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Influence of consumer attitudes toward fashion art marketing
on purchase intention

Ji hye Park and Choon Sup HwangJr
Dept. of Clothing & Textiles, Kyung Hee University, Korea

I OIEDFAIEO Chet AH|XF it FOHO| =0 DIXl= HEt

TR RS RN
As|osta o 4petat

Abstract

This study analyzed consumers’ awareness, preference levels, and effect expectations in relation to fashion art
marketing according to the types of such marketing (collaboration between fashion and art in fashion products,
called product collaboration; sponsorship for art foundation; artist sponsorship; collaboration for the design of a
space/store/display; ad/promotional film collaboration). The study also investigated the influence of consumers’
attitudes toward fashion art marketing with respect to purchase intention. The study was implemented through a
descriptive survey method. The sample consisted of 342 men and women between the ages of 20 and 45. The data
were analyzed by factor analysis, one-way ANOVA, and multiple regression analysis. The results revealed that there
are significant differences in consumers’ awareness and effect expectations in relation to fashion art marketing
according to the types of fashion art marketing activities. While no differences were found in preference levels
according to the type of fashion art marketing, all the types of art marketing showed overall high levels of
preference. The collaboration between fashion and art in fashion products, which had the highest awareness, also
showed the highest expected effect. In all the types of fashion art marketing, consumers’ attitudes had a significant
influence on purchase intention. In cases of sponsorship for an art foundation, artist sponsorship, collaboration for
the design of a space/store/display, and ad/promotional films, consumers’ effect expectations had the most significant
influence on purchase intention, followed by preference and awareness level. These results could be used to provide
appropriate proposals to fashion brands when they plan to set up an art marketing strategy.
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Il. Background

1. Characteristics of art marketing
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2. Types of fashion art marketing
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3. Art marketing and consumer behavior
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I1l. Methods

1. Research model and question
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2. Measures, data collection and analysis
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A= 245 $3t 37} E3HKim & Choi, 2009; Hyun
& Park, 2011), 30 %= =4S 93t 471 E3H(Kim,
2011), 7R EBHE ZH3t7] 98 47) BaH(Kim,
2012; Park & Li, 2010) & & 117} £302 o]
ojFou, =HEgo] XNFrE uotslr] 95k
QIEA T}, Factor 1(7]t) &2}, Factor 2({1A]%), Factor
3(A5 ) Z4zbe] A 2uls) a ol 0.876~0.951%,

NS le

52 ot T x

Art foundation
sponsorship

consumer attitude

Artist
Sponsorship
product
collaboration
Stove/display
collaboration

awareness

purchase

preference intention

effect
expectation

Ads/promotion
collaboration

(Fig. 1) Research model
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IV. Results and Discussion
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1. Difference of customer attitude toward fashion

art marketing according to the types of marketing

1) Difference of customer awareness according

to the types of fashion art marketing

38 A ofEnAF | gt A} A=
AN Table 2), BAHORZ FoJgt 2ol
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(Table 1) Reliability and validity for the variables to measure consumer attitude toward fashion art marketing (results

of factor analysis)

Variance
Standardized . .| Eigen |Cronbach’s
Factors Items factor loading Communality (cmﬂatlve value “
variance)
Art co?laborated fashion products are refined 0.843 0793
in design.
11 fashi h i-
Factor 1 Art collaborated fashion products have uni 0.838 0794
que style. 27.332
(Effect - - (27332) 3.007 | 0876
expectation) Art colle.lborated fasblon brand has unique 0.805 0747 -
differentiated brand image.
The quality of the products produced by art
712 .
collaborated brands is good. 07 0584
I have.heard about this type of fashion art 0,934 0923
marketing.
Factor 2 | I know well about this type of fashion art 26.297
.932 .91 2. 951
(Awareness) | marketing. 093 0919 (53.629) 8931 0%
1 have'expenc?r{c?s to attend in fashion art 0,912 0.874
marketing activities.
Fas%n.on att marketing act.lvmes will have 0.830 0761
positive influences on society.
Factor 3 | Intention gf fashion an marketing is good 0785 0749 25052
(Preference | and contribute to public welfare. (TRE1) 2756 | 0.880
level) I have a good feeling toward this type of ’
. . 0.734 0.747
fashion art marketing.
Fashion art marketing activities are attractive. 0.729 0.764
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(Table 2) Difference of customer awareness according

B3 - A 7

{Table 3) Difference of customer preference levels accor-

to the types of fashion art marketing (N=342) ding to fashion art marketing types (N=342)
Types M | SD |F value Types M | SD |F value
Art foundation sponsorship 2.08 d|1.11 Art foundation sponsorship 3.44 | 0.86
Artist sponsorship 226 c|1.16 Artist sponsorship 343 | 0.84
Product collaboration 325 a(127 4%51 Product collaboration 3.54 1 082 | 2.257
Store/display collaboration 2.56 b|1.19 Store/display collaboration 3351 0.82
Ads/promotion films collaboration |2.66 b|1.26 Ads/promotion films collaboration| 3.39 | 0.87

**%p<0.001, Results from Duncan's multiple comparisons
of means are indicated as a>b>c>d
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2) Difference of customer preference levels
according to the types of fashion art marketing

207} 337} ofEntAY Go] wet zfol
7F YeAlE AE 23(Table 3), $AHCR &
O3t apolE HolA| = Aoz eyt 3,
BE FRol gt 2= BHA7E 5 A A
AN HEZ ou|sts “3HU & $AF Holal
Aol, otEuAR | et AHjAF S = WA
o7 FAA ol AtmHE: o] Z2 A= Al
2 9 ol AERfe] Feti o] EFof o3 A

B2 7t 201202 A 4 Ik Song(2011)
o @7aBet weke ol s gk

3) Difference of customer effect expectations
with regard to fashion art marketing according to
the types of fashion art marketing

2E|Z7L sk A obEuA e it
olEuiA Y] Gl ue} 2ot U=AE Aw
B AT (Table 4)9} 29kt BA MR FoI5
Apol5 et glar, AlEd el dgt 7t o
Bl gt e ¥ &2 Aoz yehyt
(p=001). 0|2} o] AX =7} A & Aow
et AERe] auge Jgane 1y Eot
AL, AT BE §YUSE 2014 BEE
FaA71aL, BllE e g A2l
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AFRET &, AR zet 7| @t b
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K TO POUNN
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Nl e Lo e

(Table 4) Difference of customer effect expectations with
regard to fashion art marketing according to the types of

fashion art marketing (N=342)
Types M | SD |F value
Art foundation sponsorship 3.37 b| 0.82
Artist sponsorship 3.42 b| 0.80
Product collaboration 3.72 a| 0.76 12’:32
Store/display collaboration 343 b| 0.83
Ads/promotion films collaboration |3.44 b| 0.83

*#%p<0.001, Results from Duncan's multiple comparisons
of means are indicated as a>b>c>d
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2. Difference of attitude toward fashion art
marketing and purchase intention according to
gender of customer

1) Difference of awareness according to gender
7k s ket fEol gt AAEe] A
Ao & B4 Ak, (Table 5)o] LEhet whe} o,
OFEA T 3} ofe] 2B Flof that 2ol 1}
EPUbAl ok, AAAE BT B3k - T ag ol

2) Difference of preference levels according to
the gender of customer
HolEuAY ¢7Y stE 4 AolE
A3 AH= (Table 6)7} 29tk BE G0l 4
7k Zpol7} Lheksta, mE 5o

A7t o e ES dEhia Qolth

=]
Rl
J

S

o

4
=z ]
=
ERe!

3) Difference of effect expectations according
to the gender of customer

HY, Bl AE Yl tiFt dA == A otEntAY {7 ZHzbol ek 4Rk 7
2 Aolzk glgow], dauct ol o e ol thame] Ad Rolsk YLAS BAg 2, ok
NS e glsich Ak F3} obe AE Fgo] gt 7|t Ezto] o)
(Table 5) Difference of awareness according to gender of customer
Types of fashion art marketing Gender(N) M SD t
Male(128) 1.94 1.03
Art foundation sponsorship —1.806
Female(214) 2.17 1.14
) ] Male(128) 2.11 1.12
Artist sponsorship —1.830
Female(214) 235 1.17
] Male(128) 3.05 1.37
Product collaboration —2.255%
Female(214) 3.37 1.20
i ] Male(128) 2.32 1.15
Store/display collaboration —2.973%*
Female(214) 2.71 1.20
Male(128) 236 1.27
Ads/promotion films collaboration —3.458%*
Female(214) 2.84 1.22

*p<0.05, *¥p<0.01, ***p<0.001, Results from Duncan's multiple comparisons of means are indicated as a>b>c>d

(Table 6) Difference of customer preference levels according to the gender of customer by fashion art marketing types

Types N M SD t
. ) Male(128) 3.23 0.90
Art foundation sponsorship — 3.544%%%
Female(214) 3.56 0.82
. ) Male(128) 324 0.93
Artist sponsorship —3.252%%
Female(214) 3.54 0.76
) Male(128) 338 0.91
Product collaboration —2.696**
Female(214) 3.63 0.74
) ) Male(128) 3.18 0.90
Store/display collaboration —3.014%*
Female(214) 345 0.75
) ) Male(128) 320 0.99
Ads/promotion films collaboration —3.218*%*
Female(214) 3.51 0.77

**p<0.01, ***p<0.001, Results from Duncan's multiple comparisons of means are indicated as a>b>c>d
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g o7k SiSiTh EAME T oj=}e] | anrt ¢ o] Zolof 7]Q1gt AR AR
& AR Jeiyth djAAE e 30 gaE
go] Y, F - IAE FHoll st 7thazge| 4) Difference of purchase intention according
= 44 2 Aol7t UehtA] ghSkth(Table 7). to the gender of customer

o] Ant= et 5§ Y, A58 Ak AR 7t 539 dA ofEuARE Mt BIAE
AL A7) AL, otntE AAd AEY Al AlE Fofjele] g 2|7t Ql=AE EATH 4
et Bi=of Aol wat f-ou]et o)zt ik 3, (Table 8)ollA] Hi= vie}t o] BE [F oA
H Kim(2009)7} Lee(2011)9] QA= 2k {3 Zpol& Hrh FAET of=}o] FLufoj=

)

2ol girk. ol ¥ AAvo] makigel of 7o %A UEgon], 1% olgAE Felof o
ooy e Aglolebs A = WY AE & @ TuloRo] xol7h Ap 27 vekuth

o koo >
ot

i)

(Table 7) Difference of effect expectations according to the gender of customer with regard to fashion art marketing
types

Types N M SD t
. . Male(128) 321 0.94
Art foundation sponsorship —2.736%*
Female(214) 346 0.73
) ) Male(128) 323 0.89
Artist sponsorship —3.430%*
Female(214) 3.53 0.73
Male(128) 3.62 0.87
Product collaboration -1.935
Female(214) 3.78 0.68
) . Male(128) 333 0.90
Store/display collaboration —1.760
Female(214) 3.49 0.78
. . Male(128) 3.34 0.91
Ads/promotion films collaboration -1.829
Female(214) 3.50 0.77

**p<0.01, Results from Duncan's multiple comparisons of means are indicated as a>b>c>d

(Table 8) Difference of purchase intention according to the gender of customer with regard to the types of fashion art

marketing
Types N M SD t
. ) Male(128) 2.94 0.89
Art foundation sponsorship —3.357**
Female(214) 325 0.78
. . Male(128) 297 0.88
Artist sponsorship — 3.549%%*
Female(214) 328 0.71
. Male(128) 325 0.96
Product collaboration —2.587*
Female(214) 348 0.70
) ) Male(128) 2.98 0.92
Store/display collaboration —2.146*
Female(214) 3.18 0.76
) ) Male(128) 293 0.93
Ads/promotion films collaboration —2.680%*
Female(214) 3.18 0.78

*p<0.05, *¥p<0.01, ***p<0.001, Results from Duncan's multiple comparisons of means are indicated as a>b>c>d
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3. Customer attitudes toward fashion art mar-
keting and purchase intention by the types of
fashion art marketing

1) Effect of consumers’attitudes toward the
sponsorship for art foundation on purchase intention
of the sponsor brand products

OFEAT Felof tiak Aula} gt Frjelwo
n) 2 GS thE 3| AEAL B 223 A=
(Table 9)9F I} 3| ARG AP 574%= Lt
ERAL AR SAR F=151.88, -2 P<0010]4
SAHCE FofatA UE, 3R E o] e o=
727t gl Ao s dHE e ofEA T $o
ek &nlA st St ejme fofet G mA|
= Ao Yeiylth gl lojA= Ak
=47, p<.001)7} 7} =11
p<001), AX=(B=12, p<001)2] & W YTk

2) Effect of consumer attitudes toward artist
sponsorship on purchase intention of the sponsor
brand products

obe| AE Flo] gt )4} Bws} Fufole]
A 9FE v AHEAE Bl ASe A

H A o LY

(Table 10)¥} ket ool dge2 57.2%,
F=150.83 0.2 942 P<00194 EAACR &
oJstA uetd, 3ARF 9] geiols Felvt §
© AR BAEQITE ofE|AE Fof thet Az}
Bt ool ieo]l fofdt JRFE miAle AR Y
Ehgth gFFElol o= ZItHaTHB=47, p<.001)
7b 7P =9kaL, T vhEo] BRE(B=27, p<.001),
AAE(B=17, p<.001)9] =& LpepytTh

3) Effect of consumer attitudes toward product
collaboration on purchase intention
(Table 11)> AEFHA Fefe] A ot=EnAH
of thet axu|A} =7} s AlEe] oo |
e T2 s 2AAe S8 243 Aol
ok 3R] Al 55.7%, 78 SAIR F=213.30
fo)% P<001o)4 BAH R FofahAl vt
eht, myo] et 2102 vekith AEF el
3t 28R} e 8¢l & AAEE Q3 TUE
oF Zq &I}t Fujolme] gojdt QS X
Ao uehgrt o] Ak okE 2440l
2ElAAS5E oke 29 AR fgt 71 2
&l A E-2JA7} =t}= Lee and Han(2010)2)
B 2 x5}

E i

ko w2 orfo r[r

?-E;L
Ak AFA el w3t 7 =

(Table 9) Effect of consumers’attitudes toward the sponsorship for art foundation on purchase intention of the sponsor

brand products

Dependent variable | Independent variable B B t R F
(Constant) 0.25 1.767
. ) Effect expectations 047 047 10.838***
Purchase intention 0.574 151.88%**
Preference levels 0.32 0.33 7. 474%%*
Awareness 0.09 0.12 3.173%%*

410,001

(Table 10) Effect of consumer attitudes toward artist sponsorship on purchase intention of the sponsor brand products

Dependent variable | Independent variable B B t R F
(Constant) 045 3.389%*
. ) Effect expectations 047 047 10.239%**
Purchase intention 0.572 150.83***
Preference levels 0.25 027 5.365%**
Awareness 0.12 0.17 4.232%%%

#5001, *%<0,001
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(Table 11) Effect of consumer attitudes toward product collaboration on purchase intention

Dependent variable | Independent variable B B t R Modified B F
(Constant) 0.32 2.111%*
. . Effect expectations 0.50 0.47 9407
Purchase intention 0.557 0.555 213.30%**
Preference levels 0.34 0.34 6.783%**
Awareness - - -

p<0.5, **%p<0,001

o] oo mjAle FFHNMe THE(B=
A7, p<.001)7} 7] aTHB=.34, p<001)ET} ¢ =
= AR Yegon, A Es o Eel f-9
o FF WAL gl AeR et AEddS
ALlet o2 FEolA= ezl 7 g 9
F& VR 8o Zdiadely, AlEd Aol

p

FojolEe] g e e nlxE aglo] B3t
Sete Ao] FREL AF B BPEL HAS
U AE Z2HoR WS gyeln, T
ool gt AH Aol Sl WSS fE
4 9 Rolth webd AERS] Al A
Hol ek a4 TgEst PR 92
S 9k 38 Aok Fo] 53] wol mejHol

=2
e
2 oqle ot HU b KU O O opi ol ot 2

3 Aoz Ardt w3 AEAY) 4
Aol puolee] WA} folsiA e Ao
»}E}ﬁ%%, hes] AR ERE ek aA o
AEA gt AAe WSt gl Ao
A}aﬂu} g7 AERY $7ol 57 ok=np
49 F AN M e PO Yend
Zherei, molws) urER) e AR EE A

4) Effect of consumer attitudes toward store/
display collaboration on purchase intention

B2 tazdo] Aol i 4 HEst
pojelwe] mAL A tE HARLL o
A% ATH= (Table 12)2} 2ke}. 37w ge] 4

HY L 574%, AA EAT F=152.098% S-o]5z
P<0010]4 BAH 0% gola7] et mao] g
Aol F2)7} gl Ao® UeRge (Table 12)
oA m whel zro], opEe} WA YRe] Bt T
~zZdlo] Feo] digt AHA dwst o olwo]
sARos Golgt AFe vAL RS Uehy
o}, rjelmo] mlAls g7t PaZdo] Aol of
o 2u)7 BE gol W GgkEe] 2] A
(B=41, p<.001), SZE(B=37, p<.001), QIA|%=(B=
09, p<.05)°] oz Ueht, 37 BE 2l & 7|
QET Pl AP 2 AFe mAE Ao
= et

22e) e BAE ou|xE skt Rolgkn
o 4 glon], 2ulgete] BAS WHHA QA
F Stolch Ee 4] oS Fal, AulxpelA) B
WEo| 2o ATt EASHE B Sol4 ©
e B3 42 AP AW sto] 7Y of et
Aglo] ThoRe MBS B3 g Amek ARY
Aol i w7 fau}(Lee & Lee, 2011). 292
So ByCe) R B 2B dolo] 4 7

e e R

(Table 12) Effect of consumer attitudes toward store/display collaboration on purchase intention

Dependent variable | Independent variable B B t R Modified R* F
(Constant) 0.31 2.331*
) ) Effect expectation 0.37 0.37 6.815%**
Purchase intention 0.574 0.571 152.098%**
Preference levels 0.41 0.41 8.136%**
Awareness 0.06 0.09 2.070*

<005, *#p<0.01, **%<0.001
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5) Effect of consumer attitudes toward ads/
promotion film collaboration on purchase intention

T3 - AR HQlof| st AH|AF HEs} A=
Tzl A= FFE tE JHEHE Sl
%8 ATH= (Table 13)7 7okt 3]7) o)

Amg e 563%, AA EAZ F218.6728 995
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(Table 13) Effect of consumer attitudes toward ads/promotion film collaboration on purchase intention

Dependent variable | Independent variable B B t R Modified R F
(Constant) 0.31 2.238*
) ) Effect expectations 0.57 0.56 11.253%**
Purchase intention 0.563 0.561 218.672%**
Preference levels 0.24 0.25 5.092%**
Awareness - - -

#p<0.05, **¥p<0.001
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