL T AUARE AAstAcE.  ARsHAT F AREHS B9 4EE 445
A QAR T A o aclos et of o5 £3ARIE E g 0% ATRIS 57
O 2EW aug 28 S84 A7) BUEHS @ F ATEES 4SS e ASH0E 219
ZAzE ) 7] afler FAHE 48 2y, F U4 Shleh AR ol o7t FEAF A7 Al Bae(2011)
o] peler F4H 282 BFoz HASHSG 7F AARE BRe} o] 291 W S e At 5§
a2y 24 adEA A, ol AYow Bl
Bt S0 o HAAL 18] HFPO R A4 (Table 6)& HH, x’&= .05 o3t2 FAZOo=
stoich FoI5HAl YEbaL, RMRE .05 o] e 2 UEyA|
gl ales Al A A= (Table [k TLISE CFIZE 5 X|a19] #3f 42221 1of 7Ht
Sye Ak AT A4E 2, ERAE ALt A vkt B3 o2 A3 A%l GFI9E AGFI
E HEEY 2= 05 oEtE BAFHOR fo 7F HA 9 AR =2l 909 AU L ol
A Uetgtt 3 BE W59 RMRE 05 9] 2 UehA, 2F 239 Aol o] ¢le
dow yeyth ey 2 avja 23 8 Zle® & 4 Stk 53] CFI7E 90 ool 1y
4& o A4 A(GFL AGFL, TLIL CFI)7F 22 9] Ao A7} gl A o2 1tst=d, 2E
5 lof| 7P A vehubA] A9 A =E2E YEF 1Y 9 CFl= 952 =4 Yebs7] o] A3y
WohL & 4= Qloh =3 27| RUEd, 2239, ol wA7F ok & 4 ik
OJEX| A2 GFIZ} 19 7V4A vk, 24 9] A%t 2E LF A9 thE A5 (squared multiple
FEs BHdvar & 4 ik 53] #2A7]9 1l correlation: R F2H 4H|z} 23} 5840 o
kA o CFIZF Ajd A¢= Wol o]gste 3t AAWpEY] S ongict wehs 2=
E(Bae, 2011), CFI7} .90 o]4fo] mgo] {3HAy W 2E2 23 840 a1l ARe]A A
of A7} gle Acg 71Fsch IdY BE W 35%, B AP 41%, ‘Bl X9 EdE &
59 CFI7F 2|aro] A3 A=<l 19 77, 2= 41%7F A7) BUEE 8s3 2439, 9
A9 A Al 900 A Urhgernz  Exi)oz AuEi 9SS & 4 thFig 2).
Aol BAZ} glokn & 4 Sleh 29 20 2o} £849) 2 8059 A
{Table 5> Fit statistics for measures
Measures 22 P RMR GFI AGFI TLI CFI
Susceptibility to global consumer culture | 135.23 .00 07 94 91 .95 97
Self monitoring 95.39 .00 .06 94 .90 .85 .89
Materialism 23.95 .00 .08 .96 .80 .84 95
Fashion clothing product knowledge 1.73 .19 .05 .99 97 .99 99
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HZL 25} 8409 EAto] 2 mEof 23t A4 Fv BAHSE Uehd A= AP
Hego] s & A e YuiRith =2 AR VAN A5 oEA S
H avzp 23 8ol WiE e AR oA o ke vas] Y gyt gk AR
(Table 6)0fl A A HE HPO| £2 AP B A AVIAA 812 - 4794 -.509] © L
T9] Bgol & MastE e Hehdh FE Flon, A AAA 8902 759
oA yehd &3t A4S HH(Fig 2), 2 870 0|2 A JFS U BT oE5A]
29 28 23 340l et 2RS4 129 SUR AE G FUCh ARl AdstA
ALk A7 HYEHP Y FAAFA Fo 2l BEok7] 8l AFEEelA ARES 4o
4TS AT mE W] 2RY AuRE She #EE A g BAe 7R anxle 2R
w3 #8749 8d5A e Fe AW Bl i A A, FE Azl dis)
2 yehyth AR AR AZIAA 8 R, 22 HHES o] &8A Bl &
A A=A A7AA 290E 22 28R & 23AY EdEC] S25HA] o= A& ovidith
oF 849 B 89S0 FFS F B & S anA ARl At ded F ok A
A4 22 2 291 840 FAA4E . 24 SAS 7 anRelA 22 HilE| o
AlRdRE 2E 850 FFE Fe AR Ueyth 3 840 WSS vtk vitE = B
Center-oriented
attention Social Prestige
A3FEE
R>=35
Situation-appropriate
self-presentation
Quality Perception
Strategic displays of
self-presentation (T*S
Conformity to
2gwex 4 :
Others
v
R=47
Materialism
15% Conformity to
Consumption Trend
Fashion Clothing
Product Knowledge
*p<. 05, ¥¥p<.01, ***p<.001
<Fig. 2> Structural parameter estimates for hypothesized model
{Table 6> Fit statistics for model in Fig. 2
Measures 22 P RMR GF1 AGFI TLI CFL
N=311 565.34 .00 .07 .90 .87 94 95
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