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Abstract

The purpose of this study is to examine and compare effects of psychological factors on
market mavenism and fashion leadership in order to determine the differences of two
influential groups in the marketplace. The data were collected from 20’s-50’s consumers
through an online survey institute and a total of 857 questionnaires were analyzed.
Demographic variables (gender, age, and income level) were entered into the regression
model 1 as independent variables, and 6 factors of consumer self—confidence, clothing
involvement, status consumption, and price consciousness were entered into the regression
model 2. In the regression model 1, gender (female) alone was significant in explaining
market mavenism, while the income level had a positive relationship with fashion
leadership. In the regression model 2, information acquisition, social outcome, persuasion
knowledge among consumer self-confidence, and status consumption were significant
predictors of market mavenism. On the other hand, personal outcome, social outcome,
persuasion knowledge, clothing involvement, and status consumption had an effect on the
fashion leadership. When comparing magnitudes of effects in predicting market mavenism
and fashion leadership, social outcome and status consumption showed to have stronger
impacts on fashion leadership than on market mavenism. Psychological factors showed to
be more powerful in predicting market mavenism or fashion leadership, as compared to
demographic variables.
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oo <ol EMA  QOIEA M 24
(Cronbach’s a)2 O0IS0IRULCH MY H2HL S
ST HE HaE IYsh| fd O=s3H=ES
=2 AAIGIZCH, WS B9 H&E XI0IE Hlu
St o BIEZES 3HAH= gt HEQX S
01=235t0 TEHEZS ASSHUTH
V. 32210 L =9

1. QOUEA L NZE 24

SHCFU ALEE HaS2 JHER REXE WY
StJ| <ol Hi2lHA SIMBE 0|88t QAUEANE 4

AISHRACE SS40| 0.50156101 22T 1
28, XfA8 128) ROIL60l 0.5 Olote!
VAZEY 2280] =3 MAHZACL Table 12 Al
& MEHN K8 HdE"EHo Q24 ZiZ,
71.66%2) FRAHES LIEFACH St
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Table 1. Factor Analysis of Market Mavenism and Fashion Leadership

10
Hu
=
e
M0 e MO

N
o
HL
jw]
rr
>
o 04
[

Factor Eigen Value
Factors and Items Mean (SD) [— (% of
variance)
Market Mavenism (Mean=4.63, SD=1.01, a=.889)
| like introducing my friends to shopping for previously owned | 4.60 (1.30) 787
products.
| like helping people by providing them with information about many | 4.74 (1.22) .850
kinds of products.
People ask me for information about products, places to shop, or | 4.28 (1.30) .736
sales.
If someone asked where to get the best buy on several types of | 4.83 (1.15) 782
products, | could tell him or her where to shop. 4.06
My friends think of me as a good source of information when it | 4.66 (1.24) .838 (40.57)
comes to new products or sales.
Think about a person who has information about a variety of
products and likes to share this information with others. This
person knows about new products, sales, and so on, (where to 4.68 (1.10) 783
acquire them, and what the price should be,) but does not ' ' ’
necessarily feel he or she is an expert on one particular product.
How well would you say this description fits you?
Fashion Leadership (Mean=3.99, SD=1.14, a=.909)
It is important for me to be a fashion leader. 4.00 (1.28) .851
| am aware of fashion trends and want to be one of the first to try | 4.03 (1.26) .858
them. 3.11
| am the first to try new fashion: therefore, many people regard me | 3.80 (1.31) 792 (31.10)
as being a fashion leader.
| always buy at least one outfit of the latest fashion. 4.14 (1.40) 826

Total % of variance = 71.66 (KMO = .914, Bartlett’s test X’ = 5453.8, p=.000)
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Table 2. Factor Analysis of Psychological Factors

Factor Eigen Value
ltems Mean (SD) . (% of
loadings .
variance)
Consumer Self—Confidence
Persuasion Knowledge (Mean=4.61, SD= .83, a=.907)
| know when an offer is “too good to be true". 4.49 (1.01)| .724
| can tell when an offer has strings attached. 4.40 (1.01)| .792
| have no trouble understanding the bargaining tactics used by 454 (1.04)| 804 450
salespersons. (15.57)
| know when a marketer is pressuring me to buy. 4.88 (.98) 765
| can see through sales gimmicks used to get consumers to buy. 4.69 (1.00)| .818
| can separate fact from fantasy in advertising. 468 (1.01)| .767
Social Outcomes (Mean=4.21, SD=1.02, a=.910)
My friends are impressed with my ability to make satisfying 405 (1.21)| 845
purchases.
| impress people with the purchases | make. 418 (1.16)| .824 3.88
My neighbors admire my decorating ability. 4.01 (1.25)| .858 (13.40)
| have the ability to give good presents. 4.43 (1.16)| .590
| get compliments from others on my purchase decisions. 4.37 (1.16)| .785
Market Interfaces (Mean=4.28, SD=1.06, a=.880)
| am afraid to "ask to speak to the manager."(R) 4.69 (1.30)| .799
| don't like to tell salesperson something is wrong in the store.(R) 3.70 (1.28)| .675
| have a hard time saying no to a salesperson.(R) 4.55(1.36)| .818 (132'5269)
| am too timid when problems arise while shopping.(R) 4.24 (1.28)| .866 '
| am hesitant to complain whens hopping.(R) 4,19 (1.25)| .868
Information Aquisition (Mean=4.83, SD=.84, a =.882)
| know where to find the information | need prior to making a 4.93 (.95) 812
purchase.
| know where to look to find the product information | need. 4,91 (1.00)| .629 3.9
| am confident in my ability to research important purchases. 4.88 (1.06)| .791 (1 1' 33)
| know the right questions to ask when shopping. 477 (1.02)| .556 '
| haye the skills required to obtain needed information before 466 (1.03)| 700
making important purchases.
Personal Outcomes (Mean=3.97, SD=.82, a =.780)
| often have doubts about the purchase decisions | make.(R) 3.90 (1.12)| .858
| frequently agonize over what to buy.(R) 3.53 (1.16) | .658 569
| often wonder if I've made the right purchase selection.(R) 3.57 (1.06) | .811 (9'27)
| never seem to buy the right thing for me.(R) 4.61 (1.15)| .559 ’
Too often the things | buy are not satisfying.(R) 4.25(1.10)| .609
Consideration-Set Formation (Mean=4.83, SD=.85, a =.803)
| can tell which brands meet my expectations. 477 (1.05)| .765 516
| trust my own judgment when deciding which brands to consider. 4.90 (.88) .504 (7'45)
| can focus easily on a few good brands when making a decision. 4.82 (1.06)| .710 )

Total % of variance = 69.31 (KMO = .924; Bartlett's test x° = 156593.9, p=.000)
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S0 AU AAZE R0 248 Zt A0 et ARIZ=2 XU JAen, DHHIELE B
(Table 2), BEES, NAZEY, JHoIA Zu, A OHAFRISl EHOH=HOILE Y8t HRERH IS
A Z, dSKA, AMEEE 612 R0 2358 + U= S0l JACtD AM2SHCH 0 diok
FEHACH(FHEYHS 69.31%), 0l= LA JHOIA S| B#(3.97)2 78 T2 2E(4.0)0
AN HIAISH CHRFE X9 L XIoHACHBearden et 2EGHH LIELE, Atal] 2OHZE 0l CHoll 2 RAS
al., 2001; Chelminsk and Coutlers, 2007; Clark ) SE0f Delotes N2 cHAe = UCH
et al.,, 2008). L0I¥ AT A= .780-.913 Al OlsZNST, NRAH|, JIZEQA A 019 &&
0l2 LIEFSCH AHIAF KHalZE R019] HRgE 4t AYHH0| 74.34%0|0, &2/&IF .89 Ol&4Cz =28
HEH, HBES(M=4.83)3 NAZEH(M=4.83)0] 2t HINE =2 WEYAES LIEHHACKTable 2)
S =2 RS UENCH, 8SXIAl(M=4.61) IHEAQAI(M=5.14)10t =20 = (M=5.10)2] Hat
NEEE(M=4.28), Atal& St (M=4.21), 1= X T = LEL SEAE2 JE0 Z0tHAE 2
BHM=3.97) =0IRULCt. SHAES JAZHN 2R 52 SRAlote A &€ = AT
st HEES0ILE NS S0 Hest DHAST
Table 2. Continued

Eigen Value
ltems Mean (SD) loF:c;tn‘gs g(°_/o of
variance)

Other Psychological Variables
Clothing Involvement (Mean=5.10, SD=.94, a=.913)

Compare to other categories, the clothing product is important to me. | 5.17 (1.04)| .856

It matter a lot which clothing | buy. 5.34 (1.01)| .835 3.69

| have a strong interest in clothing. 4.99 (1.23)| .818 (26.33)

| value clothing as an important part of my life. 4.97 (1.06)| .711

Clothing means a lot to me. 5.04 (1.14)| .783

Status Consumption (Mean=4.11, SD=1.16, 0=.900)

| would buy a product just because it has status. 4.16 (1.28)| .871

| am interested in new products with status. 424 (1.26)| .817 3.21

| would pay more for a product if it had status. 3.97 (1.35)| .861 (22.93)

A product is more valuable to me if it has some snob appeal. 4.05 (1.38)| .848

Price Consciousness (Mean=5.14, SD=.91, a=.890)

| am willing to go to extra effort to find lower prices. 5.37 (1.03)| .802

| will shop at more than one store to take advantage of low prices. 4.81 (1.15)| .833

The mone indi i i i 3.51

e eﬁort?/ saved by finding lower prices is usually worth the time 5.16 (1.08)| .861 (25.08)

| would always shop at more than one store to find low prices. 5.05 (1.16)| .829

The time it takes to find lower prices is usually worth the effort. 5.30 (1.06)| .692

Total % of variance = 74.335 (KMO = .893; Bartlett's test x° = 8354.63, p=.000)
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Table 3. Regression Analysis on Market Mavenism and Fashion Leadership

Market Mavenism

Fashion Leadership

Beta
difference test

Regression Model 1 B B t p B B t p
Demographics
Gender 209 | 103 [ 3.041 | .002 | .107 | .047 | 1.379 | .168 | t= 0.99
Age -.003 | -.028 | -.804 | .421 | -.003 | -.027 | -.773 | .440
Income .035 | .049 [ 1.373 | .170 | .084 | .103 | 2.922 | .004 | t=—1.28
Model summary
F 3.782xx 3.458*
R? .013 .012
Adj. R? .010 .009
Market Mavenism Fashion Leadership Beta
Regression Model 2 B B t p B B t p difference test
Demographics
Gender .084 | .042 | 1.650 | .099 | -.086 | —.038 |-1.885| .060
Age .001 | .009 | .362 | .718 | -.002 | —.022 |-1.093| .275
Income -.021 | -.029 |-1.143| .253 | .009 | .011 | .525 | .600
Consumer Self Confidence
Information Acquisition 435 | .360 | 9.478 | .000 | —.048 | —.035 |—1.156| .248 | t= 6.28*x
ggﬁ;ﬁ%ﬁ“on_sa 026 | 022 | 602 | 548 | .021 | .016 | 544 | .587
Personal Outcomes -.044 | -.036 |-1.253| .211 | -.068 | —.049 |-2.165| .031 | t=-0.51
Social Outcomes 343 | .347 | 9.853 | .000 | .480 | .431 |15.390| .000 | t=—2.94*x
Persuasion Knowledge -113 | -.093 [-2.949| .003 | -.111 | -.081 |-3.226( .001 [ t= 0.04
Marketplace Interfaces .048 | .050 | 1.856 | .064 | -.014 | -.013 | —.602 | .547
Other psychological factors
Clothing Involvement .020 | .019 .551 582 | .286 .237 | 8.857 | .000 | t=—5.50%*=
Status Consumption 126 | 144 | 4632 | .000 | .395 | .400 |16.200| .000 | t=—=7.37**x
Price Consciousness .062 | .056 | 1.864 | .063 | -.037 | -.029 [-1.231| .219
Model summary
F 73.623%xx 156.996%**
R? 511 .691
Adj. R? 504 .686
Durbin— Watson 1.115 1.654

*p<.05, *»*p<.01, »+xp<.001
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