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ABSTRACT

Within globalization of fashion business Korean culture is affecting fashion business. Although
Korean culture is creating new content and economic value presently, the research on Korean
fashion culture has been limited. Therefore, this study has identified attributes influencing cogni-
tive, affective response as well as consumer preference and purchase towards contemporary
Korean culture clothing. This study aims to do the following: (1) examine the effect of the iden-
tified contemporary cultural apparel product attributes on cognitive, affective response (2) Analyze
the effect of cognitive, affective response on preference and purchase intention (3) Determine the
relationship between preference and purchase intention. This study result defines the importance
of studying contemporary cultural apparel product attributes for better fashion marketing business
in the fashion and cultural field to attract consumers.

Key words: customer behavior(¥] 2 %), contemporary cultural apparel product attributes
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(Table 1) Category of general product, clothing and contemporary culture product attributes

Authenticity | Practicality | Uniqueness Aesthetic References
0 0 (Park, 2006)
o 0 (Eckman, Damhorst, & Kadolph, 1990)
Cultural 0 0 (Park & Ku, 2008)
Apparel o 0 0 (Littrell, 1993)
Product o 0 0 (Park & Lim, 1999)
Attributes 0 0 0 (Cho, 2007)
0 0 0 (S. G. Lee, 2013)
0 0 0 0 (Choi, 2013)
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=AE gulsin, A& AFo] e g5} 9 7] 913 oA E S, G. Lee(2013) 9] =Fo|A AE
PE F AdT AAA A e AR Gt =¥ o] w A (Carolina Herrera Spring 2011 Ready-
542 AFel ga4d 2 S5FE AYEA, A9 to-Wear) & 7122 H4A AI7F A qds +
= AFY A Yl BEE 59 A Q44 o gl AEA|9] o] AFEEA A§3t5rKFig 2).
o NEe R Agofgitt B ZAE AAE] A, Bl g gEEe |
gt AfA 3 o FAE e AR 724, & oaly, I Solds sty sl 5089
AA WS SAsAT AHA W2 o™ gl HArAE AFAES HFLE duRAME A8
U gl tiate] Aol Al dojus whgolu Abgtel Aok TS o] 2ALE Fd FEPd RES B
7l 7ol A7e ASE HYdiH, 1A A w3 ato] & ZAME MYt AEA Xkl dE o
- &R AAE Foo] o) AlF] i o 2 BASAA AAE olwA AFEC] AHHYCE 3
245 AU FH AMEEY FH, B3, TR g d=4 Al gFge A ey Foste
oF 2RSS B3 7w 5718 2 He A AL 78 HAE A2 S ddd s o
o2 o3tk ARl o F MY e Hriste A B T
2L P Asxet FuoEE ST 7EA &40 tisted F 1682 S5 =
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{Fig. 2> Carolina Herrera Spring 2011 Ready-to-Wear

(S. G. Lee, 2013, pp.
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RS GEE sEuPAe By B4 FE g 3 JJMEES
(AVE, 0501 &) 3 /IdAlZ = (CR, 07014 &)
o2 248 4 e AYAT ARE LWL v ddH E3 Sdf dEel 5490
. . 2 [) A W oo =) MeX 2= ol FEY
91tH(Bagozzi & Yi, 1988: Chae, Ko, & Han, 2015) ek avAke] A R A Wl A G
(Table 2> The results of CFA for measurement
Variables Factors Questionnaires Standardlzgd AVE| CR |C. a
Factor Loading
Authenticity is expressed in design of
0.938
Contemporary cultural apparel product
Authenticity i i 1 f ]
Authenticity | -uthenticity is expressed in color o 0.852 0.630 | 0.830 | 0.893
Contemporary cultural apparel product
Authenticity is expressed in motive of
0.786
Contemporary cultural apparel product
Contemporary cultural apparel product is 0.776
Contemporary o popular item .
Cultural Practicality 0.364 | 0.530 | 0.746
Contemporary cultural apparel product can
Apparel . . . 0.759
Coordinate well with other items
Product
Attributes Contemporary cultural apparel product is 0793
) creative item ’
Uniqueness - 0.548 | 0.701 | 0.796
Contemporary cultural apparel product is 0.839
unique item :
Contemporary cultural apparel product has 0.821
) good color :
Aesthetic 0.698 | 0.820 | 0.870
Contemporary cultural apparel product has
. 0.936
good design
I am comfort with Contemporary cultural 0.773
i apparel product ’
Affective : 0.522 | 0.686 | 0.733
response  |Contemporary cultural apparel product is
. 0.807
satisfactory
Consumer Contemporary cultural apparel product makes 0.892
Response me exciting ’
" K
Cognitive Contemporary cultural apparel product makes 0.902 0.649 | 0680 | 0.902
response |me curious
Contemporary cultural apparel product makes
0.814
me focused
I am interested to cultural apparel product 0.884
I lik t Itural 1 t 0.961
Preference ike Contemporary cultural apparel produc 0.797 | 0.920 | 0.944
Contemporary cultural apparel product is good 0.923
for me o

¥¥=59.012(df=28, p=.001), Normed x*=1.782, GFI=0.835 AGFI=0.795, RMSEA =0.058, CFI1=0.953, IFI1=0.925,
TLI=0.918
Estimate: Standardized coefficient

*p05. K01, X001,
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AE By, &vape] 7Hd 3 A §ghgel whah 4] AgA 9 AN HAEd Prjon EFd
o] AsE 9 pujemrt oud 2ozt YA E AN dFE FAAY, AAF WS Azmovt
dolr ottt ofefet 7ol (Fig. 3ol AAE AF Fo3 9GS Foh £ AIrE Fuore F
2 dig /M A5S AN A9 AP B4 A2 G WAL A 12 dE 23 dFAE
o ME ¥=261.622(df=148, p=.000)2 viebstth o S (RAA, 84, 554, AvA) el 2z 7
of 9% B AP K05 & o HH2YE A A wbgol A S wzlthks Aot ¢4
2 #riEs g2 g7 A GFI AGFL NFI AN ZARA weor sl AR} Fo8A &
CFl 522 Y HIEE F/HS o, & AFelA 2 QAo 2 Uenth(B=-0.027, t=-0.027, ns). 74
Uehd 495 A= GFI=880, AGFI=.830, NFI= 1-12 A=A ot Ag4e v 744
910, CFI=.958, RMSEA =.0622 Wel} x'adrel 3t B3] A JFE MAE AR YEHTHS=
& 35t &3, GFL AGFIE 080014, RMSEAE 0.394, t=3812, pX.001). wetxl 714 1-2& A=Y
0.08¢]3}, NFL, TLI, GFL IFI¥ 090 o]4el™ o ok o]83 A AuAEe] ddd B3 RA4E
3ol Agsitty Hrid 4 Adve APt &0 AgAe AFHoE Hhgske AW AL
g} BARE7 AFEYES dyshed 2 Tt 8l Z A ol A F3 AEFY 715F 7HA
Oy #gste] HEASE AASATHKim, 2004) EHE = AEY Ad8Ao] ARt AE 2 Hto

B AT A4 A3ride e Asdgs 849 9&¢S vHTGE Jung(2011) e A4 3}
o3 2ok ddld 23 R EY] 4 S4HEE X3 Aot HEA T ARk A A
aHRRe] 7 F Q1A whgel 4 mAE F ol AAA GFE vAE AR YERRTH 6=0.259,
S7b g2A vyt ols AuAb thekdt 3 t=0.107, X.01). 52 d# 73} oFdF] 4
NEAE T AR TIE P EAA I d% THA & Foll &R A el MY 2 3
FA AEd HAER st THAHQY JFS W gL FE 290F vt M 1-32 A=
om T3t o]y o] FFol A B FAMF | ol Kim & Littrell(2001) 9] A-tellA 9F 71dFel
oF gl 2 AXA Fule FHOE YytE Jung g gagom =5aAY st £7 5 FY3
(2011)9) AFAFet dRAshe Adolt) AuAte] FELFE AL =2 FrtE st AT 29

Contemporary Korean
Culre Clothing Attributes

| H

i 1

s :

(s |

e 003 |

0ahp0 |
Cposein

[l - SR, -0 1 s '

Consumer Response Consumer Behavior

Practicality Preference

307

ﬁ

25

Uniqueness

{Fig. 3> Results of structural equation model

Estimate: Standardized coefficient.
*X 05, ** <01, *** <001
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(Table 3> The results of testing hypotheses

No Relationship between Variables Estimates SE t-value Results
H1 Contemporary Cultural Apparel Product Attributes—affective response

H 1-1 | Authenticity—affective response -0.002 0.081 -0.027 Not supported

H 1-2 |Practicality—affective response 0.394 0.103 3.812%** Supported

H 1-3 | Uniqueness—affective response 0.259 0.107 2.408* Supported

H 1-4 | Aesthetic—affective response -0.013 0.105 -0.123 Not supported
H2 Contemporary Cultural Apparel Product Attributes—cognitive response

H 2-1 | Authenticity—cognitive response 0.034 0.074 0.454 Not supported

H 2-2 | Practicality—cognitive response 0.106 0.084 1.255 Not supported

H 2-3 | Uniqueness—cognitive response 0.433 0.101 4.269%** Supported

H 2-4 | Aesthetic—cognitive response 0.219 0.096 2.274 Not Supported
H3 Affective response—Consumer Behavior

H 3-1 | Affective response—preference 0.36 0.083 4.333%** Supported

H 3-2 | Affective response—purchase intention 0.353 0.073 7.376%** Supported
H4 Cognitive response— Consumer Behavior

H 4-1 |Cognitive response—preference 0.539 0.095 3.712%** Supported

H 4-2 | Cognitive response—purchase intention -0.087 0.084 -1.039 Not supported
H5 Preference—purchase intention 0.39 0.091 4.2927%%%* Supported

X*=261.622, df=148(x*/df=1.768), GF1=0.880, RMSEA =0.062, NFI1=0.910, CFI=0.958

Estimates: Standardized coefficient

*pX05. F*p 01 X001
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