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Abstract

The purpose of this research was to analyze the effect of consumer innovativeness on the evaluation of online fashion
advertisement sustainability and on purchase intentions of advertising products. Online survey have been conducted
of 573 people who had experience of online advertisements. The data collected from the surveys were analyzed by
the factor analysis, the t-test and the multiple regression analysis. the results are as follows: Firstly, it has been identified
that the concept of sustainability of online fashion advertisement consists of four sub-elements of the objectivity of
advertisement expressions, the non-harmfulness of advertisement expressions, the protection of personal information,
and the non-infringement of web use. Secondly, the group that has a higher consumer innovativeness shows a significantly
higher experience of online advertisements as well as more many internet use hours than those who have a lower
consumer innovativeness. In addition, comparing with the group that shows lower consumer innovativeness, the
group who has higher consumer innovativeness shows a significantly higher recognition of the protection of personal
information, the non-infringement of web use and the objectiveness of advertisement expressions among the sub-elements
of online fashion advertisement. Lastly, the objectiveness of advertisement expressions and the non-infringement of
web use significantly affect the intentions of the group that has high consumer innovativeness to purchase advertised
products, and the purchase intentions of those who have low consumer innovativeness are significantly affected by the

objectiveness of advertisement expressions and the protection of personal information.

Key words: online advertisement, fashion advertisement, sustainability, consumer innovativeness,
advertisement expression
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Table 1. Sub-dimensions in the sustainability of online fashion advertisement
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Edlo] FIE HT Al AN Al A, AF3R] 10249 48910 FEHAL FH
2%, SNS 331 710-0.87¢] #Ho = THEEQ]

AT 92.3%, =T 89.5%, WAIXLTL 83.6%, 80919 21Z]=A]42]l Cronbach's a= 0.801-0.905%
TRd A 825%E FA ] T AR vg WHIEAES AAE F o
o}, #2943 Moon¥ Han(2014)2] Aol A A A E A
FHE AEE SPSS21 TRIPo T BAEC A 213y A&ETEsA Y el 8l & 3
o, ealel PAZT N&7tsA e 93D A B9 AW, FrEF vfFalg, MAFES] B
T AFAS Felslr] 9E LAEA FaAdd 34, ol& vsd e 48219 sHIAtde] HHA
W2 gl AB T X&7MSA b 2P0 S (AA, 1 FA8gle] " ERlekith AiAolx AA|
AL T N &7sAdo] Ful e nXE o A A A A 8212 8RIFZEAA AAFA
ko 237 EAoZ A=) o, 47l o] 22l A&7 sk Ae S AA 2

Factor Eigen Value
Factor Item loadin Variance
g Cronbach's a
The advertisement does not use false or exaggerated expressions misleading or
. . - .780
deceiving users, and thereby undermining fair trade order
The advertisement does not focus on a certain fact that lacks objective grounds 779
Advert or are disadvantageous with regard to competitors ) 6.866
Vertlsem ent The advertisement does not mislead or deceit consumers by hiding or intentionally .
expression s . . . 751 42914
L omitting material facts or information
objectivity - — 0.879
The advertisement does not express a unconfirmed or false matter as if it were 740
true ’
The advertisement contains only products with legal authorization and without 720
problems ’
) No disgusting advertisement expressions are used. .873
Advertlse}ilent No expressions conflicting with social norms and customs are used. .836 123 168676
expression ]
u nh;) rmfulness No obscene content is used as expression of advertisement. .810 0.905
Does not encourage speculative behavior in advertisments 7134
A prior consent is obtained from you when your personal data is to be used
o . 784
for a purpose other than those originally intended
Personal information |You are advised that you have a decision right in collection and use of your 770 ;;Zg
protection personal data . 0.815
The fields where your personal data will be used are clearly advised 748 '
Your personal data collected by the company is kept for the necessary period 701
Web The (PC or mobile) webpage you are watching is not infringed .828 1.031
W eh use The convenient use of your (PC or mobile) web page is not infringed 179 6.446
non-infringement — — -
Your maneuver such as clicking and typing is not interrupted 730 0.801
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Table 2. Difference of nline advertisement experience and internet usage between consumer innovativeness groups

Consumer innovativeness
t-value
Low group (n=238) High group (n=335)
Internet usage 2.21 2.59 -2.499*
Online advertisement experience 3.62 3.78 -2.65%*
**p<.01, *p<.05
Table 3. Difference of the evaluation of sustainability between consumer innovativeness groups
Consumer innovativeness
t-value
Low group (n=238) High group (n=335)
Ad expression objectivity 2.92 3.11 -3.31%**
Ad expression unharmfulness 3.01 3.11 -1.42
Personal information protection 2.84 3.07 -3.76%**
Web use non-Infringement 2.49 2.69 -2.69%*

k< 001, **p=.01
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Table 4. The effects of online advertisement sustainability on purchase intention of advertising product between consumer

innovativeness groups

Independent variables

Consumer innovativeness

(standardized regression coefficient O)

Low group (n=238) High group (n=335)
Ad expression objectivity 221%* 308
Ad expression unharmfulness .031 .043
Personal information protection 233%* .015
Web use non-Infringement .010 202%**
R’ 159 231
F-value 10.988*** 24.8]13%%*
A <.001, *Hp<.01
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