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Effects of Self-congruity and Functional Congruity of Luxury Fashion Brands
on Purchase Intentions: Focusing on Self-construal Moderation

Seo, Jiin" and Lee, Eun-JungJr

! Graduate School of Design, Kookmin University, Seoul, Korea
Dept. Fashion Design, Kookmin University;, Seoul, Korea

Abstract : The global volume of luxury fashion industries has continuously grown with the influx of young consumers
in 20s and 30s, yet little research explores luxury consumption patterns of the young consumers. Given the crucial impor-
tance of socio-psychological shopping values in luxury, the current study explores the effects of self-congruity and func-
tional congruity on purchase intentions of luxury fashion brands, and the moderation of self-construal in the mechanisms.
An online study was conducted through Google Forms with a total of 227 Korean respondents of actual luxury con-
sumption experiences. The data was analyzed using SPSS 18.0 program. The results of the study reveal the following:
(i) Among the three factors of self-congruity, ideal and social self-congruity factors have significant positive effects on pur-
chase intentions; (ii) actual self-congruity has no statistical effect on purchase intnetions of luxury fashion brands; (iii)
functional congruity has a significant positive effect on purchase intentions of luxury fashion brands; (iv) no moderation
effect of self-construal was found in the relationships between the three factors of self-congruity and purchase intentions;
(v) the moderation effect of independent self-construal is significant but negative in the relationship between functional
congruity and purchase intentions; (vi) the effect of intdependent self-construal is not found to be significant in the rela-
tionship between functional congruity and purchase intentions. Managerial and theoretical implications are discussed.

Key words : luxury fashion (842 #14), brand (B2 =), self-congruity (<o} AX]4)), functional congruity (715 LX
4}), self-construal (*}718041)
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Sl 2o ey A AL TR 27 B AEZ wls) e s 2ol b FEeAE
£ 5o ghe=d], 2 SAde de T anRke 3“4?4 Al e HA= iﬂ] | 22zl sl 2 71hsk= A1

o] f<¢o] 2ATHAhn & Lee, 2017; Lee, 2017). ©]21d+ A}13] Fol ot 9 5= &-teF WHe] AP rke Aotk
Z A 2A7KA] 40-500] SdE0] A=y o] W HEZ (Berger & Ward, 2010; Choi, 2011; Dubois, & Duquesne,
?l #EME FEAA B HAEES] mjERA e H2 7St 1993; O'cass & Forst, 2002). | xk= A|lE2] 7ol 275

Fotod zpAlel AAGE BRI AFSHCh(Berger & Ward,
2010; Choi, 2011; O'cass & Forst, 2002). ] A Hal
=t SEATIE AR AEA &= Ao} olu|x|e] A g3
AT Aol AR oh2HAhn & Lee, 2017), HH=
71543 BEE Vs BAE £ HEITHAN & Lee
2017; Dubois, & Duquesne, 1993). & AH|A}7} oA A&

T @ of Zdiste AR 715439 o] doH, 01315]'
A ztEe Bal=o] 7154 B3 AxE Avxpt o BIlEs
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H]| "“Sbﬂ vio}‘l] H"’”‘: 01‘3] =9 T—u—}‘o 9 Mg B
o] AR AgA &+ S5 9TE o St (Ahn & Lee,
2017; Berger & Ward, 2010; Choi, 2011; Lee, 2017; Park,
2012). ¥, AAE Agelzke g Hals ’\H]S’J Ve E8
g AR 7ROl gt A AATES o 84
g HA= A LH|REe] Aot 7% %_‘i]‘é‘)ﬂ g &

T7F 2R BE g ufel] mX|= 0333"1] gk A

T obd F=3 Adstelt}. 53] X]"} T dF
/‘431 -41*4—4 TA Fo8 BA4H g
S Aqe= we- %Oi‘i]' e
34'74 a °1—EHEE]' HAE el gk oheget
'dﬂ] AL F AU A =FFo] UoHA HubHl A
g ol gk A2 Hyke] w3, ALrE I AAA
7R 9 gpo] . ZEpe] ko R AAIRES 913 X FA}
7} 4AstEo] JthAhn & Lee, 2017; Park, 2012). ©]el
ma} o]5o] AARE 3] AEFdhe /AL SVl
A, HAdlE a7 AR AR B FEE SHAEA
T2 SSEAY GAE] A Aol HAF teke A5
¥ A€ e® Y 9 diFsEr = FAotH(“Young
consumers”, 2018). WA HAME] A APFe] FQ AH[FO
A9 20-300] -2 AHAFES AME] A Al ik A

T S AFHoRE ANEE AXRE AlFTE Aol
2 AFoxe gME Bz tisf ARt A dske =
of dX 9 7|5 Aol g Halzo] gt Fujolro
HAE FES A5H R AFetarat vt BEgl ol Aot
A2 R 71548 g FEkl Zeshe ARt A7)
2 (Cross et al, 2011; Voyer & Franks, 2014)2] %4 &3}
gk MG A S A aM] A ddEE 8
3k An|zfe] )191F EAJ O 2 (Cross et al., 2011), 7112] z17]
e e A gMe] LHRRe] Aol dXY L 7%

< J
Ae] gl Fad 9P A 2ANFEE 48T 5
slom, M) i AN 24 Y5 Ry ofs)
Sl el &ahs a8 AAS AZE Zlolth. 2ok ¥ <
7o) TAZ BAe thesh Tk A, AVAT 2HS F
SMel HH HAE 2mlsh HAE Aok AN 2 /)5 U

=

ge] tkA Jid FEES ekt B4, HAME] Hallse
o} AxA T} 7% AxAo] LH|Ape] Hale Fuojowd]
A= IS BT AR, HMe] Hallse] Ao A4t
7% YAgol aHIARe Hale Hrte)] ujAe FElA 4H]

Ae) A7l 28 GBS A,

ook 2l FEH gHE 80 Z 51

2. O|EH Hi&

2.1. Luxury fashion brands

H82 AolM BAE] (luxuryys ILEFE
B3 AL AR A 9le)k Aot A
THDubois & Duquesne, 1993). THH 2449l oA e] &
Fluxuryys Foe] LHAET0] F F e 588 dF
< AA8 YtHDubois & Duquesne, 1993; Shah, 2000). 2T}
?LXJVLE Shah(2000)= A2 AFS HL £4, ds, Ed4

, e, 824 o] MdeR HoFn o] Az
Suh(2012)= M dFolt o] F43 HdsS 7kl vt
A8 fEdE AFLE YT BAEE eIt Jvt =
3 Lee(2014)= 2X42] Baledh 9wl Balenr) 2o WAz
AAA 7R A avte] 9 Halega Zejsiiitt. oy
& 49A gAEle] ES A A d B AL dskE A
a2 ERIES gt Mgk o] ghed, 2 ol
GME] A G AR5 thast 7 2 dRleE ¥
glth(Lee, 2017). 53] A 4] @ B Al HAALeIA <]
Mg 2] FElo| H] H -%1% oF 109 B vERY 7P F=

¢

_%

b

& Lee, 2017) 511 XWUH Lﬂ SR é:‘—i: &M
Fohz 20300 F2ols AlelellA S Mz Bzl
= AdEskes @dol A s, =HAE] Al =
3 AthLee, 2017). BAE] A AgEe] iﬂ]%la—f gME B
Y= /}jEﬂg }\1—7(17(4 _ﬁ':/\%oﬂ _0,]?‘5]] 371] Oﬂz‘ﬂ:% H]—Ou:] Xﬂ% ]_zﬂ
7} 28 Sl Heold 1EEF, gMElE Pl 58T
AR Seite g7 gMeE] HAES Fal AlogA
35 FA3IL 4lo] SHH(O'cass & Forst, 2002).
CEEEREE RS S PSS PE B ERPRY
= AgE wErka AR ol AvRISe] 8
Mzl o) §718 WE AFo] SESAY w4 AES)
3aA Ea= ZUYT TS AL ARl AuH|4A)
215 WESAIZItKBerger & Ward, 2010; Dubois & Duquesne,
1993; Verhallen & Robben, 1994). Dubois and Duquesne

(1993) He] A7} 2 ARl F4 Sl A

J

—

A7E ok 7k, L 551 911 @A) efelel elek
ik o Al PME AFL Awlsa T 71 of
et 4Ee] 494 onlE Fslel HRIEERE AguE 2

He

3} e ABA 7N avlshe Zlolth w4 M B

o B I SIS oA el DAE ) Aol

FxAoRA B9 folEAE YAl ol

2|4 A8l FrHAn & Lee, 2017). 291252 €

Aol s 4318 ApITEs] Sde R s, Al

APz fARITL AR AFES Tulsln Helssle)
2 2y

FroiA 3larxl 3tH(Ahn & Lee, 2017; Choi, 2011).
B 2ulake ARle] Aot olul|e}t Al olnlx]E 7HA AL
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=5 AN EA] AolEF T Aol YA
=35 4= QJtk(Kwon & Choi, 2009; Park,

A= AFot B
-
2012).

*JFJ l tﬂﬁ}i w49 °°'El—t— FHe 5 SHAE 94811 a
ST DTN WSS Bl o]F Fe &

Y AERE L] SAE AHEE A Y dzk Z]*EJ Aﬂﬁﬂ
2 237 71z A AR JHAUM] TXE ek &
Hg S Sal, iRl A5 733 gME] LHE Feitt
(Berger & Ward, 2010). =3+ SNS & o] Z ﬂﬂl a5 A=
& HZEHA 9 ARG © 73]
of olgjgt Al&3lal A28 AFYA S
HA=oAE 7]efgict. B3k Folrck 01%—8— gAg A g
e anAEe 2EAR 5AS

ZoM] 7RR] A EESE wfg- IR H o] HFAoltkKim &
Wee, 2016). o]2]gh 2] AnAS Wsle] whggh A, ¢
A s A e Je 5 BeM e A F oo} 7]

-

Jsslar o

“me

A EAdol tig 2uRke] 7ol RetekE Hal=e] 75
o] H& FQAANI UrkKim & Wee, 2016). & AH|A7}
7Idishe Aol AAS drht BAlsox AREjH oz An|
o2 & FHNE F AeAE 2] Fejoabage] Fa
gk 28-S gt

2.2. Self-congruity

Ao} A=) (self-congruity)O|FH &H|27} QIA]s= £l =}
o} oJu|R|e} HAE omz|7t drht IR =7 HEE 9
ujsl= 7F S Z(Jang et al., 2011; Johar & Sirgy, 1991), =L
7]HES z}o} o]uX](self-image) -2 Ao} A4 (self-identity)
o 71Wk3It}, Zjo} o|m A (self-image)et 271 Aol thsl skt
o] i} Z2 AAR 7= Rl =¥ AZH(Rosenberg,
1979), TE= Jl21o] ERIoN} T2 AR} sl Axgr)
Zh1 e shue] Adolth(Kotler & Wingard, 1989). Ao}
oluRle AH|AFEo] A7) ARAINte] Eifjo] oJw|AE 7EA|AL

Ao 2o} oAz BT AF A9 A FHHR A&
3} ITH(Choi, 2011). WebA] ARIAES ARle] 2o} 7]
ek A FABIAL she Aol YAz wEel A ARale]
Zlo} olm|z|e} UX|ele HAEE Msstal PolsiEe Aol
ATHKim et al, 2014). AYPAFEo]| o5 Aol U4
(self-congruityye vAIE 2 Balg S0 7pg 7|20

F93 HERX(Sirgy et al, 1991), &H|AFSS 228 A7}
ghe Ao} omix|e] AWPE FAlsH] flaE] Hals SAXE
Foted 2R AAA T2 o] Ao} o|u]H| e} FAkeAY
AA = olmR| 9] A|FE F2 Bt tha] THg% ol 59
Al H=E FH3}H(Lee & Ra, 2002; Sirgy, 1982; Sirgy et
al., 1991). Lee and Ra(2002)= AP} dX|Ao] £&4= =
7o} oluR| o} A ZtEe Halze] ojujx]7t o ]f‘e'/r‘i 4oH

ZoA sg HAEE F238 oJnE Z2H= A

Ao gk T4 S =S gR19A, Jang and Moon
(2015) B3 Ao} ofm|x] UA]go] Hal=o] A)pufelme] &

o3t &S mHYgE Ak Yu and Kim(2012) oA+
AAA Aol ARG o FA Aol UxY B I BHEs
Bz} gAA BAE ofztel] fofgt YIRS wH T, AAA 4
oA Ao} Ux|AJo] HAH HIM= o2 wis= o] Ha

HH Aol YA et A AFEL oA Ao} o]
vF) sdst A, AP Azske Aot A4 g A
Al AAZA 2ol U4 (actual self-congruity), ©1732 Afo} U
%]/ (ideal self-congruity), AF&]2 A}ol AU X4 (social self-
congruity) & Al 7FA| SRR FAAEE A Ee
Z Ao tHAhn & Lee, 2017; Malir et al, 2011; Sirgy,
1982; Sirgy et al., 1991; Yu & Kim, 2012). HA A& =}
o} XA (actual self-congruityy> AH|AZF 14351aL = SAY
o] B&, & A ERlo] Azt 7= Ao} olm|x|ef Ha
= ]U]X] 7+e] YR] Aol gk An|Rpe] F=3F X Zto|tt
o AP} A=A (ideal self-congruityy AH|R7} B2 Ao
sz o)dARl olmR| 9} dE B = o]ux]7} dupt YXx|s)
=710l gk F=HA 1o, o) Ao} olw|R|= AH|A} A}
Alo] 3% F= FATRE olw|R|o|tk(Sirgy, 1982; Sirgy et al.,
1991). oje} PHEE ARBIE zjol U] (social self-congruity}g
ARBJA zlo} ofmuA] 7} HAlE o]u|R| e} YX|&= x| gt
Ao 7, AKBA Aot olmA|gh AR} ATl Al ZFlo]
HAR|AL A1E tjelg- 3 o} o|nA & ou|ah, HAR A
el Al ApAlo] off Algto® BoR|=A] o&ske Jideltt
(Ahn & Lee, 2017). ©] Al 71A] R3] zjo} A4 HAll=
=8} ool 7217] gk @S niRle] ER1E=], 7t
% Malidr et al.(2011)2] AFX e AAA 2o} PA]Ado] o]
A Aot AAGETE AA A HA oz o] F FIFS v
Z1 WHA | Kim and Kim(2016) 170X o)48 o} L4
| AAAH Ao} AXPHTE A BHA= ofFte] o & 3
S Atk ¥ Yu and Kim(2012) ollAe AAIH zjo}
%ZV I oA Aot A BT 3AHA HAE B9} HA
# Bz o] feldh GEks vH,
o} Aol AMH HAl= ozt wyiR sfe] HAls FAHE
o fojst Jke mHS Felgr) K3k oAb zpo} x4
o] AAA Ao} YAAHHT} HA= gxof HX= |
o= ] =7 Jeltth. Ahn and Lee(2017)2] Qo= =}

;

<]

tlo

AAH W ol A

og Q?lf}‘l‘:} ‘Ef& HAg id Balso
and Wee(2016)%= sjAAEFol gt &H|zke] Zo} LAEE B
A= 50”‘]94 Moz Hasi o3y T4, A4 Y
Al, AAA FYAS coR HAE ool fofg 3
& gl

olgel HAATES MHOR B ATINE ArR} €
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2.3. Functional congruity

71% YA (functional congruity)o]# #F Al%5o] &Kzl
71N FEE SFAIE Al et avRe] F84 7o)
THKressmann et al., 2006; Oliver, 1980). Y% %7] A7l
Ae 715 LAEH Aot Aol FEAQ) ghw AFEA
ou}, AAl aRARgsME 7 ARG Aot AAEL A
2 OE 2le] a2e)i 7s IRl Aok dAAel vl
2R E] o e S A= sk
t}. = slrgy(1982>— 71% A4 29S8 A
AE B4, 44, 7}

1=

T
e AF) W5, B, FA 5 AL 42 ol
75N Bistel Wi eI, Aok Qs 9 e
o AEE A s ez B7He. ol
ol 1A}

Azrere € Heﬂcq 71%
il v e %5
8 AgaTEe iﬂmr Azt 1~— 7V AA4ol Bl

l 3 EIZPJ, 4, 7H,

o
= HxE g gyl $a3 28-S dvha dia gt 71
=2 7% GRS AlFehe HAlEe 4MAte] Halso of
T FALE Fol (Klm 2011), AFH o BAHE TujE 2
7WAZ1tkJang et al, 2011). Kang and Nam(2013)2 Hal=
o] 714 &4l ﬂlfﬂ ZRjRRe] ZgiEe] 5 A A
A WS w73, SR moAH AR A4€
o2 Fth Yu and Kim(2012) GFolxE =jo} dx]Ao] B

Ao
= F4we] FAE Yt B BEs 44E B of
Fol A, A2 Ao} ARV o1 Aob QxAo
= gms} PAF BAS ohFel] e HTE FoA, 1
3 5H QRS el WE Aolg AFHOE nelf)
=

. Kim et al(2014)¢] AolAE 227} QARshs 7]

ex|go] BHAE ez ZAA 93-S n )

AFA ABH 49 elele] Fewot we BM A
Z2H] oA 7 LAt A ok jldlen, &
< Wste

E e avABe) gl 2gF % P Ba
o AF R viRo] B, /)5 YL 2
o

Ao ek vt Frlle froldt e vE 2o
3]

2.4. Purchase intention
Tl =gt 2u)At AR TS & Azte] JeAe o

ok 2pjes] 2E BHE FHeE 53
5 Uepd AoZ AFS Toldel slo] ezl m 35S
stara} she 9Jx]e] A=E oJn|dK(Song, 2013). ©l= &HIA
7} AZee o] e B o AlES stk aket
A=Y, Fj =Tt FoldeE AAR Tzt dojd HE
.Eﬁj =olxIth(Lee, 2009; Song, 2013). =S} AH]|=}e]
T HEE 22 AHAE 348 o B S AT
(Lee, 2009) ZHIAR7F AlFel EH'B‘H 94 7S 7 Qint &
T o 8l o3 o AEFS w‘LﬂHﬂ 7¥Fs7de] ArhH Fuf
oA} 22 olfA]= 79Tt Atk oM™ Fjolee FHE
7k, A, #A Fo] AEF 8ol A9RE o]ox]7] wiie]
Z2HIARES] HETt Feke oAU FjdEo] o)Fed vks
go] EA eron, ot ofs| Ax| Fujs)Eo] o]FeiA
7Fs/de] =oh(Song, 2013). £ Aolr= olzfst T Hyd
T AAE vige® A il Halse] gk AHjRte] fre]
nsk Hrig 2743 Q8 Pulees AaHeE A

ML A Ztslke gAE] Blso] ol X3 7)F d
1’32 Bal=o] tist 594 H7IE =21}, Sirgy(1982)y= Al

E

F oA 7} AAIAR FE YeRE AFolAY AREAR] A
A= 45}144: Zﬂ%‘i Aol A7) A2l zjo} olwlR|e} A
X8 o FAAQA HES Btk ot vk #Ho o}
A=)l A3k éj_‘%@ AYATEo|N, AF2AE wHAC o]
29| Ao} Ax|AJo] BFHAME ] thit B} o]
A= Fgol Bl A3 Song2013) AAF =} o]u]A|

o]

o]

7F 2RAF Bl frel @ S vAE AE ERlgoy o)
Z zjo} on X & AH|A} BlEo] o)k kS 7L;<]b =
S It 3 Choi(2011)] ATollM= AMA 7R
g el 7% ARA A|7to] i%%’%‘% A7) 71
o tist Hto 7 wiEy)l AFE Z7AF] Aoz dolEit)
Kim et al. 2013y AR3% 7]999] A7 9 A8]2=9] 7154 A4
et 2R ZIHiEEe] 7e DAl AKElE 71l gk oL
Atz Alge] 9ekS mxe Aoz et Kim et
al.2014)2] A7olM= Aok-HAll= om|x] Ax)4ge] HAld =}
0} LA, ol dA Aol Aol HA= ol folgh JF

HAE Fog et
Colge) daRTE Moz, At gu e o

sl W4k Aok YA R 7% A AxE Y vl
el s L aRAE Zhs T %
Ae® dider, thee] 7HdEe] FHEA:

Hy. 52| Bzl ek amjzke] A|zbe zlo} dA)de
HAe Fufefieo] Al S vzt

Hy. 84 Bzl thgh 2H)ke] A7k AAE 7ot o
2AAE BAle Fujojro AFAQl ks w|zit)

Hy,. gMe] Bzl theh 2njzte] Az o] 2ot
AL Balle ool g9l JIe mzIh

Hy s BMe] Bzl theh 2v)te] A|zbe ARl 2ot o
A/de BaAlle ool g2l JFe mxinh

H,. gide] Bzl digh aujake] A2 7l dAde

L 2 3

ool 720 I3

e
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2.5. Self-construal

2718114 (self-construal)° |+ 7HS1e] A7) Apale BRR1te] &

AZFE =3 = A5oEZ e EA2 o7|s AEE 1}
Bl AujRte] F3A A7) 7t /@S Z(Choi et al,
2015; Cross et al, 2011; Voyer & Franks, 2014). E}13} ¥
AolA 2ot HEA EAZ HoleA|, Exe el A,
WAE AR A=A B3 19 /\}—Liﬂﬁﬂi A ejecy
(Voyer & Franks, 2014). 27]9] 27|14 A= Fz Fa14
ZpolE xFo7 9o HIZole B3t 1}7]5]1@:% A4
sioiels, A oo wet Aol gk = Svke &
Ax FE3FHChoi et al., 2015).

A70eiade dukdo g =2 217184 (independent  self-
construal), “3% 2] 2171314 (interdependent self-construal)>-
2 ol RtKChoi et al, 2015). BA =332 2}7)a4]e 7|
o1} ERlE REE= =yl AdS 7};]11] AyEo|Z22 2}
7181492 A HEzE BAY] 24ES ZE ik A7) &}
A= A8, 37 53] BAE YA Azbshitel wEl B
=, A7 AlaAE] o] @8k 4 UthKim & Lee, 2015).
oy st YA A7EIME g el sk, A7
< A e, A7) ARle] 55tk A7k TR
Ack. gk RIS AR MRINA FHE T AR =
YAl 42E AdtiMarkus & Shinobu, 1991). ZHZ 27|
4 JEE 7 ARES Al 2S S8 Al
PR AFoRE ANE FHske 9, s ATl
Ao 733k AFRFES Ao AR Al Ll low, BRI
o] dadg AL AXste Aol AsttMarkus &
Shinobu, 1991). ©|&2 AR219] A} =BT ERIS] o)A}
Ao o A73E 23 BRIF $2 /‘}5151 T&ﬁ]% fFAs =
A& %B-’\] gt olde] MPATES F

A7V A LA 2njEls-S A WWke el o
Folu Al zhzke] AAHES 2] g AoItk(Choi et al,
2015; Cross et al, 2011; Voyer & Franks, 2014). 27|84
2 A A AR dAEE SaF AHRE] Q1Y 54
o7 Folgo] YtH(Cross et al, 2011). 7|4 =}7] =2
I Alsleke] FAIE A2, AlE 9 B, i) AAE
oA A2 sk=Ttell wEbA AR M| 3, = Sl gt
2 4 Qth(Hahn, 2011). Zhang and Gelb(1996)2] SAF-ollA
= 59 AEY, 4sdEd AEEE T TS e
2 A 7HXE Axshs F WAIRAS e X F
TRE Zxshe Al wARAE ARSI AT A, 53HE
A71s A ] ek A X3E] 7HAE ke FAL HAIA
7t AXERE o] BAE e} F Bt =2 v, A4S

oA AN Hek Jok A 7S AxskeE i
AAZE AANERS o BAHE B} B BErF 2 2
YR Kim et al. 2007y 5383 Ap7|s)A, 4593 A
718140 tisiA T ke xpol7t AFE T vX= 9
At A3, 594 A7 Je] A4S AdrEsrge] wa
A7 AAEAE W Hop vpgrAEke] wAIR7E A E S
AFN=7} o =9kt Wil dsolEd kel 749 uighy
o] wARZE AN IS ol Boh A7FsA |WAR 7L AA
HAS vl AFUNETT O =80T AL A E Aan A
T} AdEE Fod AR AE EAoRE SRl S
TH(Choi et al.,, 2015; Cross et al., 2011).

A718A 0] A3 M ATela= AlFl weprd AEg |
AR delo] MR} A5 &3E ©] A F U2 5
gt} Sung et al.(2012)9] Aol FEo)EHQ AlEEC]
AR miEks FaskA Aztste], Hals dAw o HAEE
ARgBhE AREA dSo] IR o EYAQI AlERT 1 B
WEE U2 SAX R 7RSS VERRTE Suh(2012)9] <
TolAs A gAME] A9 Al 231 HEAs ZJolsl|Ao] AlE
Sxo) vX= JEFS dolrsith. A Aa, S84 A7)E)
e 2y A AFEY 784 324 AFE o A58t
2o L]'E}ﬁ , W ’b]'i«]—‘—xq Aol % ‘;P% Rk
A AEET A9E B4 AES O AEske 202 ekt
t}. Lee(2014)2] ?i:rLoﬂ A SERES] APElY Sl wet
713 FAE sk Aot vEA YT 5 7ol w
o }_ﬁoﬂ/\ﬂ.}f A}S 4?\-_:&54'9_] ].ELEE_q_ 5@}40 /\}ELEO] 3
4e U A WS, 7Ho] L X E FHA A
HEETH S EAR] AFEe] #4245 © =/ dAdsisint
Choi et al.2015) G AH|ASIA 2p7]aj4lo] nR]= fo
g S AT IR, o] YA, HM Bl
T J8NA Lee2017)2 Ao} A4 & Fujjo] =9} °4L
271814 Nde] F8448 I S Al 7R Aot
2k FollA =7k HAME] HEH‘:«] AREA dAAd, AAA
24, oFA AR SAE AT dEE vRS
Y7, A7IsfAlo] HAA, o)A dxd= ez A
Al frofgt miAESE Zhe 2o & ERIFT

oPe T, E Aol gMg] i AdelA, LHRt
FHHoR Zhe S9A AEIMS dseE e
el A7EiA o] f32 A GAE] vk zlol x4
w7 015(]1\40 3ol Qe QIS nN = ZAHSFTE
ZOR o FEH, q__g] 7PdEe] EEHTh
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3.1. Data collection

FES @Ne B

2 AT 7RSS A% AR FHL 7=(Google
Forms)& o8¢ 22l AE2ALS T3l ol Feixih 2015
109 2945E 119 5ol AH F 22759 frask S5

AR, 4 259 742 SPSS 18.0 B4

zg W

AT B AT fES 498 98 2 2ARIAE 20

Self
. Congruity .

Actual Self |
Congruity

Ideal Self

Congruity

Social Self

Purchase
Intentions

Congruity

Functional

Self Self

Congruity Independent | (Interdependent] |

Construal Construal

Self Construal

Fig. 1. Conceptual framework.

30t0(20-394)8] FAE] A HAale AR gsigloh
0|2 93t 2T 7] (screening) FEOZ APIZAPIAN 71 2l

A7k w9k A 7he] HME] ol BRE - Folu|E(Louis
Vuitton), Z2tch(Prada), T4 (Gucci), AFdl(Channel), 7F2w] o]
(Cartier), °ll=|2~(Hermes), HH 2] (Burberry) - ©fl that 13] ©]

o] 7 B 014@73‘6‘3 20| Akl fle A dex

AL A ST B o] Sle] BMe Bame] i o)
s ojg7gel Ol“ % Ba= W AP s =
3 2ele] volrt sg Tkl A e A AR

AleJstsict. gl i Ba=o] = Al dAlgle] o
Fek AREEC] 7 ThsElEE ANV IRES] AP A
, AFFBARRE, A2 12l FhlgaR), FE-9, WAL A9, 5
, A7 2 3 AR 5o ggsit) A5 £
il% ARAE olgsle] SR, AEAll AMSE 7t
2o AgATolA el AFAe] HEE Es A}»&o}
th ZAPHE AR HEAE wlEsle] F 22759 AEA
FASEeH, £H9 A8E 53 AEA Q] ¥4 SPSS
0 5A Z2aRs 58 2 A9E Aske] Aungrt

BN —{E

2 OE’L‘

—_
e

3.2. Measures

7ol YRF-L APAT-E st tRtid e g Hojst
o, AAA Ao} %‘x]é 4}, o)A Ao} AR 47, AL
32 Ao} A4 4FEFow ZAHHUti(Jang et al, 2011;
Johar & Sirgy, 1991; Kim et al., 2014; Sirgy et al., 1991).
7% dAAe gaxdfder APATL(Kim et al, 2014;
Kim et al, 2013; Sirgy et al, 1991)0ll4 &3 & 453
ARgs] 243t 3 Fel=E Song(2013), Lee(2009) 5
o] APATE nigo g 3 58S o]gdl =3t vix
wo g 27]8)4S Suh(2012), Sung et al.(2012) 59 AyA
TE v R 594 AEiA B dsolEd Arlsi 5o

T M9 SRR FAEE tRIIEORE Holste] F 8l
S oldsted AT BE F2 55 gAE H=(0R

= «@8] 234 o, 57 = w)$ 2o FAEAY.

10 Hﬂm

4. €o ¥ =9

4.1. Respondents’ profiles

AEZANE B8 Sd 22749 S8R &, P92 414%
941), A 58.6%(133%)02 UEPton AEoi = 1; |
74.9%(170%), 71& 242%(55%)2 UERdth At g¥e
tiEo] 58.1%(132%), ek AN} o] 17.6%(4078), thata

AT 14.1%((329), 2Z o8} 10.1%(23%)e-= Uepdth 3%
2} Age AEA 2 #AA ZARP} 23.3%(539), AREEAR}
21.1%(48%) 502 7P wekon, 3 & HF oE A& iy
oM 107H od-509H wgtolghs Sl A9 60.4%
(1378)°.2 71 Bkttt SERke] 98 A5 2009 o]
’$-3005H mRtolEls o] AL 33.0%(75% )= 7
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e &S AR e AAE GAE] o] Bl S o2
Zrh25.1%), FolH5(21.6%), T (11.5%), AFd(9.3%) 52
THR SEAES T 32 AN AEE0] B4 EIFIS
o, o] A7 A Bal=e] 9] ol A v wi
olgte Sl AAl S 60.8%(139%8)2 7 &9t} o]
e EFeE AESHAN] ATEAA 542 Table 19 e}

Table 1. Respondents’ profiles

Category n %
Male 94 414

Gender
Female 133 58.6
Unmarried 170 74.9
Marital status Married 55 242
Others 2 0.9
20~29 128 56.4

Age

30~39 93 41.0
High school graduate or lower 23 10.1
. College student 32 14.1

Education
College graduation 132 58.1
Graduate student or higher 40 17.6
Office work 53 233
Professionals 53 23.3
Student 38 16.7
Service/sales 25 11.0

Occupation

Teacher 4 1.8
Entrepreneur 21 9.3
House wife 12 53
Others 21 9.3
~999,999won 32 14.1
1,000,000~1,999,999 won 62 273
2,000,000~2,999,999 won 75 33.0
Monthly 3 000,000~3,999,999 won 27 119

household
income 4,000,000~4,999,999 won 10 44
5,000,000~5,999,999 won 8 3.5
6,000,000~6,999,999 won 2 0.9
7,000,000won~ 11 4.8
~99.999 won 18 7.9
100,000~499,999 won 137 60.4
500,000~999,999won 31 13.7
Monthly 1 400,000~1,499,999won b2 9.7

expenditure on

apparel items 1,500,000~1,999,999won 9 4.0
2,000,000~2,499,999won 2 0.9
2,500,000~2,999,999won 3 1.3
3,000,000won~ 5 2.1

4.2. Validity and reliability of measures

2 AgelME Arrdel o Wesd g g e
AZS A8 2+ FNEEE 2R B 2 s
(Varimax)3] A& ARESE Q91AS AAFT) aQlFEe] &
@ 712 BdE 29l Z2 T edlel thgk afgkel 1.0
olpew epteAE

o |
N
)
pe)
o r
oo
&
i
m
rlo
N
AN
o
rE

< gratral si%ithRhee &
Chung, 2010). AA, & AFelM= 881A A3 82 A%k
°] 0.5 °l3I}] FHEL EfgAe] Ao FEo= et A

=
= FEoR Adsta AAgE AA, 71 a1 AEE
7] {3k ZEns G3A |9 (Cronbach’s Alpha Coefficient)
AT 0.6 oVdE 71 ot A, AAE a%19] JEE
o] o] o g Aol FuE F U=AE HFES F, o|2F
o2 HPgo] AoH Al ¥ FEES AAANZI 2
ATolM = olelgt 71ES ALt 58 F5S HAlst, A
HOERAS gusla siglen, el Adw F2E o
A 24 FES /M HAFS A AN HEE &gt
S1tH(Shin, 2007).

4.2.1. Self-congruity

2 Aol S Aok dAA agle] theje] 214
2 A S-S AR As AAA Aol AR 4l B,
oA Aol AAG N 5, AR Aok AR 4l G2
HEAR A= Table 29F o] YERgth A3k 1.0 ode

FEE 89e F vl 89leR FRHeH, & it

WL 84.011%2 VER} Rlof-Hal= on)x] A= &
£9le] ejate] & AREE 2o AEATHRhee &
Chung, 2010).

do b

4.2.2. Functional congruity

B 7] S F shkl Zls dAgel st &
B g e #A2 AN Ashe Table 33 2] &

2 59.849%2] Tzl o g TR wEh B

o e Ao gEE 2)s Al e 29 95
e e W gdo] ST
£ EWE 75 ¥
AFE 0=77302 4 FE tigh A= o] SAR1FUTHRhee
& Chung, 2010).
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4.2.3. Purchase intentions

B A7) F50%E 5 shiel Pulelwel vhete] £
A EAE AAG A, 91 AAATE 0.5 ofF]
of} Rt Sigton], BE @5 FYsiel 89
|k A= Table 49F 290} AL 1.0 o3 =
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Table 2. Factor analysis and cronbach’s alpha: self-congruity

Factors Measures Loadings Eigen o
Factor 1  Factor 2 Factor 3  Vvalue

This brand well expresses my current self image. .894 014 .102

Actual This brand well fits my current self image. 758 239 .008 5 608 487
self-congruity  This brand well reflects my current self image. .698 .106 .085
The user image of this brand well matches my current self image. .691 411 204
This brand well reflects my ideal self image. 203 .891 171

Ideal This brand well expresses my ideal self image. .074 .878 225 4978 o4
self-congruity  This brand weill fits my ideal self image. 101 .856 .085
The user image of this brand well matches my ideal self image. .044 .805 295
This brand enhances my social self image. 018 .050 903

Social This brand helps me having a positive social image from others’ perspective. 192 .024 882 3175 957
self-congruity  This brand helps me executing my social roles. .081 201 .809
This band affects formation of my social self image. 377 401 .638

Table 3. Factor analysis and cronbach’s alpha: functional congruity

T
Measures Loadings 1gen o
value
This brand provides quality that I want. .805
This brand provides functions that I want. 792
2394 773

This brand provides designs that I want. 774
This brand provides price that I want. 721

Table 4. Factor analysis and cronbach’s alpha: purchase intentions

5
Measures Loadings 1een
value
I want to use the brand in the future. 935
I would regularly purchase from this brand in
906
the future.
I would purchase from this brand if I have a
chance to purchase from luxury fashion 905 4ll4 946
brands.
I have intention to recommend this brand to
.895
others around me.
I would say positive things about this brand to 394

others.

Table 5. Factor analysis and cronbach’s aplha: self-construal

82.288%= UER} Tujolwi vl e
Ao FtEQrh. Qoo AAjE =%
BE 05 o2& YERdthRhee & Chung, 2010).

2019 ojsje] & Hws=
o

=
g g2l 29l Ak

4.2.4. Self-construal
B ATe] =AU A7jsH e tsle] SelEA 2 g
A B AASE A3= Table 591 72Fo] Yepdtt. sid 291

o thgk &<l HAX|7F 0.5 ©]3Hl 3”101 UeR A g3tem,
BE IES Yot alwdE AAIS A3 &3 1.0 ©
BoE FEE a2 YA AaA, seEd Als
A gglom FRale] WHsth. B8 AYEE Adsk=
KMOE 0.754% UEREOH Ql1BAS 93 24 & 719
3 PEe gedeE R8s AFsh= Bartlett®] 734
A% A, y(dE28)=512.1500.2 24 Lo QolRMS 5
at7lol At Ao el

4.3. Correlations

Loadings .
Factors Measures Eigen value «a
Factor 1 Factor 2
My personality is important to me. .864 212
Independent I want to get differented from others at many points. .850 226 2400 762
self-construal I prefer solving problems by myself to discussing with others. 670 248 ’ '
I clearly suggest my idea or opinion when I discuss with others. .606 428
I value a group life than a personal life. 150 .829
I can sacrifice my own benefit for benefit of groups that I am involved in. 291 747
Interdependent self- . ) o . . 2903 707
construal I think my relationship with others is more important than my personal 348 696 . :

achievements.

I consider my parent’s advice when I plan for my career. 385 621
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Table 6. Correlations among

variables

Actual Ideal Social Functional Purchase Independent  Interdepen-dent
self-congruity  self-congruity  self-congruity congruity intention self-construal self-construal
Actual self-congruity 1.000
Ideal self-congruity 69 1%** 1.000
Social self-congruity S35k O7THH* 1.000
Functional congruity 492%** 550%** S01%** 1.000
Purchase intention AG4HE 575k 548k T18%* 1.000
Independent self-construal 194%x* 260%** 366%** 342%*% 260%** 1.000
Interdepen-dent self-construal 276%** 209%** 303*** 286%** 263%** 334%%x 1.000
wHEp< 001
Y} Table 7. Regression analysis results

2 7Ha gen, R &
Mol AN 2t g 2 DA s} ARshe Row
e 34 @52 ME Bl S8 dtRhee

Chung, 2010). 3+ 3
FEolARE 0.9 AAl vER ¥ Elde] SHE FloR
A& 4= 2Ath(Rhee & Chung, 2010).

4.4. Testing hypotheses

44.1.
on purchase intentions (H;-H,)

2 Ao 7ML, 28 AFEP] I8 Aol YA
288 5 HER, PR F5 vgE ¢ ﬂ%ﬁ%%ﬁ
< AXFTHTable 7). 941 Ao} AT} 7% Gx)Ado] Fuf
oxo) WA= FEFS AT 94X AR 7124 7
o] FF ool tisle] ate] EFL RIste] Tk 2
A, ?iﬁﬂloﬂ gt 39 RN E T2 el &
=5lom, DW FAHS 23572 71F3A] 200 7HA VERY
3 9le] H@Ae] 7ol FFEAT 28 v 348 A
@ A3, BE SR tisted VIF A7) 10 o8tz
B, 33} 3 $1-8x)7) 0.1 ol e s Yehd tE A4
o] ¥R ke Aoz FTEQItk(Shin, 2007). B4 Az},
7ot dx)Ade] A 71 a1 F AAF Aot AL e
Al 218k FES YERIRA] ULH,: p=-011, =181,
p>.05), o3 Ao} AR MH,: B=170, 2376, p<.05)T
AKE)A Aol AR H, 5 P=165, =2.710, p<.01)S Foj=

o fojgh FES UERATE whEbA 7M1 FEAHOE AX
Hdok B3 75 GRS ez folgh J3FS AT
(Hy: B=.547, =10.096, p<.001). o]l 7Fd2= AR =Y}

Effects of self-congruity and functional congruity

4.4.2. Moderation of self-construal (H;-Hg)

(D Moderation of indepent self-construal (Hs-H,)

H AFelM AR 594 ArlaiA el 2d gl gk 7t
342 A5 fsl A B2 S AAIFTHTable 8).

Independent b svalne value Multicollinearity stat.
variables P Tolerance VIF

(Constant) 2.864** .005

Acual 0 g 857 500 1.998
self-congruity

Meal gy 376k 018 373 2.681
self-congruity

Social 65 2710 007 514 1.947
self-congruity

fgg;ﬁ?;‘l 547 10.096%** 000 649 1.541

R*=576, Adj.R* =569, F=75.521(df1=4, df2=222), p<.001
#xp< 001, #5p<.01, *p<.05

WA 594 A Ade, AAA Aol XYHs . p=
008, =011, p>.05), o144 Ao} A2J(H;,: p=-014, =
028, p>05), L] AFS]ZH Ao} U (H; p=588,
=1.365, p>.05) & Al 7 Ao} LA/ 1=2] ol
HAEs FPolMe Folst 2HEaIE FRAERA] i) wE
Al 7K 3 Z1ZkEIQT v 7T A xEHA A71EA
(Hy: B=-.644, =1.893, p<.001)& 2|8 F(-)e] Jgo] 3l
Fof, 21 2HaIrF RIS 7H4E A=A

(@ Moderation of interdependent self-construal (Hs-Hy)

2 AFelx M5 608 AR Fe A AlsiAe] 2dEst
£ A7 flste] A3 3714 AARTHTable 9). 4
Azt AAA Aol A (Hsy: p=029, =093 p>05), 1’34
Ao} AR (Hs,: p=-.025, =-.049, p>.05), A3F 2o} UX]A
(Hs.3: B=.589, +=1.368, p>.05)3} J5.0)E3 271sl|A 9] 52t
S el el fle Aew UEhtt ol 7HdsE 7]
Z}E| )Tt 8 YA FeolEH Al el FTARs
o] el freldt YL VAR @71 wEell(Hy: f=.563,
=-1.769, p>.05) AT |57 AAA TAF SR uile =
a7t Qe Aler SRl weby 7Hd 6 714 E AT

T3t 7%
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Table 8. Regression analysis: Moderation of indepent self-construal

Dependent variable: purchase intentions

Independent variables Model 1 Model 11 Model III
B t B t B t

Actual self-congruity -.011 -.181 -013 -216 011 042
Ideal self-congruity 170 2.376%* .169 2.357** 162 403
Social self-congruity .165 2.710%** 176 2.805%** =252 -.788
Functional congruity 547 10.096*** .556 10.019%** 978 4.256%**
Independent self-construal -.035 -.739 .064 430
Actualxindependent self-construal -.003 -011
Idealxindependent self-construal -014 -.028
Socialxindependent self-construal .588 1.365
Functionalxindependent self-construal -.644 -1.893%**
F 75.521 60.402 33.970
AF 15.119 26.432
R 576 577 585
Adj. R 569 568 568
AR 001 007

k< 001, *%p<.01

Table 9. Regression analysis: moderation of interdependent self-construal

Dependent variable: purchase intentions

Independent variables Model 1 Model 11 Model 11T
B t B t B t

Actual self-congruity -011 -.181 -016 -.261 -.021 -.087
Ideal self-congruity 170 2.376* 175 2.424%* 174 435
Social self-congruity 165 2.710%** 159 2.559* -.256 -.803
Functional congruity 547 10.096*** .543 9.883*** 923 4.262%**
Interdependent self-construal .028 588 .023 474
Actualxinterdependent self-construal .029 .093
Idealxinterdependent self-construal -.025 -.049
Socialxinterdependent self-construal .589 1.368
Functionalxinterdependent self-construal -.563 -1.769
F 75.521 60.308 33.981

AF 15.213 26.327

R 576 577 585

Adj.R? 569 567 568

AR 001 008

w5 001, *p<.05

5 & =2 ARB|A zpo}l dx)Adwto] Fujolwe] folek JEgS VERIL

AR Aol AL Folst YFS HolA| BTt E3 g

5.1. Summary A 2= i) Azt 715 IS Fujeed] #9%
2 ATE AR /RS anAAES 7R A & &M FIL P A olEjgh Ao} g 7% IxAge] A= o
2AFEo] A Zkehe Mg s Bals=e] Ao} AdXA B 7)E A 74l gk Exell A 2HRe] 2p7sjale] A A gk &
2/d0] AniRte] BAE pujolxd] mX)s JES FAC & ARAE g A, 5HA A7IEl 8”10] ol LR Al
A A, 2ol A Al 7EA] 821 F o] Aot A SRAEAA ) FHAEA Aol A )elA Folst 2Ha)
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5.2. Implications

2 Are] Aie 2 7 g AR ARRE et
A 2 A7 Ade A SkesEF vlaste] gAe I
Ba=o] & AHAE JFs 454 Atehe HolA
< WshE =8AE A Ao AMES vt A
ZE=THAhn & Lee, 2017). ¥ A5 A= U gAe] A4
1ol F4:3] tiss), vhdslEle] 7kl Sl el F-3ah
NEE & 2RSS R 3 452
£ Aol g7t ek E=3F 0|2 F3) AlgA E
FHAFOE BT e AHATY RN M Hills
7Hx 9] Ak Al E 7RI Tl GRS PRE RARe
AA AP eES Holshs v ARH ger ooF zheth

gl 2 AeMe M i Bals ool wx|e=
ZHRe] A ZHE Aol dxAde] SR aRIES ERIFem, &
o} Axge] FAHRRIE F, oA Aot UXG, ALE]A Ao}
A, 7163 dAAol Fufexel] FFE WA
ERA| Y, AAIA Aol I Fufewel] fofgh IS v
A b= AoE YeRt), olgjgh £ AFte] Fie Aol-H
A= olulx] XA} 75 LR g HPAT dH=4
i Agoldt Asjeln). & APATEoM = 1 Aoy JI

o By

>~

S =8 $tHAhn & Lee, 2017; Jang & Moon, 2015;
Kim, 2014; Kim & Kim, 2016; Yu & Kim, 2012). ©]&]gt
AgiATel o7t vhs £ AT A= YA s Hillso
Ae] B Aol SHAECINE e A & AR B4
o2 FNE F AUk F A F3AA ASH 3o
Hjgl] o)A Ao} dx|Ade] PEFHo] F WHA(Kim & Kim,
2014), A ¥H EsHoM = FiH oz A Aol A=
Qo] JEPIATHMalir et al, 2011). & 97 A= o))
St AYPATEL] 3EL] A Utk

olggt MaAT A F w31 zolol] gt AH]7Ex|e} 7Y
QI’g3ke] Zfolof] A B MPALES T3, AH A
24 2H7EA7F FoAEE Y w3k 52 a1t Mg
AZM = AHRFEC] ARAIL] AAA zjo} olm|x]e] FFo
old o) Ao} olm|R| 9 FAS 5] HH=E dHgir=
FEo] 7hesit. g £ AT AlM e 75 gAAde B
= Fufolxee] fofgt A4 FIEe AH dPA+ Axet
U&= H(Jang et al, 2011; Kim, 2011; Kim et al, 2014), T

£

£ 7127 EE A Al 715
ZHRke) 03 Hrp) AEFoz deld Ro= sjud
AchBerger & Ward, 2010).

e B AT A AEiY 24 54E gAe oA B2
Ao s AZdu)s Aot 9 7l A Fste] A5
oaH #AH HPAF 559 o] 71FTH(Choi et al,
2015; Lee, 2017). & A7x= Aol x4 B 75 IR
o] Fulejze wXe FFS goluEd o] HHE =73
A3} 5 EH e 2EEHE o] 22 TE M)
A g gAg B omxE A3 APATE} 283 |
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5.3. Limitations and future work
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