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Abstract

The purpose of this study is to identify the antecedents of repurchase intention toward fast fashion brands.
Perceived quality, perceived price, deindividuation, and overly trendy styles, which are product characteristic variables,
and fashion innovativeness, which is a consumer characteristic variable, were considered as antecedents. It was
hypothesized that product and consumer characteristics influence repurchase intention toward fast fashion brands not
only directly, but also indirectly through cognitive dissonance. Data were gathered by surveying university students
in Seoul using convenience sampling. Three hundred and fifty-two 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 factor analysis of product characteristics revealed four dimensions: “perceived quality”, “perceived
price”, “deindividuation”, and “overly trendy styles”, and the factor analysis of consumer characteristics revealed
one dimension. The factor analysis of cognitive dissonance revealed two dimensions, “regrets” and “perceived
uncertainty.” The hypothesized path test proved that perceived quality, deindividuation, overly trendy styles, and
fashion innovativeness influence repurchase intention directly. Perceived price and deindividuation influence
repurchase intention indirectly through the factor of cognitive dissonance, which is the perceived uncertainty,
indicating the importance of cognitive dissonance. The results indicate effective marketing strategies should be used

to decrease consumers’ cognitive dissonance, and suggestions for future study are provided.

Keywords: fast fashion(%Z=E ), repurchase intention(# 77 </.5), cognitive dissonance( YIX]-23p, fashion
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Il. Background

1. Fast fashion brand
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2. Cognitive dissonance
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3. Repurchase intention
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I1l. Methods

1. Research questions
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2. Measurement and analysis
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Product Characteristic
Perceived Quality

Perceived Price
Deindividuation R
Overly Trendy Styles i

Cognitive Dissonance

Repurchase
Intention

Consumer Characteristic
Fashion Innovativeness

(Fig. 1) Hypothesized model
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3. Data collection
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IV. Results and Discussion

1. Exploratory factor analysis

ALFAAY HEeh 102 1449 Fuje
E ALt BE g da] g4 2RAS
AT 8084 S FAREAF X 3
ARE AFESIATh 8RAEA T A e e A3
+ (Table 1)~(Table t}

AEA A3, 4719] 8%le] F
2 7421%=Z JEFSTHTable

o At T FU s 3522 G XAkt 1). 821 1= A 7te F2ol tigh FPO 8 FA =]
Aqom, BT S AlelE 341771 B4 el A Atk AAFAIE 3.25, AR H2 25.00%, A EE 86
AT SHA PE b TUBQLT%), 94 olth 29 2= AzkE AhPole, 1fAE 2.79, 4
(Table 1) Factor analysis of product characteristics
Factor Item 12232?;
Most products I bought from a fast fashion brand can be used for long period of time. .84
Products are functioned as well as I expected. .80
Perceived I am satisfied with most of the products' quality that I have bought and used in fast fashion 20
quality brands.
The quality of most products I buy in fast fashion brands is as good as what I have expected. 75
Fast fashion companies care about how well their products perform. 74
Eigenvalue = 3.25, Variance explained = 25.00, Cronbach’s a = .86
Fast fashion brands are affordable. .86
Perceived Fast fashion brands meet my budget for clothing shopping. .84
price Fast fashion brands are reasonably priced. 81
Fast fashion brands are lower than comparable store. 1
Eigenvalue = 2.79, Variance explained = 21.49, Cronbach’s a = .84
Deindividuation Fast fashion makes it hard to create my own style. 94
Fast fashion makes it hard to express my personality. 93
Eigenvalue = 1.80, Variance explained = 13.88, Cronbach’s a = .87
Overly trendy | Fast fashion styles are too sensitive to change trends. .93
styles Fast fashion styles are too trendy to use for a long time. 92
Eigenvalue = 1.80, Variance explained = 13.84, Cronbach’s a = .80
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HE 21.49%, A EE 840lth 291 32 TN E 715 Hlal, A Fokth meba 2 A7) 8
& olE g ola, AR+ 1.80, A 13.88, Al AFA Ade F AgAFEo] AAEHA ZF A
Fee 870tk 8% 4= A=d f3 2EY ARE HolErh AF 54 g 284 At
M, TH3= 1.80, AHEHS 1321%, A EE 80 & Ul distle] HAE A B = tiste] A
ojth. BE 2119 A#=7t 8001z YEhtA T FES P T2 54 E AL e
Zb 218 WA B2 =A7F flvkaL 2ok A2t o, I 95o% A7HA, AEE ods, A=
" F4% AZE 7ML Choi et al(2010)7 & FEAZERIS] SR z]%om A= RS ofvlst
THEE Hepgten, A= YR o F nE oY Aol S8 RS AT
8 ~E81YS Kim et al.(2013)3 2 E3IEE U A A ek 29l “”% AAe A3 1 8
joasp Q1O vpEpstth A 224013, AW 13.99%
Park(2013)& A2Hel 7} £ AE(Choi et olv] AZEE 790 tTable 2). HA HAA A
al,, 201005 ol-&st] sl & Hgem A+ o WA B A7E ikl 2ok AR st
st o, & WEE 77 EElste] B 2% o] 2R1EA A, 3 ool 2ol A
e AR ER 71 aizte] AW AVE A N £ AT F 20h 205 FE33
v, AABEA 2tk B3 Kim et al.(2013)2 3 THTable 3). A Ho] & QAFEH AAE TIES
2E Hd BAHE 39 29§ S5 A% Ax ZEste] 29 S F3A, A4E ESdAeE |
€ N, FAA el vAE 9% T4 atgeh ZHzke] AW EE 36.97%, 28.73%°1 3, ¥
SO, g A QQlRAS BT a7ke] Y A EZ 65.70%2 Uehsth £3 AR 53]
(Table 2) Factor analysis of consumer characteristic
Factor Item 12?1:?1;
In general, I am among the last in my circle of friends to buy a new fashion item when it o1
_ appears.(R)
inn(]):j:t};t)errlless Compared with my friends I own few new fashion items. (R) .87
If T heard that a new fashion style was available in the store, I would be interested enough 76
to buy it.
Eigenvalue = 2.16, Variance explained = 72.14, Cronbach’s a = .79
(R) Means reverse scored item.
(Table 3) Factor analysis of cognitive dissonance
Factor
Factor Item Joading
It was such a tough decision because I felt all the alternatives were very similar. .86
Regrets I should have been more prudent in comparing and scrutinizing the alternatives. .76
I wonder what it would be like if 1 chose the rejected alternative over the chosen one. .66
I don’t know why but I just feel that the rejected alternative is a better product. .64
Eigenvalue = 2.22, Variance explained = 36.97, Cronbach’s a = .76
Perceived | I am not quite sure about my decision .86
uncertainty | [ am concerned about the performance of the chosen alternative. 84

Eigenvalue = 1.72, Variance explained = 28.73, Cronbach’s a

73
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el e 489 ZyoZ AAEgon, ddxiyd A AT F 7P =A vebsth wEkA A
o2 yehd &R 5460 tisis 129 LE2 Aelle FAZF flva Bk 13 AAE A9
Z AN 27 2902 Yehd AR RZ3}| A Qo Ao HGAFRA ok FIH o R =
el M= 289 RO 2 AAETh Eo 7 He 3 Btk FAHe] sHdstE AFEFH Y ot
£ A% A= (Table 4)$+ 2tk 2 AFE 2672924, £HE HEEH e oFS 1.913
A Agol o3 B AN AT WEER 0mA 16 § AHe £AF BTN, ool 1
YL AZehed AV g0hT BE, the @A ol eSS AAE BEs e ¥ 4%%
ol REEAS AAEE thBae, 2011). £ HAFEZ(Kim, G. S., 2001), LIS A

st AT ] folF FFS FE APUS

3. Hypothesized relationship test g AFET

A eEel ek G Fe JYUFE HEFREY A AR F-Z31e] F3]¢} 2| 2te &5
W37 fste] FRYAAL o) gate] BASAL. A4, 2T AT 9we] dEFEAFER)S 11,
TR THANE OB SMeE] AR 063 34T Uehith teby £39) 1% e
Aol WARAFOA 2HE 938e T AAUFA AYEDL o B Gz
RO2 A7) RN (Bac, 2011), IARF A Lol S8} AHH T, 2R BHFYY] %7 Fe
F 543 v 549 7+ 2915709 WAy o Agie] RS olEdd 3 d9ES
FHBAE AAE ZAEATE AEE 10 o & T AUtk =3 AT e 34%= HH, A
o SHAF FAM 41 S LA W FHOA  HOE T APuse] ) AP 9 B
AR A ERA FRAS MAT F A oiFh AT Ame] 40%el e RS AT
(Table 4) Fit statistics for measures

Measures X2 p RMR GFI AGFI TLI CFI

Product characteristics 123.64 .00 .04 95 92 .96 97

Consumer characteristic .00 1.00 1.00

Cognitive dissonance 31.80 .00 .09 97 92 92 .96
(Table 5) Fit statistics for model in Fig. 2

Measures X2 P RMR GFI AGFI TLI CFI

N=341 405.40 .00 .09 91 .88 93 94
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