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ABSTRACT

As a method to satisfy needs and emotions of consumers who pursue diversity, the use of
Kitsch in the fashion industry has been increased. Previous studies on Kitsch fashion have focused
on qualitative research on the characteristics of Kitsch product, and little empirical researches
have been conducted on consumer attitude such as consumer response to Kitsch products and
brand equity. Therefore, the purpose of this study are 1) to investigate comparisons of experi-
ential values (i.e., Aesthetic, Amusing, Cultural) with Kitsch product moderated by consumers'
characteristics (i.e., consumer uniqueness, fashion involvement), and 2) to explore the relationship
between experiential values and brand equity. Factor analysis, reliability analysis, ANOVA, and
structural equation model using SPSS 18.0 and AMOS 18.0 were used for the data analysis. 210
questionnaires were analyzed for this study. The results of this study were as follows. First, sig-
nificant difference in aesthetic values of Kitsch products were shown. Kitsch Product with nostal-
gic characteristics has higher aesthetic values than others. Specifically differences in experiential
values with Kitsch product were partially moderated by consumers' characteristics (i.e., consumer
uniqueness, fashion involvement), Second, cultural value had a positive influence on brand aware-
ness, while amusing and cultural values had a positive influence on brand image. Also aesthetic
and amusing values had a positive influence on brand loyalty. Academic and business implications
were discussed from this study.
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1. ME ofFE SEW MY BHAE kT JXE B85}
Z BAE9] NS gd@ake AH7E SUketa Slth
7% Wy W AETZA EAFE AZT 7 2} 20139 109 R27|xE A 2 (Jeremy Scott)
o7t Fofum|AHA sHele] vheFek g Aol = AelHE a2 g F AAHA A
US F8A H gleh dgde] erHe @A o AgAe Arglen 20149 AR % zex g
ANA A= b2k are] os) BYdstE AE Bt} 1% 2¥(Grand Palais) oA 7+ 3 lS HY
= EH 97 AL 22 T 5 Q= AT g TH(Chanel Opens a Supermarket for Fall 2014) 2=
Q77 AN Ak o) d 2R 279} 7HA FAZ ApdEFAEE E3 20149 F/W oS
59 & Wyez 714 (Kitsch) 7+ &5 3 vk ARG HAZE slojzede] Rds2 dds
7129 ApAA ejul= mgHo R By Igg A, ol FAL A9 ~2UAZE AN ddele 2%
A& AHES SEAY T IFEste] wE JE A8 E 2RAG A oz v
& A Bd ggaaE gy AES B A E%Eéﬁlﬂﬂ HAsle AFS 2

1) & Luicie-Smith, 1984). o1&1g 44 2w AL 7HE, oAlA o= AHola g
o] 1K= 1900 A EE o]|F fjgkate] BA A s Al A 7l>‘<lﬁﬂ*3_% o]z €] EMO}%‘{P Al
stE| 3 An7h FrhebdEA L ojurh &g on, Sk Aol Holy 7jele Aol2 EFalr] 9]
d Al3e] ol2HAM = EHZZ“ woldEEA 1 o shte] 94= AE JA o, Ul A
ou7t Fgsle] oo % FROZA AL S AEAE FAg g g 2Ed %bl ofol g
th 712= #Ael %%@% 7 wsks dAAA, 28 ARFHA 9vH(Song & Cho, 2013). 7141 A
23 SES 553 Aol dE B3E g #* #dd dgddre dvud WHJH*MI x84
= IAA mdo= wstsly Yok AAwe] A 712 AF(Kim & Kim, 1999), =W 71x314¢9 &
S e AREo SojuHa A AL = A3 gzel AR (Seo & Yang, 2000), 7134 <
thekst Bolo|AE 7]x AEldo] BL4E 7 QITHA. 287 EAo #3d A+(Song & Cho, 2013)5°]
Kim, 2014). SWalxE A= 2, 2NEL 5o 714 ged, dii 294 97 G dellse 7]
S& Fhste tEAQ ofo|ToR HolE 1y A Aol EAel tig A Ao JFH AU
B2 A "ol fAEZoT A 44 3o (Lee, 2006: Na & Jang, 2012), 714 x‘“ﬁ‘oﬂ &k
3 ¥ 5% AEAY, A 20129 A AA B Ao W Bl Ak Fof dFwe o

Bl S BHYoq o] EF 7S HAAD A3ATe A9 fle Aot
FEste] ofe]Fo® & 4 Yrh(H. Kim, 2014). b B ArdME 2ua EA6 mE 7124
ol HAA J1XE olx e W elEh Mt Foll e anAe] A4 749 zpe]g dolR
AN Holh Aols FH3Y] A% st 24 ANAAFA e 2uzr AFE 7Hx7 BAEALE
o, FUH AHAS ARAY AA% g vgF o WA 4T APEIA Ik B AT I
2t e ofolg o2 Al2E Y Irh(Song & Cho Hog F1XA Aol oA AFel g At
2013) gk Ao 2Ao] Hm, ARHoRE FF IH A
LAE 243 ok 71959 mAE A
o
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&R ARH JHAF BAS ARl nAE 9 A
II. O|2X & 2. 71X TMe| £
1. 7|x2| JHd 71212 A (Kitsch fashion)2 71X l&ol A @Ay sh
Ao ety A#EE Ades A7 | abuke

712 (kitsch) = TF2H$ A9 Z3ke e 7] A T R ASTE Ueille ddeR F
F5 AAsA EaA Eubste] tigo g Aakg 4 9 e A BFo AT AFAHA A, AT
& T AL guists gEH, BE A3 £ g AT Foll g FYAAE T3 AATL
&20] gho] & AMEo|y omAEL AIE ¢R o o|mAE AT EHE 7L Aok (Song
gojEo] AMEse] YTHKim & Kim, 1999: Luicie- & Cho, 2013). skl3ke] &<l 71X AL 1950
Smith, 1984). Moles(1977)¢ll ¢lat® 712]& of 2% Qo 2RE EARoR taus] AFsle 7]E9
B $EF02 BAT r= Fo] o= oS WX #Z AAAA ] gk vk AF2 F449
E3lH, Greenberge(1987) & @@ £319) 7Mx o= XA PAoE el Fopdth 71X AL 1950
TR EAE B ZeAur FaE 5 e o] % H]E(beat), HITIHO|(teddy boy), %Z(mods)
LEHA BES ZVe AFRES Y3 AAG & YA FZHE Hol7] AR, 19609d] o] %
(feF) E37t 71x8y AFstgnh AL B A} 2 39 (hippie) N A FA(punk)HAHSE ERG
PZo] A U= 4 A= gEAF AYALS Y ok EF 1980 U FE e A91A HAtold gl 945}
A% 99 Susk RE BA (A A, ssa A FE T2ERHUT AP0 vdebtow,
d A, AAA MHLE% HAG), A, F2, 4 tell Soix 711 AL stelsiAel BAglE Eﬂﬁ
3, vl 37 9 A dEene e 93E S A2 A 242 AZHT YrHKim, 1995).
dAET oy FAFHA °] nle] 7]1xE= ol o) ZIA e AFEAl tg MAPA+ Kim &
28 1 Ado] gEEste] EAF FHEEHA Bt Kim(1999) el w29 71X 2¥4 545 74
FRa AT heFsl A oHKim, 2001). 19909 23 A, FARA, G, AP, A4, $549 671
o]& aAEe] A oo AA AMLHWA Y A EQo7 BFYI, Seo & Yang(2000)¢] =)
%9] goi7t Ho AU aFodA FAA A9 Z1x9 el EA7 Yzl #H AFAME B
£ Y53t Loj2 FoH A (Calinescu, 1994), & F &84, B, f84, A FAHYCE 8
) Ao o2 AME A EstdEzA 1 9 ket Lee(2006)= w14 BAAA, F34, &4
o7 B45e]l RrUEe nF Adoz wHstgy Bk B34, FAAYCR XA AFENS 2
o, dw 3 FEROZZA AEHUHWon & Fatdch 71N AL AgAFEA 9
Lyu, 2012). (Table 1>3% Zo] EFgrh & dAFe APAFd

Lee(2013)9l o3t &) A}3] &9 71X= A3 ERE 54 F 7P gol FEEHE Al 7HA 549
sy FzstE Al Bdae] AYAT 8994 #7373 (Exaggeration), 373 (Playfulness), 573
< FHE FASL om, o2 5T A4s AHg (Nostalgia) & S48 22 A stich
&o) A colgolnt APl me A we
Ae dass ASH 5e a9 A4 o 3 HEA JIA
4 g A4 BF FL 2FdE Aol
U gale dduass ge EEgomHAn o2 484 7} (Experiential value)v= 4% E& 71
sz olol 27HE R3S AWOE fEse, g oo T EH JRIE ohE Gk A=
Horsh Wul ol Algld UBEAZRS w74 &t o83y AYSTHY A& & Ue AAHFY AR
7 AFae 9] hi‘r(Park Yoo, & Seo, 2013). Holbrook(1994)

= &% JEE 7Y A" S FEske AlFol
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(Table 1) Characteristics of Kitsch Product

Kim,
Characteristics of Kitsch Kim S\?Zniz Park Yoo Lee I\Enj Sog}glo& Yoon, &
(1995) (2000) (2003) (2004) (2006) (2012) (2013) (21_(4)?1)
Satire
Hedonic
Playfulness
Nostalgia
Cumulative
Inadequate
Multi complex nature
Utilization of counterfeits
Disharmony
Exaggeration
U My aebe] A z8d Wik o3 WAEHE A 4& AFslH (Kim, 1995 Seo & Yang, 2000), ©]
o7 AoAal, vt =7e &% 7HAE A 2 7129 B4 ANAES] ARH A AR
AQAF A, ANAFA-BAAFH A, 5EH 2952 B4 A2 F do ad
-FEA TR FFsAHKIm, 2008). Park(2002) w2 AelxE 7128 A4 7l E8A (Cultural)

"] %ﬂ'\_ /\%]01]/\19] 73’6’4X4 7}_7‘<] E\a—]q] ‘?:].—7:5_].' Oj_
?’oﬂ 9,]—5‘],133_ —?_—E]—Ll 76“6114 7};2]% }é%_@@a 7]_
A, ZH”] ?jx—i 7K. AAT-ARA 71K

fru
M
=il
QL

=20 |
o, AR, AE2 5402 et

o

7&“}1 92 37 FAR mAE JFE ArEAT
2 AfdM e AFY gAAF 544 gt 7t
g A7) 8 AvE 7k e f34 7HRE A
L3tk A1 (Aesthetic) 7HE 499 By &
Aoe AR 523 8749 gaey A
NetL A U Add H7HE mEARES 9
wjgheh, A Anzel A ohekdt R S
Fgteh(Park, 2002). 314 (Amusing) 7M=& &
v ko] WA F spxlo|HA auAE FEHoRE F
Fale Mot ddle AHAEES AR TA,
Ag AT AFES A5, oz AFH
Aulzes Avet TS 9ite AvAEddA o
S A BAZE 49T ¢ gl 84T FEd

2
%HIm & Ko, 2011). Mgl oJstd 71x= A
2 UAR] 24BN AuAE4A AGAHH §3

7HAE

1999: Kim, 2001:

Ay AL 91

2
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i
i‘l
X
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X
o
>
lo

7} At BAE S
1:% /\1_0.
(Yoo, 2010). wetA 7]
Aet=d g

;i"]of: —r§]'7<" 7]—1]-——

A, 2

[o2h=aa |

A HAF

A
3

Z7kagnh A6l B3 A2 APATE (o,
Kim, 2007)el <¢J3¥H 71X= 1
Adel AEEEE BT B P 23
sl 2

77t “Lgﬂ‘}iE’_(Ko & Jo, 2002), &
3l JH’\W?;OM o AMAES B, FAH 7H
o 719 Adstd FakE
AFIH Mg Fsts 4l =d
AAFEAN W IS =
JoIA 71Ee] Alu)A, §37 74X F7t
ézé%} 87901 v ArR
2 ATAMe F34 7HAE 249 v ge
g

OE A EEA S SJulsie, E5e A
]

27F AbE AA Y AMEEA] O] FE AoZ gt
tH(Moles, 1977).



aAe ARA A BAE e BAE 9 AT
4. HHE Xpht 5. 2HIA £
BAE 24k ZIdelAl 28 JidelH, BaE 1) &uAte] 554
b AAZE A JEFAU AAFS EANT o Zu|Rpe] EEAMO A zh7]-0]u| A (Self-im-
24Ho 7 ygdoksle FEIH(Ko et al., 2009). age) 9} AH8] A -o| 1] %) (Social-image) ] &S 9 e
AHASE AUOREH Qold JHRD MIELR gzan g, AR HPAA B EsE ®
BRAES ouAE FAL HAE AN IF2 T3t= EA o)™ (Tepper, Bearden, & Hunter, 2001),
]3_]‘:}(] Klm 2014) Acker(1991, 1996)‘- E%E iﬂ]z} 7H?_]94 Zﬂ%— /,\jg—.loﬂ 05“53:—% U]’Q PN 0]\_. %
S BAES o]Folv AT #EE AeR 23 4 WA M F stuolth(Lee, You, &
ANA7E 1 BAES s S3s 7HAWA F71E Lee, 2012). AAATE Amuo inz SEA &
= gy Zé‘jl?'iﬁ‘r Acker(1991) o st B TAE AT 2 HEALyg ggds A=g A
EoAE BAE SR Lovalty), BRS A (A 20060 Gim & Ryu, 2003), AvlAbe] EEA
(Awareness), A7t %E(Percelved quality), 2% g 7o) e] $A (Jeon, 2005: Kim, 2009)¢] s
= @ (Association). 71eh SHH ALLR CIFAl g0} g Gim & Kim (2005) & 2% S5
2t} Keller(1993) & ﬂ ]J BT Abg BAs g awalEe oA da 79T Kim(2008)
o ot Aol S BASC th ANA WS o pae o4 nas A0 BE 2HRe E5
of A vpk EJ«LE} gogth e BAES Aol ke A=stdn)
S AnAbEo] ojmd B o EHSH 47 e
AL 5 BAE Ao] BEojlle AR By B 9) 92 Hoj%
AT <l o} AT ojnjA R @%LE}(Ahn 2003). useln suone] A AdeA SR o
Bt o]mA](Image) = AHIAHE] 719 ol WA R Q0] Aztake FoAH BAdelzi e
A= 9= v /R}—o] Hled gl o] X Bt 3
11 5 | e | #ch(Jun, Choo, & Kim, 2010). Hwang(2002)¢l <]
oz BAE=S &4 (Attribute), A (Benefit), ® B3} olEl AR 23 AEAE S Ee] u A
E(Attiude) 534 898 QyEe 9goz 2 T o =e 2o gad
7]_ =2 Bﬂ]\:oﬂ "HEH S quﬂ ol 0])\}0]1‘4- S ooﬂ EH R —/] 0:]—‘ EHE T, 484
R o e A4, Mgl olEee] 37kA 20 BAeT, o
(Kim, Ko, Graham, & Lee, 2008: Jang, Yoon, & Bpel ool W AHA AUS o] ok
- E q = = L b B TAT
S D), SHE O];(]l:ﬂ ! jﬁt“‘ﬂaﬂEa_D}‘_ ABUl AFAZAF HEAET|EAA 2o 7F UEhE
Hlcop ol Ay pHd F oleA ] it A o waY e ATl o OB Helwsl 4
dolth A= &R B4 Fvf A, 1 HAES WAL HAAE T A shAe] st 2 B
RN o e = g0 B CAN = E‘ gl
At WA & & S =olai(Ne B 20BN HMRE ATA o2 A st
dungad, 1990), AAte] Ao AuR oAAA O Aue SoaE £ auAaE due] A4 8
9%g WA, 2009). BAE FHEE 5 O ;] AUe A 9 2 9K Huane, 2002
2Yzel o LriAes oz s, 24 IE OKEX & H 22012‘—?'_ ST M& H ang,2007)‘
B A9HE, BEE 94 52 ojugt Bt T RO B S T, TS vong & Hwane, S
EYshe Aevt A4S BAs Aste] Frbet o]t
(Aaker, 1991: Aaker, 1996). ¥ AFo|ME Aaker . ArEH
(1991) & Keller(1993) 9] A& Fsted BAE =
A R = = | T o H T o -7 1 ol_:‘——l,—_E_x-” e 7|'AE-|
dFAALA T BAE X, BAE WA ¥
BAS FARS SHsH B aRE aEASgel B AAAF B &
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Hjzpe] AFIEA] zkolg w438,
A8 ARA 77 B TR
AU EA Tl FAo] Atk ol g
(Fig. D3 2oH, AFZA Y} 7HdS oy
7NAAE #HE AYATE ADEA JAAF

542 Fxsy, Y, 784, g4 AR 7
Aoz FEE & JtHKim & Kim, 1999: Lee,
2006: Song & Cho, 2013: Seo & Yang, 2000). ¥
AT 71X 2FHH EHOE TP Bol
"ﬁﬂ":‘:ﬁ@]ﬁ Fahel , fralA,

S FNIAAF 37}11
fHLO}

o
fo o ro

4T oofh od I

6‘01: A
=

o
o
= o=

z+
73

}&zu AN e

E?&‘ﬂr. Lee et al.(2012)—4 Ao 9

Zuzt 1] AlF AdElel] G mA S
4 welolzty Uetgth AHAte] 55
AELEE Bl FEE7IE ey,
AlEre] AL HA T £ Y= =ES A =S
A AFEETHChoo & Kim, 2010). <JE#ojg} )
FFol o3 o7 M AFE AHEY, EIAA
122 stelsd &£ st o8 ) 3
g3S mMAE Ao=R el th(Hwang,
2002: Song & Hwang, 2007). W}A AB|AEA |
wet F| A F ek AanRke] ARAZFA7E Zpol 7t
A ASE ALRHO v 2 AFEAIS 74

< AR

ATFEA 1. 2HAEA l w2 7)1 AAF BE
28 AAH 7Ex 9 2jo|E olr
A gt

7L ZIAAFA E &R AP 7

AmA, 34, F344)e Fonlst
A zpol7t & Aeolth
7HA2: AanR S5 wel 71X A Fel ti g
2R ZA8H THA(ARAE, £33,
) e fFemsiAl zkel7k Sl& Aol
7Hd3: SR wEt )X AF tg &
HIZL AEA 7R (AW A, 534, L3
)= FonEtA zkol7t A& Aeolth
Aaker(1991) & 77t AMIAEL PO EHE
Bl 7R HE Tkl 71 AniaE Apele] 7EA|
£ AxY F g Aoy o|Z <l EAHE A4,
olu|A| 9] P J&FE & F Utk ATh TS
J. Kim(2014)¢] 9t Ad4 7Hx7F BARE 24
o mXs FFo] tist ATl oJsH AnAdH &
3|Ao] BAE <X, olmxd A QgL nE
Ao g velgth meEbd £ dAgs &R 43
7EAQL AWE 7RA), f83 7HA, £54 77 B
HE A2 WPl HAE Q%] BHE omx] H
E X IHAA dFs vE Zolge M
stol], o o] AFEAIS 7S At
AFEA 2. NNAAFA gk A AP@F 7HA
7F BAE AR nlR s JEFE Yot
Bz st
74 FIAAIE tg AR A A THA
(AmA, 134, #344)e 2AE=d
Arel 3784 F&FE A Aotk
7HA5: ZIAAIF tg AvA AEA 7HA
(AWA, 314, T34)5 BAEo]
n Ao FAARJ GEFE mA Aotk
7Hd6: FIAAE Ui A A@A A
(AW, #34, T34)5 BA=E
AEe T8N JFgFE wH Aotk
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FIXAES AL oz AFES
A7) S8l AR RALE AAEEE 712 A E
FALE(Kim & Kim, 1999: Lee, 2006: Seo



avlAe] A9A A7 BAE Aol mlAE Qg AT

Research Question 2

Research Question 1

Experiential : Brand Equity
Values |
Characteristics of ! 12
Kitsch Products ‘ Aesthetic Value | : ———— | Brand Awareness
- Exaggeration ht . o
- Playfulness | Amusing Value | —| | Brand Image
- Mostalgia :
— d H& e lfar
| Cultural Value o= — Erand Loyalty

H2: Consumer Uniquensss
H3' Fashion Involvement

{Fig. 1> Research Model

Yang, 2000: Song & Cho, 2013) oA AFE-E 7] XA

F ¥ oMl 32709k 20139-2014d =i A

F AAAE B oA 501E SRS, 17
A 354E AAsd 53, 71X
AHow BAEA A}%s} 3)

W, B2, AR, Zehd g A

=

<)

2 AWFAAL B3 B Ao A I HAE
o

O

oz
ﬂllﬂi ey
|l

IROE ALY AT WIE A
M EHS gESE olvAE
3N AAAFEAN g 23
13 ol8 7bg & vehlE olv)A

X
ﬁ

A3

»
Kot u{u
ol rSL' 1

oX il of

of nE Mu ¥R
QL
oXx

B

LR BES ARSI,
|

~
=
5
=)
R

B ATFE g B A 20149 59 11°“:'51

4 2974 Facebook, Kakao talk ®IAIAZ
Google %E‘r"] AEE AT T 19494 4OEH
W 2RSS giAeE 7kR §389 AEXR

stel, A% AANEEAE ) 43R

N
9 FNAAZTEL E dAprgaoen Ay

of 1o %
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2027 WEse] A2E FAHAY FHY AEA
F BAAS) SHE v 4EAS AW 200
wo| AEAE A% BHol AT B A7
A2 A2 SPSS 18.09F AMOS 18.0% E3 54
4R E STk e AR G50 WA duy

onbach’s aAlFS °]

Cr
AN B8 A7EA
£

2 M o2 |r 2 oo e AT

2 At A3
sto] I Ao 92A 4 @ HAS 3} 3l
A Edg A RE &S 78 Likertd
7ttt
ZIXAFE A M7t v E A=

=
4 g gohur] g8l AvA, §314,
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A FHCE HYsAT AvF AL &7 29
A3 ARgAR, B 849 Aol 4
N gl U@ AZE, 320, v s
2 Qs 4304 M 59 2ol B
HBYIAT, 592 T WA 2AH 998 §
S ATWE Ao AU B8 M 55
& ASE AT AR AR AgTEAE B
A0 AAAFL Fol LAt ANERA NS
selgrn. 2ule] AGH A B RYES A

P2 7HA] el e A8 A5 (Kim, 20080 Mathwick,
Malhotra, & Rigdon, 2001: Yuan & Wu, 2008)<
A&ate] AwH 719 K34 A e TS
oA Bes FASARL, 71X F34 7hA el
st APAFE(Kim, 2001: Moles,1977)S EUE

w3 ZHA el e 232 Frhete], F 21RO R

[z
%
|
>
>
rlo
[
T,
I
rO
R
jig
£
n
o
=)
XN
z

S HAE %
S FAES ZRsdn BAE AXE AuAT} 5
4 HASE A mE Y 5ok SHew
Holsnh, BAE oluAE 2T} 2T 9l B
AEsh AAY A Agoln, BAE FAEE I
Aol A B4 BAre td ol FE 3
it B AFelNE BAE FAES Ashwel
o] ofd HlT Ake] FAQAZT HY HAT 9l
A, olu|A &} WHAZ wjX| 3 HTH Aaker, 1991). BHE

Aol Ak w32 7)1ES] AT (Acker, 1996:
Ahn, 2003: Cobb-Walgren, Ruble, & Donthu, 1995:
Ji, 2010, Kim, Ko, Lee, Mattila, & Kim, 2014) &<
o 1873 s A3

2 AFoM ZEHEFE 29 ARk 554 2}
A1) 247]-01m] 2] (Self-image) 2+ AF&) & -] ] x| (Social-
image) o] HES 9% AFTH, AR, AHE FA
A BRI APEEE FF8ke
HALE JEFufo Ayt =
E iRle]l Aztde FoAH #ACE At
2R BACEA o8 Aok djg I
Hwang(2002), Jun et al.(2010)¢] AF+E nlgo 2 6
3, 5548 g 2382 Gi

m
Tepper et al.(2001)¢] AFE vI¥o=Z £ A9

ox Tl
ol it
2
>
o,
Az
o
)
>
o

542 tad 2o 24O
o] 35.2%, 914d°] 648% =2 AR} 7}

e uh [9ARE 40ME, 20t) ZuH(19-244)) 0]
405%, 20t ZF FTHH(25-20A41)°] 47.6%F A 3}
20m7 AL Otk € HE A Ane
A5 109H-30%Hd W Rke]l 524%2 7Hg BS
I tod 309d~507Y mgke Algdts
gA7F 229%, 109 wwke] 19% F£F22 ekt
ok g2 oigtw AT Fol 24%F TP BRI,
I 0ee gy ¢ 281%, tEY A 21.0%
£o 2 et T3 B A7 SEAEL 71HA
F 540l wgdd A £39 A5E 7 VA9
o oaiM v SRtk 1 A3, A3 647
(305%), 34 71%(33.8%), &+A 75(35.7%) %
°2 Yehyth

X,

o

o X
[

oX

olo J‘\l 1o

< AA3H K Table
(df=32, p=.001), Normed x*=191, GFI=095,
AGFI=091, CFI=098, RMSEA=0.062% Yeh}
HAZ AFE A5 71F e

2. 7|XIMZ0ll chet 28X A3
Aol A4S 22

14
N
S
lo

AFEA 12 FIAAFA W vk FdH
7HA 9] Apelgh 2HIASAQ an|Rke] 554 AP
3 7RR1e] ool o] mel FJA A Fell T 2]

A ARH A Aol #HsAE. AAAEN o
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(Table 2> Confirmatory Factor Analysis for Measurement

- bach’
Factors Constructs Items Standafdlzed Cronbach's AVE CR
Loading a
~ |Attractiveness 90
Aesthetic 5151 aesthetic requirements 93 93 81 75
Value
Good feeling of appearance .88
Fun .88
A .
Experiential musing Invigorating .89 91 75 78
Value
Values Pleasure .84
Delivery brand culture 90
Delivery new brand information .86
Cultural A AY new_ 90 70 80
Value |Artistic significance 80
Culture Creation 76
Personality 89
Brand
1A IS omething unique 91 89 74 71
Awareness
Distinction 78
Realization 76
Brarlld Brand Know what it means 88 87 .70 81
Equity Image
Thoughts and opinions 87
Recommendation 82
B
rand Preferential purchase 96 93 83 81
Loyalty
Brand for myself 95
{Table 3> ANOVA Results for Comparison of Experiential Values with Kitsch Products
Variabl f E iential Ch teristi f
ariables of Experiential arac 'erls ics o Mean SD. Fovalue Duncan
Values Kitsch
Exaggerationa 3.77 1.37
Aesthetic Values Playfulnessb 3.89 1.37 8.93%** cyab
Nostalgiac 4.65 1.26
Exaggeration 3.57 1.55
Amusing Values Playfulness 3.85 1.44 1.84 -
Nostalgia 4.04 1.37
Exaggeration 4.56 1.18
Cultural Values Playfulness 4.78 1.19 0.64 -
Nostalgia 4.66 1.17

Exaggeration(n=72), Playfulness(n=69), Nostalgia(n=69), ***{.001

& a4 A8H A9 Aol BE AF Ak 71 KA Aot ehid RaAW, 4rE e
AAFS 209 88 G B AAAE f0F Aok AATKTable 3 F2). T 2
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Ase B A7oAe] AAAF A Ao Az E 5540 =2 v
A} AFoR AAR ANA AANE Y BA A2 v 540 £ At
AR, 712 ATl 2MAZ AT £BAA) b e A6A Ay
Agol} BAE FaE Agis AL obde oy 9B BEsl &
& A2 & ®WtH(Fiore, Yah, & Yoh, 2000). b 5¥3 HAE L)X

2R 554 oF HAAkd wWE JXAF o8 FAqwrt e FJu
of digk &uA AEH sHA 9 AolE AT A A 7FA 1A fev
= (Table 4ol AASATE &BAE 554 ] 57 7px el A4S FgEA
U w2 AIE BT 7IAAIEC] AWA 7R M=34, M=31
omgt Aol EYth AvH JhAe] tigk x|zt H$44(M=35
Ao EEA] =& 2 IA, FAA, f8 A 7tA]ol wkg-3H AT
A (M=52, M=455 M=446) %Hi ey, =
Sxo] G QTS P4, §34, FPA(M=465, 3. AHX} SA H AH|K}
M=389, M=377) &M & vehgdth 7]X1AEo) v a4z 23
FE 7IAEAG tsl] 7= ANH AP 7HH

AFEA 2= 71A A3

34,
19 EMZ e, A,
9, M=333, M=284)9 <A&Z &3

9 A1t et 4014
I} (M=4.32,

34,

(Table 4> ANOVA Results for Comparison of Experiential Values with Kitsch Products by Consumer Uniqueness and

Fashion Involvement
Mean(S.D.)
o . Consumer Uniqueness Fashion involvement
Experiential Characteristics of
values Kitsch Products High Low F-value High Low F-value
(Duncan) (Duncan)
Exaeeeration® 4.55 3.77 4.37 3.10
BE (1.00) (1.37) H:4.70% (1.20) (123)
’ H:2.68
. 4.46 3.89 (crab) 4.40 3.40 s
b 4 . P
Aesthetic Value|  Playfulness (1.26) (137) | L:671"** | (1.35) (122) | FT
(c>bya)
Nostalgia® 5.20 4.65 (c)ab) 4.96 432
st (1.02) (1.26) (111) (1.35)
E ration® 441 3.57 4.22 2.84
Haggeration (1.43) (155) (154) (1.21)
H:0.24
4.33 3.85 H:0.41 4.38 3.33 ’
Amusing Value | Playfulness (144) (144) L:2.55 (1.40) (1.30) L:3.06
(c>bya)
Nostalgia® 4.62 4.04 4.44 3.59
ostaela (1.32) (137) (1.32) (131)
Exageeration 4.95 4.56 4.90 417
B (1.04) (1.18) (1.09) (1.17)
5.22 4.78 H:0.69 5.38 4.20 H:2.40
Cultural Value | Playfulness (1.06) (1.19) L:0.95 (0.88) (1.16) L:0.14
Nostalei 5.16 4.66 521 4.06
ostagla (1.96) (117) (0.87) (1.18)
Exaggeration(n=72), Playfulness(n=69), Nostalgia(n=69), *p<05, ***.001
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{Fig. 2> Path Coefficients Results of the Research Model

*X .05, **pX .01, ***p<X.001
Note: Standardized Coefficient (S.E.)
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