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Abstract

The purpose of this study is to investigate the differences in fashion shopping orientation and perceived value
according to the level of use of mobile fashion shopping. Furthermore, the effect of fashion shopping orientation
on perceived value was analyzed. To estimate the level of use of mobile fashion shopping, respondents were
classified into four different groups in terms of their frequency of buying fashion products and the period for which
they had bought fashion products. The survey was limited to adults aged 20-40 years who had purchased fashion
products in a mobile shopping mall. The questionnaire was carried out from April 15, 2015 to April 22, 2015 and
430 sets of useful response data were analyzed using SPSS 17.0. The results of this study were as follows: First,
fashion shopping orientation for mobile shopping consumers was divided into four factors as follows: convenience/
economic shopping, ostentation/trend shopping, enjoyment shopping, and impulse shopping. Second, there was a
significant difference in all the fashion shopping orientation factors except for convenience/economic shopping
according to each classified group: short/few, long/few, short/many, and long/many. In addition, there was a
significant difference in perceived value according to each group. Third, all the fashion shopping orientation factors
except for impulse shopping had a significant influence on perceived value. Fourth, fashion shopping orientation

factors had a slightly significant influence on the perceived value according to each group.

Keywords: mobile shopping(’2Z 5}Y <= 3)), fashion shopping orientation(Z]+ %% 8}, perceived value( S
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2. Shopping orientation
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3. Data collection and analysis
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IV. Results

1. Exploratory factor analysis and reliability

1) Exploratory factor analysis of mobile fashion
shopping orientation
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2) Exploratory factor analysis of perceived
value
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(Table 1) Exploratory factor analysis of mobile fashion shopping orientation
Factor Variables Loading Eigen |Variance|Cronbach’s
value | (%) a
I want to find various kinds of brands & products easily. 812
I want to save the time and efforts for shopping. 786
Convenience/| | tend to consider the price to buy fashion products within my budget. | .773
economic 1 cl?oose thehlowest price for products after comparing mobile 219 | 7376 | 36.879 0
shopping | fashion shopping malls.
orientation | 1 pake efforts to buy fashion products with cheaper price. 733
Convenience is an important factor for shopping. 725
I usually use discount coupons in purchase fashion products. 720
I want to buy a famous brand for fashion products. 794
I think that it needs to wear a famous brand to show others. 172
Ostentation/ | prefer to buy a famous brand even if it is expensive. 766
trend ; - - - - 18.088
shopping I think that my social status can be risen by wearing premium brands. | .759 | 3.618 (54.967) .897
orientation | I am likely to wear clothes following fashion trends. 684
I am interested in new trends 625
I research current trends when I buy fashion products. 619
Enjoyment I enjoy shopping for my pleasure. 793 .
shopping | I like to go shopping even if I do not have any plan to buy. 787 | 1424 ( 62. 089) .866
orientation | 1 ygually enjoy shopping whenever I am free. 721
Impulse I tend to purchase fashion products without previous plan. 828 6586
shopping | I often buy unnecessary fashion products. 797 | 1317 ( 68' 675) .829
ortentation | 1 gometimes regret unnecessary buying. 743
(Table 2) Exploratory factor analysis of perceived value
Ei i h’
Factor Variables Loading igen | Variance|Cronbach’s
value | (%) a
Mobile shopping is valuable when I consider the time that I spend. .852
i Mobile shopping is valuable when I consider efforts that I make. .841
Perceived | Y50 Pps B VD — 2755 | 68.869 | 849
value | Using mobile shopping will offer the value to my living. 813
Mobile shopping is valuable when I consider the money that I spend | .813
A7k 7HA] Aol tigk EA 2l A 1) Consumer group according to the level of
TG goloz RO HduHEEe 68.869%, use of mobile shopping
Cronbach's a+= .849= e} A E4o] SHETh Euted 43 o] A EE HutY &S HE Al
(Table 2). 2kgt o] % FAY7EA] o]-&3l 2 ZIZHFH 717h 3 1
dEe AR Hutd &3S T A FE
2. Differences of fashion shopping orientation S Fulst SR E) SH A ERSHATE
according to the level of use of mobile shopping w717 BAol Hos SHEESY FE LY
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(Table 3) Demographics of consumer group according to the level of use of mobile fashion shopping (purchase

period/purchase frequency)

. Short/few Long/few Short/many | Long/many 2
Variable (=63) (=108) (=48) =211y | X
Male 31311 60(53.2 20237) | 100(104.0
Gender GLD 32 ( X ) 2.589
Female 32(31.9) 48(54.8) 27(243) | 111(107.0)
20~29 28(29.6) 40(50.7) 24(225) | 110( 99.1)
Age 6.874
30~39 35(33.4) 68(57.3) 24255) | 101(111.9)
High school 5(4.7) 4( 8.0) 7( 3.6) 16( 15.7)
Undergraduate 10(11.0 20(18.8 11( 84 34( 36.8
Education £ 110 (188) (84 ( ) 11.212
Graduate 45(43.5) 74(74.3) 2633.0) | 151(145.2)
Advanced degree 3( 4.0) 10( 6.8) 4 3.0) 10( 13.2)
Management 0C .6) 2( 1.0) o 4 2( 2.0)
Specialist 5( 3.1) 2 5.3) 4 2.3) 10( 10.3)
Office worker 29(32.1) 56(55.0) 23244) | 111(107.5)
) Sales & service workers 5( 44) 7( 7.5) 3(33) 15( 14.7)
Occupation 12.096
Self-employment 3( 2.8) 6( 4.8) 1( 2.1) 9 93)
Student 11(12.7) 23(21.9) 13( 9.7) 40( 42.7)
House wife 4 32) 4 5.5) 2( 2.5) 12( 10.8)
Others 6( 4.1) 8( 7.0) 2( 3.1) 12( 13.7)
Less than 2 million 12( 7.5) 15(12.8) 8( 5.7) 16( 25.0)
Monthly | 2-less than 4 million 2(233) 41(39.9) 22(17.7) 74( 78.0)
income | 4-less than 6 million 17(18.2) 34(31.1) 10(13.8) 63( 60.8) | 17.802
(Wom) 1 6 jess than 8 million 8( 7.5) 9(12.8) 6 5.7) 28( 25.0)
More than 8 million 4 6.6) 9(11.3) 2( 5.0) 30( 22.1)
Less than | hundred thousand |  26(20.1) 56(34.4) 14(15.3) 41( 67.2)
Monthly | -less than 2 hundred thousand |  18(23.0) 33(39.4) 20(17.5) 86( 77.0)
:::;f 2-less than 3 hundred thousand | 8( 8.8) 7(15.1) 8( 6.7) 37(29.4) | 43335"
(won) 3-less than 5 hundred thousand 8( 8.5) 11(14.6) 5( 6.5) 34( 28.5)
More than 5 hundred thousand | 3( 2.6) 1( 4.5) 1( 2.0) 13( 8.8)

okt

p<001, (): Expected frequency
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2) Differences of fashion shopping orientation
according to groups

“ <)
AEAE 13| Ha, E—&-ﬁrﬁﬂ NESS
[e]

LA Ay LGP gFe 7“% kol
ztol 7t B 430 2 Yels=tl, long/many 3 &3
short/many ¥ Troll A1 AA] VeI, long/few, short/
few M= A o2 A Yethth 534
#7482 long/manyJ Tl Al 71 A eSS
o, T2 2 short/many, long/few o] 72 A
AAEFE el e, short/fewqd Tol 7HE W&
A vEbTE Ao/ AAY 428493 9 o
2E A3 H 1o Zpole YEhA] ehskth E
Yl 34Nz o 23 EE 249 Jung an
Chung(2004)°] Aol A FriRlE=e] uheh Hehe

lo

o

A Aol el EE A &P
ARG | qick

v et Foll A long/many T &
A s 7MY E2 AR F
fewd &2 A LGS A9

e 2 g
2950 7P e Ao B

3. Differences of perceived value according to

groups

R Aed® 2afd a3 gk AztE vt
Ao 2kl 7F AEAE +A 8] $l8hH, EAEAZ
A} 752 2 Duncan testS A3 33 tiTable 5).
g fFo3 Zfo]E UEHH 2™, long/manyH THol
71 =2 AZ4E 7HAE H7Fel9lA, short/many,
long/few, short/few®] =2 2 UElSth Eutd &3

BoA ORI B AnlAh mutel g

= A2 o S Febe] A7 Fetelu vl g ARl 7S EA Adshs AoE dF
ot 5T A9 AYFT Aol ¥ AT, TUNEI} AL A% Buid £9ES o
e, A A g el M= Aol fisld 2 Qef o] &3 &HATE A o] &7 AR|AET T
FE B & W AS ek 9tk B3 Jeon and Sung =A 7S Aeke Ao® yehd AUl &3
(2009)9] ATLAME QB 3 THABAL F B APl BLEE AWH 29 F o] §of
(Table 4) Differences of fashion shopping orientation according to four groups
Group Short/few Long/few Short/many Long/many Fovalue
Shopping orientation (n=63) (n=108) (n=48) (n=211)
Convenience/economic | Mean 5.24 5.26 5.40 5.51 2.699°
) Mean 4.06 4.12 4.58 4.63 -
Ostentation/trend 8.637
Duncan test B B A A
) Mean 4.65 4.52 5.16 5.20 ™
Enjoyment 10219
Duncan test B B A A
Mean 4.26 439 4.60 471 .
Impulse 3.613
Duncan test B AB AB A
p<.05, “p<01, ""p<.001, ASB>C: The results of Duncan test
(Table 5) Differences of perceived value according to four groups
Group Short/few Long/few Short/many Long/many Fovalue
Variable (m=63) (n=108) (m=48) (n=211)
) Mean 4.58 473 4.85 512 ™
Perceived value 8.822
Duncan test C BC AB A

Hk

"p<.05, “p<0l,

p<.001, A>B>C: The results of Duncan test
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88 Bk S & o8| wE AHALY] &g X|ZHE TR BAlEstaT
g o] =THAL 3 Kim and Km(2001)2] 1 A AT F AEE NEFe] o, AFT
E AA g Butd &) oMk & A Aell oMz g2l 7HAAA G 7HA ], whd
T4E QURFA &YES o] LTFE LY E o F g2 A9 59 7H4 &9 dgAakE 7198 2avt
o et X&sErt S7ts) &BPE oL et A 2ok
240E 24, AH g X7td 7kX7 Z718) Park(2004)2 QIEMl £33 o] &A52 A&5 <
= AR dAgHh 33kt A TS FA ZA JAF QIEH
Ul 43 ASelMe AEAQl FEe] B Fag
4. Analysis of the relationship between fashion Q&S A R 1EY HAAEFS o=
shopping orientation and perceived value Aol A o] W AfolA A YA TFS Au|
o7 Yt )2 m(Jeon & Sung, 2008; Jung &
1) Effects of fashion shopping orientation on Chung, 2004), & AFAFl| M= LH|AES Hu}
the perceived value o &35 A AFE T B of e, A
Eutd &3 A] &HRbe] A &g gFe] 4| ot A% T FHF ol AARAR] HKAE FF
A7F Butd &g dis) dAnkE o2 27tk 7t St s FAT F ATk
2o F& JFE A7 95t e AR
S A3, I A3} <Table 63 7t} U5y 2) Effects of fashion shopping orientation on
Ade AES A, FAIAE 10 ool L, VIF the perceived value according to groups
AgE 10 ©l3tE g A+ itk 2k & o] A LE(F 12k Fuil)d
T4 aYATFES AT BE A 2G4 nE HEE A &gogdrol AuAyt Eupkd
22150l Butd &y gk X7t 7pRel fre A el thal] AW o g X 74sh= sHRe] F
St JAFS FE R EAEHAT AAA & < TS 2487 st tE FARAE Al
B Zutd &gl gk AZE shRe 7 33, 1 A= <Table 7>3 2t tdE3A4XdS
2 fost dFE FE AFOR weHoH, #A)/ AES A3, FASAI= 10 oo, VIF AF=
T &89 Ay £PAFE FAT FF 10 ol3tE thEFdde] FA+ fllth
S FA HeAdE i o] AFete M Short/few Tl = FAAl/F8A 25370 3gto]
Fo3 Folzt & 4 2™, Donthu and Garcia A7Zbg 7HRe] froek dFE FE AR £A4H
(1999), Kim et al.(2000)2 HH &3 AJgo] w2 At Long/fewd T -9, FA/FYA &893
A8AEC] B B2 A8l Fuf Aol doke A o] 7V & A4S FE ASE e, theol ¥
S Uyt B dFdME AR P TS YA £B3%, ASH 2PAFE oItk &
2k &3 o) §xEe] YEiE Fo8 2P A £BAdTFE ol F4 JdFS FUth Short/
o' Yoo ng, Hutd &PA LS Y manyF ol A A &g deFaglEe] A7HE 7HA|
(Table 6) Effects of fashion shopping orientation on the perceived value
Dj:ﬁzge:t Independent variable B t F Iia Tdel\f;l::ollmemvt[};
Convenience/economic 326 7.888"™ 762 1.313
Perceived Ostentation/trend 275 5.912*** 86.458" 49 .599 1.671
value Enjoyment 264 5.590 580 1.725
Impulse —.008 —.191 .688 1453
00l
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(Table 7) Effects of fashion shopping orientation on the perceived value according to groups

Group Depﬁ.:ndent Independent variable s , r 7 Multicollinearity
variable Tolerance| VIF
Convenience/economic 193 1.507 .827 1.209
Short/few | o e Ostentation/trend 445 2,988 3004 | 212 612 1.634
(n=63) Enjoyment 025 177 668 1.497
Tmpulse -.129 -.958 745 1.343
Convenience/economic | 320 4,048 850 1.176
Longffew | o e Ostentation/trend A47 5.193* Siosr™ | as 716 1.396
(n=108) Enjoyment 257 2.586 539 1.855
Impulse -227 | —245% 619 1.615
Convenience/economic | 282 2.944™ 753 1.328
Short/many Perceived value Ostentation/trend 465 4.097:"* 25465 | 703 536 1.865
(n=48) Enjoyment 293 2.668 576 1.744
Tmpulse 001 .006 705 1.419
Convenience/economic | 358 62417 689 1.451
Longfmany | [ oo Ostentation/trend 039 .616*** so170™ | 530 572 1.749
(n=211) Enjoyment 381 6.046 563 1.775
Impulse 154 2682 676 1.480
"p<05, "p<01, "'p<.001
o F& GF¥HL O el vjE] AR = A2 o HrHeHE AlAMgH
A YL, AR A ge] Tt E 4
& mon, HoAAY, AFH PG Fold V. Conclusion
t}. Long/many{ o] -9+ He/ZAAY, A
&g Adgro] F S VAT ALE UEHom, A Eurd &8 Fe ARk el St
e Jode 9 258 AaAATE FT 4 SHaL A& AR, Bntd &gE o] g8l & 71T
&S HAE AR BEAEh I FufRlee] wel dehlis Az S0
2utd &gE QAFet ol g3 & MeelA & e Feoll oA ztol7b A& Aoletal ATate,
/A AT Azt ER] e JFS Hol Zatds B3 HAAFF B AARshs 7
FE 8RIeE BAHS Eutd & HIydH gk ZF o] e 20~300] AHAE IR Hupyd
HABAR ) AAALLS Tutd 23 74S 7] FH WA &S o] g3 = 7]7Kshort/long) = TFEIHIE
02 FAFIEY F23 220US AAEHH, HYF (few/many)©ll e} W] 3 SH(short/few, long/few, short/
&gl w2 aHAEC] AdEHY FulE Bol many, long/many)2 2 TF3IGATE AH ] Ful
Strh+= Donthu and Garcia(1999), Kim et al.(2000)<] A fHLaT o EHE(F/ZS FeiRlE)el]
AFAHRE AA S} T3 A2ty a3 9 gt E7e v Fdol 24+ A &g e
T8 AYYTE Folgt JFS F AR Y 7EAe QlolA Zpol7t A=A E A s AT S
Bt A B2utd &3S B3 et THE B HA &gdskol AZE 7R F= JIFES &
ol & & AHAES FEA T AAE FAHAL 3|3, TR JAHE djd agAdekel A7+ 7t
E JIAEIETE s Ao EARS A Ao FE Gl ztol7t AEAE A AT &
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