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ABSTRACT

Retro fashion can be defined as re-applied and re-created fashion style where a certain period
or a specific style in the past would be recalled. As a unique cultural phenomenon, the 'retro'
style has affected not only our daily lives, but also the fashion industry. The purpose of this
study is to explore the relationship between the nostalgia and consumer purchase behaviors of
retro fashion products in Korea. The data was collected using a self-administered online survey of
224 respondents. The results show that the sub-elements of nostalgia include personal and histor-
ical nostalgia. The personal nostalgia positively influences consumers' purchase intention of retro
fashion products, whereas historical nostalgia negatively affects retro purchase intention.
Interestingly, the moderating effects of self-connection and age of respondents on the relationship
between nostalgia and retro purchase intention was identified. The findings highlight the potential
role of retro fashion on modern society, as it can overturn any concerns people may have about
the gloomy future and the harsh reality.

Key words: nostalgia(*c 22® 7] ¢]), purchase intension(7-"} 2] %), retro fashion(523L 7 4),
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(Table 1) Factor Analysis of Personal Nostalgia
Factor Content Factor Eigen Cumulative Cronbach
Loading value Variance % a
I would be willing to buy fashion products 814
from popular fashion brands in my youth ’
Factor 1: o :
Personal I would be willing to use fashion products 894
. from beloved fashion brands in my youth. ’ 2.100 34.999 773
nostalgia__
fashion brand I have been interested in goods from
popular fashion brands in my youth 774
more than products from other brands.
Sometimes I miss youth and the happy 859
Factor 2: |moments in the past ’
Persogal I have happy memories and experiences 786 1848 65.802 683
nostalgia__ |in the past.
general I think that I was happier when I was 692
younger. ’
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(Table 2> Factor Analysis of Self-connection towards Retro Fashion
Factor Content Factor Eigen Cumulative | Cronbach
Loading value Variance % a
Retro fashion fits my life to some extent 862
Self—A Retro fashion fits my appearance well. 895 2179 72,628 809
connection Wearing retro fashion products can represent 797
what I think. ’
(Table 3> The Effect of Personal Nostalgia and Historical Nostalgia on Retro Fashion Purchase Intention
Independent variables B VIF D R F
Personal nostalgia__general 0.142 1.052 0.028 *
Personal nostalgia__ fashion brands 0.239 1.024 0.000 #** -
. ; ; - 0.127 7.981%**
Historic nostalgia_social knowledge -0.197 1.264 0.006 **
Historic nostalgia__mass culture 0.124 1.277 0.082

Dependent variable: Purchase intention of retro fashion

001, *F X 01, *pX.05
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