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Abstract

Fast fashion brand marketers should develop marketing strategies that effectively satisfy the values consumers
seek when purchasing fast fashion brands. This study aimed to identify the consumption value factors of fast fashion
brands and to reveal the value factors that influence attitudes toward purchasing fast fashion brands. Data were
gathered by surveying university students in the Seoul metropolitan area using convenience sampling. Three hundred
and five questionnaires were used in the statistical analysis, which consisted of exploratory factor analysis using
SPSS and confirmatory factor analysis and path analysis using AMOS. The factor analysis revealed the following
six value factors: Emotional value, social value, price/value for money, durability value, eco-value, and consistency
value. The fit statistic for the six-factor model was quite acceptable. Two of the six value factors, emotional value
and price/value for money, positively influenced attitudes toward purchasing fast fashion brands. The overall fits
of the revealed model suggested that the model fit the data well. The results suggested that fast fashion marketers
need to understand the value factors that motivate consumers to purchase fast fashion brands. In addition, marketers
should focus their efforts on satisfying emotional value and price/value for money in order to establish their brands
in the increasingly competitive fast fashion industry.
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II. Background

1. Attitudes toward purchasing fast fashion
brands
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Purchasing Fast Fashion Brands
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{Fig. 1) Hypothesized model

- 473 -



122 AH|ZFR|7}F AE S|4

2. Measurement and analysis
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o Sled HEA F Sl B AuAE Al
9J3t 305575 Ao AHgsEATE FAA AHL

H guxte] BgdHe W 22.034(SD=227)%
o, o4 15378(50.2%) ‘B4 15275(49. 8%)01%}
SeAte) WaE JH*S! BHE Tog o] HFe
4.74(SD=1.13)2A] %7t kel 4rc}h 7] Upebgt.
weba] Sebake] iAE s Pt okt &
E

IV. Results and Discussion

1. Exploratory Factor analysis

aH| 7R e} S AE s HE Sufeie W
Sof s FHA aeAe AN Qolk
A Aol AlZ=f A A= (Table 1), (Table 2)

A2 Hrygsldct Z-zke] A e o] 16.61%, 16.40%,
15.00%, 9.03%, 8.71%, 8.55%2A] & AL 7431%
2 Uehygdth 3t Cronbach’s a= A4 71x]=
85, A48 7P 89, 72 dhu] bAs 85, T
A 7HR = 71, o3 7= 77, 93 7FRE 60
o= UepA 23ETe Y Buge 2zt
glcka wh,
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2 A 2R7HAE SAsk=t lolA 4800 g w@o] 1719 ajler, WA FHof otk &
o2 1A% Sweeney and Soutar(2001)2] PERVAL gt Ad3A 7|50 i3k Balo] E ThE 1749 &
Aol 189102 4% Chan and Wong(2012)2] oz #e, FEHU. webd W4 89,
HEg AR tiZel B A 22 24 o A 8oz Hyosith E3 2 LHAE
HE= 5709 glog yehd Aoz oAtelqich Ao 2 3t Sweeney and Soutar(2001)2] o1Lof 4]
JE PERVAL A0 ALSjA 9l A4 89l, = Aol F84/4d% 89, A4 82, 714 of
7H diEl 7] 82l F848E 8919 4890 & B 7HA 82l AFRA 8919 AR et 1
FAE 8ol 2719 89ler 2o, FEHU 2y & dFolAe AMA 22 AR 84, 7t
o F8/4% 899 2% FolA & oA 2 dfr] 7FA] &2, Y4 82, o= 819l %}J&*é
oF 8 W FEeES BATP Y 2870l . 8919 AR YENTh o3t A= T 4]
AHAZ A T, AES] Rt Yol B Abs T 8948 7P S8AI8ks Aol v,
(Table 1) Factor analysis for consumption values
Factor Item Factor loading
Fast fashion would make me feel good. .83
Fast fashion would make me want to wear it. .81
. Fast fashion would give me pleasure. 73
Emotional value
Fast fashion is one that I would enjoy. 72
Fast fashion is one that I would feel relaxed about wearing .62
Eigenvalue=3.16, Total variance explained = 16.61, Cronbach’s a = .85
Fast fashion would improve the way I am perceived. .86
Fast fashion would make a good impression on other people. .83
Social value Fast fashion would help me to feel acceptable. .83
Fast fashion would give its owner social approval. 78
Eigenvalue = 3.12, Total variance explained = 16.40, Cronbach’s a = .89
Fast fashion would be economical. .85
. Fast fashion is a good product for the price. .81
value I;r(::er/noney Fast fashion offers value for money. .80
Fast fashion is reasonably priced. 77
Eigenvalue = 2.85, Total variance explained = 15.00, Cronbach’s a = .85
Fast fashion would not last a long time.* .87
Durability value Fast fashion has poor workmanship.* .83
Eigenvalue = 1.72, Total variance explained = 9.03, Cronbach’s a = .71
Fast fashion is safe to the environment. .85
Eco-value Fast fashion would be recycled in the future. .83
Eigenvalue = 1.66, Total variance explained = 8.71,  Cronbach’s a = .77
Fast fashion would perform consistently. .86
Consistency value | Fast fashion brands have consistent quality. .66
Eigenvalue = 1.63, Total variance explained = 8.55, Cronbach’s a = .60

Note. * Means reverse scored item.
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(Table 2) Factor analysis for attitudes toward purchasing
fast fashion brands

Item Factor loading
Punishing - Rewarding 92
Unpleasant - Pleasant 91

Bad - Good 90
Harmful - Beneficial 90

Eigenvalue = 3.29, Total variance explained = 82.32,
Cronbach’s a = .93

U 28R A 290E M SaAdthe
A& vehdith wheba] Aol weh FaAl o
71= 7HAJel Abol7t Sl & = SIsieh ERE o2
7S E4st7] fsll 7 ste] ARgRt Chan and
Wong(2012)9] o5 sjd 4nv| 272 1712 aQle
2 FA4He] Sl & dAtolde AR 1
ol AlejE & 27go] 1891072 FEEh
ujebA B el golelel & 67e] aglo] A
3her Ao vebuth

HPAE s HlE Fufgies 7] 8Rle s o
it on, & AWEe 82.32%= LtERITth Cronbach’s
ot 930 UEhbH 2AET Y Byl B
AZE ek ok

2. Confirmatory factor analysis

ANE gl APAS BAsh] Aol gy
2984 ARE A st A a9
4 AN 6719 Ao et 2u)71
o daAE 689 B o Axstglon], dU
PO veht Fjej o gsjAs 129 myo
2 A3kt

axB|7hA o)) it A3 A= (Table 3)7 2
ow, 7+ @ SAMTE 11 JAHAS 2
T golatA] LhekThp<.000). Z1d] 10 o)4e]
A A 4x(modification index)”7} 157 2 eSO,

(Table 3) Fit statistics for measures

LY

Bae(2011)of] 9J3A] 6712 &2 a2l Wf S22t
A} (within-factor correlated measurement error)7HS
&gttt FufEl=s 10 o)) 44 A 4x(modifi-
cation index)7} 17} LpeFE, o]of Tt F44HS 3
garolet. an7HRe] B9, i 05 olal $
Mo gelah LehkoLy RMRS 052 Lheht
oh 123 AGFI% GFIE HAe] A3y 29
903t} WA UEpoL, CRIsh TLIS| X4k 3
o] Ag4ael 90 o[4Le.2 Lheptrh. Bae2011)
= dubH o R wE A7 TshA] o2 CFI7E 4
FAA2E gol olgattiy sgich wehA L)
7FA] 9] CFI7} .90 o)kt thar 4| vrehbAl GFI
9} AGFI7} .90 o]at2 WA YeluyxE EAA] XA
U=rhal 2o o] Ao ol AFEA 19
PAE s HeCof thek aH|7bR ) AYE A
A2 74, AFRA 7R, 7HA iR 7k, WeEd
A, o= 742, g 7hA 9] of Al ZhA|ehar & 4=
Uk

T 2EAE WAL RE W 7HA] 7R E A E
PERVAL H:=E o] &3t3& u = 2B|AE of
doze tl 7HA 7R yEhd dake A
AL 27wl U AE Helth dey
HAE s BEeh= S40] SJeiA] Uehds
= Qlth E3F 53 AH|AE SR §F Sweeney
and Soutar(2001)2] @A-7¢} th=A Agelo] F2/
4% fel, AAE 83, 742 gl 74 2, A8
A @99 £AR Ughgth ol 3% Au|xpe}
okl S awiAe HAH 2918 A Fa4
Fehe Ao Halth e WAL A B
of thsiArt A2 7t S FaAl Tk AY
T Qdeh o] At sjAE sjd B
R &H|7RA7F m7PE R Apolzt EAskaL, Ao
ST FoA] o7]= 7R Aol 7t 9l
Uehdiet,

HAE 4 PulEEE Kol EAMOR Hel

o

o
o N & > [n

Measures X p RMR GFI | AGFI TLI CFI
Consumption values 490.19 .00 .05 .88 .85 92 93
Attitudes toward purchasing fast fashion brands .149 .70 .00 1.00 .99 1.01 1.00
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37 YERFA] ke ® olgl, RMRE .05 o]3}
2 UERd ERF BE AR Aavt HH9] A
el 1 E= 1of 7HAl WeRge. ©A] TLIZY

19k &3 27 ek, Bac2011) TLI 3t
o] kA0 0~1 Afolof GOt 1 ¥SIE Ho]
25 gt sgonE BAY} gk Bt of
Aol AR Aol o ¥ ATOIA Mg WS
52 By AFshed 2AV goka Ba, a7
A 22 #s17] S8 ke BAY AREAE A
A3kt

3. Hypothesized relationship test

HAE A o) folF JFS F
7S Brel7) $iete] TRHAAG o4
BAsT RPHA B R
A2 e o] Ui XJZHEH#OMI

rr

£ P

of

!
Q"gtﬂ

¢

1~J

l‘_\"l
‘2 of

3

|

%] 125

g wygo gt A3y A3HE EH(Table 4),
X’gkol .05 o3tz EAH R FolsHA Yerge
o], RMRL .06° 2 eyt 18 AGFIE A <)
gk ohE A3 A(GFL TLI, CFI)7} B 2 A]
2gHA 71241 909 7P ALY 1 oo 2 el
o} E3] A3d A= gol AHe-sk= CFIZE 932
B2A A A S F 7P =A Uegeng, A%
ol EAIZE glekal 2ot AAE A AS €
of A HAA|El Q- FUHHORE A& K
otk X3S ARER e Q32 33Xt} Hojof
Sh=d|(Bae, 2011), =35 2F=Fol 3t Qa2
233084 3 o|atR UehbA] AlAE Ry Tt A4m
9] & AYLEE HoFiitt wetd FHFRF S

Hejato] A= sld HAE FojEEe] o3
IS FE 2971 AnRst
2Zn ol A T ] thEA TR squared

multiple correlation: R*)o] 328 Uehgth wabA

T2 %@Ol HVM ROIE 7H **4474] T =9 32%7F o3k FIFgFS = *Hlﬂili’l
8= A& ofY AT, Al ZF 2915 7+ Hl AR 7EA, 7HA ] ZER o Sjs R E
oA AHAAE AAste] A5k e 7t == & & Utk 30% o] HuA w2 v‘i‘—&%
2] 8RIE Ztoll AIAIE Hol= Ao] drbao|n 2 2o 23 712 28500 d8f o= A=
2, vy AaAE AAsks Aol stk 2 A= Qtk= AS vepdn oheba 7HA] 291
o} AF2E 10 o)e] Ao 2 3 LR ol g e =] 30% o|/de] At A
FTEARS 5|85l Y RF Y AYEE AMESHS (Table 4)9] =2 A= & Armyo] & 7y
o} FE4hE 5183 o) Bae(2011)7} AAIRI 2 & StE e AE Yu)gith
ool Fxo At Tty ARy F22; b AT 2P Fott AEASE B, (Fig. 2)9
of F4kE 5-8okA] AUt E AV & ol &n7tAE FolA FA A }?'49} 7+ ]
oot YWAHA=Y] 540} Thoe FRANS § 7RO A oo o]2= HZRE Fo5tA HL
BoA] o, LR et Ttol|E FEAkE 518 S THp<0.001). o]2fgt A= HAE s B
SER] otk whEkA] 3709 22 2l Y S} Cof gk £8|7HA] 9] A2 FAF 7HA], *}Q@]
#AkS S 8skleh 8 & a7 oA g 7HA, 744 ] 7R, W 7RAL, ol 2 7HA], o
o] o]2&= A=7F fo5HR] G2 AE AAE 3 g 7HA 9 oA ZEA o, ol §-2) 42l
FEUAA Y BAE oA AABKTE 2E 4 FEFE T 7= BAA 7HA 9} 744 din] 7HA]
H 2E ] AL (Table 4)2F 2o, {93 & Trolgh= A& YJuigith. o] 2igt A= HAE o
3} % 2 A5 (regression weights) 2} 48 & A A| A BRSO gt An7FR] T Bo]= AT o)
gk AL (Fig. 2)¢F 2t HEo §oQl FFE F= HEE A HWol=
(Table 4) Fit Statistics for model in Fig. 2

Measures X P RMR GFI AGFI TLI CFI

N=305 493.95 .00 .06 88 84 92 93
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Social Value

Price/Value for

Attitude toward

Money

Consistency
Value

Purchasing Fast
Fashion Brands

<03, Fp<.01, *4p<.001

(Fig. 2) Path coefficient in the hypothesized model

Ao 2 4 B Tt ul4 olshE T
AHoln AAHOR AR AE Hojzch
aejn u el BBl A +Ye Hs
s g,

Fofat AL WS vy, uE Lo
bk w3k A2e] 27)8 B, A A7
4602 A Fow, theom A4 iyl X7t
172 Vbt o]4be] ARk Aw4t SAE o)
HHASES Qi Ao g3 2L 4L Fas
2, 223 el dhat wee xS Alpcta
A4S HAE W RS e Pl
7 B0l oleks AL ojulatc. 1o 3 EAL @
Ao Bzel mlX Gapo] Y NS Lol
Ak o 27 oS
& AEY ARE G
AL Zenlzt ofaf 4] F4lol
A3k, oA AL Hek 43 A Fee
GRS Ak & 28 7HXo] that olshE A4

SRS 7He] AREAE B, A4 7
A 7% 742 HH] XA 7H S A
£ Algstn mE FolslA etutt. olejst At

o
ey
i)

+ Sweeney and Soutar(2001)¢] Zx}e} U Xx|gic.
Sheth et al.(1991a)-2 7} AP E0] A2 =A<

Zolgtal 519 21}, Sweeney and Soutar(2001)= 2}
HEo] AHIAE H ook AgdtsES &
A= PERVAL Hk 7HA] 58] AaAE A4t
Atet A3t mE g AHAE ook 2 A
TFollA= W 7hARke] A A 7R e 7HA o
H] 7R oF ABBA L glrhs A HAE gl 2
Ao e aHRTE A Aste WY 77 2

A} 7t A= Aol gtk AL ou|glith 4|
7HA] 8215 7o fojFl AaaAe] A7) B
H, XA 7FR| L 7 ] 7hx] k] ARe] 55
2 7P =1, oy o' HAH 7ER7E AR 7HA
oFo] A2 547 yEbgth 1e|a ARSlE 7hz) et
o3 Zhx|eke] At o Zhx|eF Ay 7HA] €]
e A9F JepygTh E3E AHE A 7hR)ek A
7HA] 9] A 42, 7+ o] 7hx] b A3 714
O] Ak 39, FAA 7iRet d|A 7hA 9 A
2 37, WA 7HRIeE A 7HR] ] A 36,
BAA 7EAeE o3 7k o) A 31, ARSI 7t
219} 744 diu] 7hx] 9] A2 30, 714 gid] 71|
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V. Conclusion
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