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Abstract

Recently, the textile and fashion industry has adopted 3D printing technology, through
which filaments are accumulated continuously in the form of sections to produce
digitalized three-dimensional fashion products. Little research has been done regarding
the consumer perspectives on 3D printed fashion product. Therefore, the purpose of
this study was to investigate the effects of consumer innovativeness, uniqueness, and
perception factors on consumer attitudes and purchasing intentions for 3D printed
fashion products. A questionnaire was given to consumers living in Seoul and
Kyunggi, South Korea. The data obtained from the 159 completed questionnaires was
analyzed by regression analysis, factor analysis, and Cronbach’s alpha using SPSS
24.0. The results were as follows: First, consumer innovativeness and uniqueness, in
descending order, positively affect the perceived social image. Consumer innovative-
ness positively affects perceived aesthetics and consumer uniqueness positively affects
perceived novelty. Second, social image has a positive effect on consumer attitudes
to 3D printed fashion products. Third, consumer attitude positively affects purchasing
intentions towards 3D printed fashion products. Fourth, consumer innovativeness and
uniqueness, in descending order, have a positive effect on consumer attitudes and
purchasing intentions for 3D printed fashion products. Fifth, social image and novelty,
in descending order, positively affect purchase intentions for 3D printed fashion
products. Therefore fashion firms should develop their marketing strategy to focus on
innovative, unique consumers as a main target and aim to enhance buyers’ social

image by using 3D printed fashion products.
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l. Introduction

22 AR date] ZokollA ZEEI = 3D X
2 AAf(filament 5)E THOY T F4 ofF T2
fol AES AAelE Waom Uit x
SRR ELEREE

OAgshe 349 4ES 299 THes
o 34 QfstEA A4Ho Rysle] ot
Alo|tHHong, 2013). °]1] 3D ZEL 20129
A ZH(World Economic Forum)o| 4] =z} 10t)
T HAE 58% 7IeE AAYEAIL(KIm,
2015), 20149 EFYA 1 FgE 250 AAL Qi
(TIME Staff, 2014). Wohlers(2013)= 3D ZZE A}
Fo|up Aula a7t 2021H 0l $10.8 billionZ 4
P ULER ECTEY

3D DAY ol g Wu AL Hauael 47
At Aldjo] R85t vElE 348AE = e 7he
A& WZsta ok HA MY 7hedt AR e
(mass-customization) TJAFQIT} AJAL, e-commerce®?}
m-commerce®] T2} | 5 F-50] FAlf 7t
3D ZYY WH GBS 2ujze] AN U MBS
Hhestol TRl EAE BES 2ot 43 A
o] g uaA WIS Bl 2 4 S
o ARt tES AFANS 2ToE
AAFQQollA iRl BrEE AdEol 7Fse 3D X
A S gaFolH, ol= Bl 7]
4B )& RS HAnklo] 528
g 4 QJh(Kim & Kang, 2015).
AG7HA 9] APAFE AEE 3D ZYFZ 0]
St A& L(Lee, Lim, et al., 2014; Oh, Suh, &
im, 2016)2} 3D Y-S o] &3k s tARQlo] &
F A7H(Kim & Kang, 2015; Yang, 2013) 5 3D &=&
o] 71&3} &g et et A XYoL,

ZHE sfd AEel et AHRpe] BEE A=
S Aot} &H|RE A7) Q19 Zpoof| whet u
of JFS vA7] WEo] 53], 3D ZHE WA
AES 22 F7er s A2 AFol izt
AH|R} A3L7F I Q 5t} 20| Simonson and Nowlis
(2000)= 4HRRY] 5L 1ol ufolR] gk
ATHE S Helg shal whA 20l Meo] gt thE
AREE9] vl A7 24 ok AHAF 7]l Aol

ol
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11, Goldsmith and Hofacker(1991)= AH|
4L AHAE S AR 1A Fsh]
H|ZFo] dgor FAlgols M=E A
st AFFES] BRg o2 Ji7HRIS] Aol 7} v H Tt
skith B3 @A 3D ZYE AAELS 7|E9 F
E 50e oE &4 24 5 71EY 04 dETe
Aol QAL AlE 483t nlEet @A nHle &
43t A4 287 9leBEg 3D ZRHE A|Fof Hisf
AH|ZHE0] oE A A|Zsh=7tol et AE|A} EiE 9
Fujolt A7F "asitt o= WA 7]9ie] 3D T
dE fjdAEY v AR S AT A" A
2ol a3t ARE AT 4 U2 ALoE At

webA 2 AFolAE ARRF AT 554 9 A
Z-gQlo] 4H|#te] 3D ZYEE THE M E] of
ot B} Fujoj o] A= JFe TFEotalAt Stk

|

[P

ot

Il. Background

1. Consumer tendency

W) B &% R10] AT 5]
Z Goldsmith and Hofacker(1991)= S A14
7t M2 &S 1A Fisty] Yt 48R A
o2 FAldolHt MER Ao it AFEEY BHE2
2 7H70R1S] Zpol7} WHHTEAL SHITh Je(2012)=
AHF} FAZE 71eg4l AEo] dg i BFL
2 ujotsigith. 4n[AHe] A4S MThEal A2
BHE ATt 48R I E4olH, AAIE )
o glo] T3k 4H[A}F 7Rl AJ7Folth(Oakey, 2013).
ESH Simonson and Nowlis(2000)= AH|R} SE4 0]
ol SRR Rele] BERS ToREL
2 AR ok %) Ao AL B Sl
Hufjo]#] gk Ao g Eoljt Aol &ulet T4,
2185 A AlEstaL, ofof tigt ohE AFES] Bl
7Fs/gol A7 24 et shlth. 4R 55
32 7iQlol A7) o|m| A9} ALS] A ofu] A& 0]7]
Aol AE il Al oE AR A o2 ApEsto]
ZAS 7]E3} Sl= EAJo|cH(Tian, Bearden, & Hunter,
2001). ol= #el7|sdt §EE M= AlEQl 3D &
e A F] gt An|RHo] B Aol =5
41 gA4lgdo] AHAF JRFe ST HpdS &

Ak wEhA 3D ZYE sfAAFo] ofF AgEt
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1) Consumer innovativeness

AHA A AuAt ARe At 74e
wolEo] 41718 A 5ol tal FuiJAEd S W
& o I3FS FI1(Oakey, 2013), ALY ol
A LA, AFE, MY 55 BE FAEYEY o
4 583l Are ol 4vlzte] A7 A5l ol
u|z], A7, Auld SOl dF= FA Hrh(Ogawa
& Pontanalert, 2013). &, |2 539t Azolu; A&
5¢ w27 Wobgol Aoz Azte AslA o
A, A7, Avld S AnlRke] Y41 AlE ol R
o T} Q= F 02 UERITHKim, 2016). B4
o] 2 AH|RE= AAE B g4 Al 593 o]
I AFA s 7HAH FAl4o] W AH|Ro] H]
S AEell tiet FEE Wol B4, Prigttt. whetbA
28R A G4l AlFolu AAE Fa% 9T
& S} (Kim, 2011; Limayem, Khalifa, & Frini, 2000;
Truong, 2013). T3t Klink and Athaide(2010)= 4H]
A HA140] £ Qo ol the 4 glomz A4
T oY AlFE FHANA Y] AHRF FA4l4do] S8R5t
o}l 5}91, Goldsmith and Hofacker(1991)= &%

9% FUHL YA EYAEY A6 ZAL 534
Fo B YR 299 SHNH EHIY HA4L

Aok

AH|RY] Aol AAE et AlE Bt
Lo PP u]X|3(Arts, Frambach, & Bijmolt, 2011;
Chao, Reid, & Mavondo, 2012; Yoo, Kim, & Yi,
2006), FAIA AJFo|ut AH|A0] Frufo] FoFE w|Zl
o} ol =2 49 AR AAIE FAlof digh
ESHETE AAIES] g4l F= oleloly 417]
goll 8 297}k 3lof 71&9] AlES "ol AlAlEl
o THo] ATk(Kim, 2014). &2 FA142 9
Lot AFS)A olm|A] 5 A7 EELT] F8% g
S 5= AO R YERGI(Choo & Kim, 2010), AH|R;
Aol A7 1ot FFE vAl= Aer Gy
Bt TH(Truong, 2013). B3+ =2 JH AR A4 4
H|[ A= AE9 99, dARIT 22 Aol 585t
B7H4 @A7t "ok B fAAE

|

& "X H47F "Hol(Kim, 2016). Hirunyawipada
and Paswan(2006)2 417]<€0] §3E A2 U2 5fo]
B2 AJFoll tigt &vAe] B ok 5 o
A gsk=7tol £HA J4140] miAlE B2
oAt wEkA Ak Aol Az 8lw
ABALY] 3D ZH-E s AAFo] et B=et FHj e
Lo vAs g 2ABILAL .

2) Consumer uniqueness

EEA] o]ZE(Snyder & Fromkin, 1977)0]| 4] AH|A}
o] 5542 4R AjQle] AlES Fullshs Bl
A AALe] olu]AIsh AFE|Hel olv|AE TEske] 2
A3t the AviAje} RERE St ke AvlAt
/J3Fo]th(Tian et al., 2001). AH|AF= EEA40] 95
el Al 299 BARE FEsle] Of%
o7 AH] P55 514 Hrk(Choi, 2010; Tian &
McKenzie, 2001). Seo(2017)= EEAJo] W2 A9}
4o A0 AF Rwsl Fujelo] Folst 3o
o, 2L g4 AELS o PRARIGT ST
=Y AlFE APHIe} TRt He SkE QI8 A
719 AHRY] o]Hgt FE54E wolsto] AES
AYAkskaL sk 0] S8 8HH(Kim, Cho, & Lim,
2012). AE H7OIA HEHo] EOH THE AT}
S M Q7 A7, BEA0] Wow o)
Hog weR AN He g BYo: B2 714
A ABZstctal 51 th(Irmak, Vallen, & Sen, 2010).

Tian et al.(2001) Th2} Zo] S5/ tisf &
otk &, A4le] 553 S EEsHe H
AREA o] 2L AL Est= =44 HAH(creative
choice)®t & +119] & AFo] WolE0]7] ol
AlFoly BERHEE Fot= H|HS2] A€ (unpopular
choice)?t F-¥5h= AlF-E HSHaL AF]A o R Y
= A0 A"E k= FARS] 35 (similarity avoidance)
ot} TR Joo(2018)= AH|ALY] B ko] F A
£ ¥R 5540] 8% MU skt =
540l ¥ 48R g BHEO] tfs B (mass
customization) I AAE] ol A WESIH L, U
HH2]Ql ot Helt g Kt} Solgt Helt o] A&
£ X535 tH(Na, 2013; Yoo & Park, 2016).

Azt ApE)A olulA], 41714, Al 5 Bl
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e Bl FEA717] 8 AES T, &Elst
AY FudES FASke A2 AHElE E0]Y gl
2HPRAE T3 F54e TAAE 5 7] wEel
3D ZHE HfAAF] FFE VA= 2HA 554

2 799 2 Bast U 5, E540] £ ATL
Eflat EE7] 98] AZHo T Ao SE3

1 41718k 3D ZHE sfAAES J=H oz FafstA
U A E-S A5k ALSlA oln|R] 5& Bl B
Ut AHALE ApHstE= o] Y& Zloltt. Workman
and Caldwell(2007)2 AH|R}] EEAL A Eo] 4
u) /g2t Fo FHBAE Qlom, EFF of2gt At
9] 542 3D ZHE WA E| gt 7 5715
Hogk 5= Q1S Aot weba] AnRte] 5E540] 7]
7+ Q 913} 4 H|A2] 3D TAE W AA|Eo] tigt B
oF Fujolzof] mXE FFS RAMILAL gt

2, Perception factors

AAE 2 AH|2of gk AEjRke] 2]2F 891
71E9 ARt ¥ £2 719 §E°E AlFshe A
Z o]H(relative advantage), 7|9 7tx]Ho|y F
9, 123 FQo Bt AR 15k A
(compatibility), Z{e} o]Ho] B & = U= A
7Hs A (trialability), 12]3 AA|E o] 9] A=
1T 7H5430] &2 T 754 (observability), 41
AEL olskstALE ARG Sl ek Qlajste By
(complexity) 5 188 & 4 ATHKim, 2016; Rogers
& Shoemaker, 1971).

9l RUAEF 2ol WHAE 5 G0l v A3
F7} olRolgitt. oEY WA HP1ES $UT

Aol E tutolA AlA|lEo] /LA ARRA ofn|
A, AnA, 4714 9 278l AAlE 89
£ 951 tHLee, Choi, & Park, 2014; Yun & Moon,
2012). & Ao 3D ZHE fHAFS] 83t
7h n)&et AA9] vl AR i dAEel T 99
o] E4S AEsto] WA An[Rke] 4E]|ZQl S
Al Hsto] AZFQ 1S At wEbA AlAlE
of et Xzt 8Rl(AH] A olu]A|, AnlA, 417]1/d)°]
AH[AH9] 3D Y E=E B fAAF Hgk Bt
Fufjolof W= JFE AR gt

=

1) Social image

B RAGO) HAH A By 4B o

HE FEs] gstns W4 Aol disl 5 =
© AXE agota, AHARFNE Hol SH 4]
ALYPE EFIES o]E1 thE AFOA & Hol7]
o) AES FoRET o) ARBAS So) B4l A
Foll tiet HEE #HE=A Wolsols ARALFS
AFB)A o]l 2 & FasHA BZRITHKim, 2016; Lee,
Choi, et al., 2014; Yun & Moon, 2012).

Grubb and Grathwohl(1967)2 AH|A7} AAES &
o Ut A7) AdL Byst, ol 2l B5
o] A21H olu| g A:ee Hokrh EEAo]

o A S5 4EoR A4lo] Wshe Bt
A2 % olrk AZste] AH410] AHEH ol
T A7) 21} SItk(Choi, 2010). T3 AUIE 9% 4=
&0o] AtZ]A ofmAlo] FAH T JFS FHHaL 5t
Jth(Noh & Park, 2011; Yun & Moon, 2012).

3D ZHHE e gAAF] tiRR 48R0
ARs) B4 28 e AEoR Asldon SE
Skl A7|eE Al FL =M BRIEERH ASH 3
7Hg e & qlong ABlg ofulAk AnlA] 3D
ZHEE T fAAE] et Bt ool eo
glo] a3 W4} Hek. wekA A1EE olu A7 4
H[Z}2] 3D ZHE A Fo] et e =ot ol ®
o WA= IFE FAELA Tt

I =T

2) Aesthetics

AL 334 7148 7Hth makA fARIY
ANZYH 9/3& Qfufohs Alv]4d2 3D ZHE sfAiA|
E Fufof] YL v|x]= 593 29lo] Hr}l. Workman
and Caldwell(2007) mjA Z2EX= FAA AH|Z
U ey 2eiE AlFo] tiet Avlido] wor,
A AH|AE FFARD A|EY EE ] it
371 3A vergth AEY AngL AHRY F
E41 9 AHwATE slow, oA F4l4d3 Q)
U g AL Anda) aHRpe] 5541
o AHBAZE AL sHgiTh. &, A Fol gt
HAFAGo] 25 ARl it A4S 24
ol SFGITh ERE A AR YAlgo] w2 AH|R}
= AEIMPEo] 1 UE AFREY &5] AAE
AEE doug yEokolA od AeA AT
o 7Hs/do] At =2 AHAR YA AB[RIA
AE9 9%, dARIT 22 Aujido] F83% Bty
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X
N
rE o i

Zolt}. g s dAE HAR1e] A4 £
omjsh= Aulg2 A AF Fojo] TS
47} "h(Kim, 2016). TehA Au)Ado] &

Ao gt et Fufol =
ZAFstaLAL gk

SEO

g
o |H
O FE

m

o "A

a
il

3) Novelty

A7 R0l 71& AEET FEEo] Bolst
I AHsitkal A Zols LR AH[RF FAl/o] 4l
71l |23t 9= vA L, EREER SYRET
Pt mefAolA AHRF FAlgo] XZHE 417140
o P A= AR YET T3 AR o
s A7lstta A A4eeE AEol gk et 37
208 e th(Truong, 2013). , A ZHE 417]3H
A AEo tigt A8A o] gt JFE A
= A0E F83% HEAS & 5 Aok g 47
o] AH|zke] 3D ZHAEZ ThE sj AR o] thet Ej
Lo} fujoko] H|X= dFZ RAFSLAL St

3. Consumer attitude

Av B B AFolt gZol] dat 2%
o Lol 7158 EdstEE B5o AEd o
o) 27 X £4 9 BAST Yo svixise)
o)Ajo]t}. ol B AEolut npARRg] wet 4]
A9 P5& S UErA HrkKim, 2013; Kotler
& Keller, 2016).

Li(2017)= 574 A&y BEHE 52 HXE 59
it B7He2 89F%t Zo] &H|A B=2tal shyiH
ol AH|A}F F49] niAY Hfo] WRsty, B3t A
MEAL Q= A uoA Fujgso] = PA=
28 Bies F23 Zgol2tal sFA(Kim, 2013),
Fishbein and Ajzen(1975)2 AF&of ot 4H|A} Bl =
= E0l disl #dsh: Fso= AF Agold=
aH|IAF PF] 71271 H7] o] FRs5HHal 5kl
oF wEbA AH|REY] 3D ZHE s A AFo] Hiet H]
T7b Fujolkof wA= dFE RARALAL R

4. Purchase intention

Fololwt 4% 58 U] A3 2847} o
AH o2 Agstal AFo| gt I FufrHs/d el
B7HE ZPA A02 TIPS A o o

AR 101

E24 Auge] Tugse] de WAL Fag
A7 g Qlo]t}(Cho, 2012; Guan, 2015).

Fojolmel A FujalE Aoloj fojg A+
o FHHATE USS FESHL, Fullolee AR
PEY] ASXE AHEE 4 AT SFHH(Ajzun
& Fishbein, 1980; Kim, 2007). o]+ 7|¥9 B2 9
APE7o] AHAL PFO] S o rRE $3H7| fiw
of Fujoleet &2 P55 FsHL ST
(Shin, Oh, Hwang, Seo, & Kim, 2012).

. Method

1. Research question

2 AFolA s AHAY] ALY =544 9 A7
QRlo] AH|ZS] 3D ZHEHE FHE s A Eof gt
H= @ Fofelzo] vAE JFS FYHLE o2
4 D5 vigos B A7ol Bae 35 9
s AFRAE ke 2ol AYatect.

ATEA: 282 HHEAAY, TEH)0] AZta
QA ofmlA, 414, 4714l ]
A g wat,

ATEA2: AZER AL olu A, A, 417]
el 3D mHE AARE] L%

AFZA3: 3D ZHE fHAAFY] LW Bzt

22 A, F54)0] 3D &

ALEA4: & =="3
AE s AAFe] AH|A Hieo] A
< 9F= I

AT-2AS5: A RS, 5549)0] 3D &
HE MAAEe] ABA Sl

|
AF2A6: 222N ojul A, Hul, A7)
el 3D TAE dHAES] 2014
FojolEe] vAE JFS

2. Measurement
E dFoAe HAEAEE AMgste] ATEAE
FEeAT. S EFRA AEAE ABATE(Choi

- 923 -
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2010; Goldsmith & Hofacker, 1991; Kim, 2014; Kim,
2016; Snyder & Fromkin, 1977; Tian et al., 2001;
Truong, 2013; You & Park, 2012; Yun & Moon,
20122 o B A7) BAe FHskd] A
s st 59 PAE HEE gl &
v 2k A 98, X729l 1488, A} HE 3%
T, THE sEFo R AL, T BAA BH
T T F ATz FAHEAH

A&, A71A Y LIRS tdeZ A oA
3D ZYE HAES] 4837t nHgt AjolofA
3D ZHE fAdAIFo it g IA deAE 2
gt sttt 3 ANTRERE 15978 =249
AR&SFAAL, SPSS 24.02 ©]85to] 3]ARA, 8lE

A1, Cronbach’s alpha, H1E 84 & g5 EA519ch

3. Factor analysis on variables

AT BN 54 Avinm JERE U 654%,
oz} 34.6%0°]1, AL 20t)7} 81.8%, 30Th7} 14.5%
2 H]Fo] #UAL, AG2 T 45.9%, A 35.8%,
HEA 17%2 045 AA s stee Annd
& 49.1%, st AJst Fo| 44.7%= to]1, 4
Yt Y2 1007HE T3t 40.9%, 100~2009+H ot
24.5%, 200~3009F Tt 21.4%, 300~4009HY ojgt
10.1%% o5 2HA5H3ATH

<Table 1> Factor analysis on consumer tendency

& A g D o)z BTl

2452 g 7 ¥r5Y s 2AL 5
Cronbach’s alpha Zto] Z} Qo= 60X T} =o}
AYES A= = Y= ACE Yepdth E3

£} Z7}+5] A = (Orthogonal rotation)

Hx]0
R =
I} H2H A 3]H(Varimax rotation)2] QQ1HEAg 3

Calviteg

A A3 QRIoA F BALY] 77.453%5 4
st A4, EEA golog UeR}ton, KMO =
= 801, Barlett®] T AJAGAE 1167.1482 -2
SHAl ekt ZF 2909 dig AF e A= FA4
2212 912, 554 8112 8880o|t}. o]= A& A
Fo] 80 oo = vt WA d@dol vkl &
4 Q1 ZItK(Table 1).

A Z+QQlo| A & BALI] 73.048%S Aol AHF]
2] olulx], Aul4, 41714 Q10 & Uehgton], KMO
2T 829, Barlett?] THAARGXLE 1,384.7542
olsHA UErdt) ZF 29l gigh AR E Ag= Al
7143 8212 895, AF5|4 oju|A] Q%1 891, AH|4
a%lo] .8040|t}. o]i= AF & A% Fro] .80 o]Fo =
et W& didol e Ao E UERTHTable 2).

48|z} B Q9lojA & Bkl 70.336%S A
St Zo& UElton], KMO £E& 681, Barlett
9] 1PHAR A= 143.978% FOJ5tA Uetdth &

o
o)

Factor Item Factor | Eigen Variance % Cronbach’s
loading| value |(cumulative variance %) a

I buy new products first among friends. 901
When I hear that a new product will be released, 296
I am interested in buying it. ’

I ti 3.539 44.114 912

MOVALVENEss | 4 replace more products than my friends. 816 |7 (44.114) ’
I know the latest product brand among friends first. | .742
I know the latest product among friends first. .695
I sometimes buy a unique brand or product to %62
create my own unique image (style). ’
My insight into int ti i t .

Uniqueness y insight into interesting and.unlqt.xe products 860 | 2.667 33.339 888
can help me create my own unique images. (77.453)
I usually like the fact that I am different from 358
other people. ’

KMO: .801, Barlett: 1167.148, p<.01

- 924 -
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<Table 2> Factor analysis on perception factors
Factor | Eigen Variance % s
Factor ftem loading | value |(cumulative variance %) Cronbach’s @
I think a product is novel. .878
I think a product is unique. .843
It is a product to provide experiences you have 27.085
Novelt : . 521 .
ovelty never experienced before. 769 135 (27.085) 895
I think it is a new product. 766
It will provide a different experience. .092
I think other people can evaluate me positively. | .897
I think I can give a good impression to others. | .894 26.527
Social image 3.448 .891
It will help to improve my image to others. 815 (33.612)
I will be proud of myself by using it. 769
It seems to be excellent. 811
It seems to be refined. .808 19.4
Aesthetics 2.527 9436 .804
It appeals to me visually. .616 (73.048)
It seems to be attractive. .540

KMO: .829, Bartlett: 1384.754, p<.01

v 2} Bizo] gt AlZE Al 7880|t}. o= Al
T Al gto] 70 oo g YR WE d/go] 9l
L Aoz YEPFTHTable 3).

AHZF e @RIoA F BARY] 78.915%F
ARsls Zloa Uehgon, KMO Sk 844,
Barlett®] TFHAAA A= 750.6942 52514 ekt
o} AvRF FLufojmo] gk AE|E Al 9310|th
ol A% A4 gho] 70 oo g yeht WA o
o] = Ao E YEETH(Table 4).

IV. Results and Discussion

1. Research question 1

AF-EAN: 28R FHEHA, F54)0l A48
AA2IA oju] ], HulA, 4171748)el w
Ae TS Heloh

AFZAN-1: AB|RF] FAgT 55/l A2 A
3] olm|A|of v]A|= FFE HIh

AvlA HA14, SEAo] AslH olu] o] w]i

1 0Oy 171

FE 7157 Al 37 AL, A= (Table
5ok 2

B 7140 Hhef 53.8%2] Aee Bolw k. ]
Ao] A4, BE4 0.2 A2 A ou] Ao
sk A(hel FAA AFS AL Aoz U
ER}, £ul4 B4140] 3D ZYUE HEAEE A3
of w2 Azkel AL3lA ofulx|o] JFL 714 ol 1]

Ae RS ¢ 5 Atk

ATFEA1-2: AvRL9] Halda ZEAo] AztH
ool mxle g Bt
aH|RE SAA,
T+E5t7] sl 3 EASHH L, AT (Table 6)3}
2
S ARFL FZro] 10.0330.82 90514 YElte
™, 3740 thsf 11.3%2] A¥eE Holi Qieth &
Hz9] A2 AzbE AulAgoll oatAl H (<
T YFE vAE Aoz YEY 4uRke] 414

SE40] Pul4o] X G2
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<Table 3> Factor analysis on consumer attitude

28 HE 9 ) HA st

Factor Eigen Variance % ,
Factor Item . . . Cronbach’s @
loading | value [(cumulative variance %)
I have a preference to the product. .881
Consumer . . 70.336
attitude I feel a product is attractive. .821 2.110 (70.336) 788
I like a product. 812
KMO: .681, Bartlett: 143.978, p<.01
<Table 4> Factor analysis on purchase intention
. . o
Factor Item Fact.or Eigen Vgrlance .A) Cronbach’s @
loading | value [(cumulative variance %)
I’d like to recommend to the people around. .936
Think positively buying it. 928
Purchase L . 78.915
intention Willing to buy it. .904 3.946 (78.915) 931
I’d like to buy if affordable. .890
I have a desire to use it. 174

KMO: .844, Bartlett: 750.694, p<.01

o] $24% 3D ZAE WAAES Avl o] FHH
9 FFL WAL e & 4 Ut

ATEA13: Ao HA4T S540] AztH
A7\ vlRE e el

avlA B4, BE40] A740 HAE Fee

TFEst7] sl 39 EA5H A, A3 (Table 7)3}
Zrt.
3 HRPL FFPo] 497008 Qo514 UEhtom

Sl A tisf 6.0%29] APES Hol1l it} Av|A}
9] EEXo] Xz A7 Ao| S95HA H(+)e &3
e nx= Ao Yeh}, AuRie] EEAo] =

1

o
248 3D LYUE AR 47|40 FHAR

R

K

2. Research question 2

AFEA2: A AR RJA(AFR] A o]u]A], Hu]/, 417]
‘d)e] 3D ZHE FHAF gt &
HZF Bl v|R]= JFS HRlth

<Table 5> Effect of consumer innovativeness and uniqueness on social image

Unstandardized coefficient SZ?::;;?;etd . Collinearity
B Standard error Beta Tolerance VIF
Consumer innovativeness 495 057 .579 8.662"" 657 1.521
Consumer uniqueness 201 .060 225 3.358"" 657 1.521

’=538, F=91.544""

Hk

p<.001
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<Table 6> Effect of consumer innovativeness and uniqueness on aesthetics

Unstandardized coefficient Standar(.llzed Collinearity
coefficient ¢
B Standard error Beta Tolerance VIF
Consumer innovativeness .166 .063 243 2.623™ .657 1.521
Consumer uniqueness .093 .066 131 1.409 .657 1.521
R=113, F=10.033""
* p<01, 77 p<.001
<Table 7> Effect of consumer innovativeness and uniqueness on novelty
Unstandardized coefficient Standarélzed Collinearity
coefficient ¢
B Standard error Beta Tolerance VIF
Consumer innovativeness -.055 .069 -.077 -.801 .658 1.521
Consumer uniqueness 211 072 282 2.9417 658 1.521

R*=.060, F=4.970""

*

 p<01

A b ArR] A olmlz], v/, Al7]1/de] 4B|Ake]
3D ZHE wdAlEol digt Bizol viAls IF= 49
5t7] 945l oA 248l A3k (Table 8)3} L.

SARPL Fgho] 149982 FOI5HA Letdor,
oA i) 22.5%2] dEEE Holal QU Az
| AH8)E] ofu|z|7} Av|R}e] 3D LHUE w4 AEol
3t Bize] FstA A9l 34 ¥F= vA= A
O 7 Y 3D ZYE AAES ARl THE A
5] oJu|A|7} 4422 3D ZHE s dAFo] Hgt
ol 3441 9T viAE T8 HWedS ¢

% stk

3. Research question 3
ATEA3: 3D ZHE s AA|Fo] gt AH]A} H)
w7} anlah Fujo o] o)A IS

Eisilsy

3D ZE AR E] et 48% HEst 3D =
W AAE Tigt 4vAF Tl Eo] o gA o
x e 2

<Table 8> Effect of perception factors on consumer attitude of 3D printed fashion product

Unstandardized coefficient Standaréized Collinearity
coefficient ¢
B Standard error Beta Tolerance VIF
Social image 270 .058 376 4615 754 1.327
Aesthetics 112 .088 124 1.281 537 1.863
Novelty .056 .074 .065 0.756 677 1.478

R’=225, F=14.998""

*

¥ p<.001
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<Table 9> Effect of consumer attitude on 3D printed fashion product purchase intention

Unstandardized coefficient Standardized coefficient

t
B Standard error Beta
Consumer attitude 1.036 .099 .640 10.457°
R*=.409, F=109.346"
™ p<.001
= (Table 99} 2t} =55 311}91 3D ZHE AR Fof gk Biof
SAZYL Filol 10934602 FO31A Lehte.  FHHom ol 1%1% & 4 ek

o, 3l714J0] ths 40.9%9] AL Holw 9tk 3D
UH GHE AR e AuIA BEst 3D =
AE WARE et A FololEd] S5
zgmsq 34 9 VAL Ao e, 24 )
AE WAAF he 28|zt oo o]

]I
%@acd FFL VAL G WrYS L 5 Urk

.

[H

4. Research question 4

ATFZA4: 2BRF JFHHAY, =54)0l 3D =
E W J3AES] 48R "z vA=
FFS ok

AHZF FAl, 5570l 3D ZHE A F of

ot &HA} Hof v|A= 2 A6k sl DA

25197, AIH= (Table 10)7} 7},

S| AP FRLo] 32.661°0% ROSHA HYEEe
o, 34 sl 29.4%2] A Holil QUth &
HZRe] S, =544 ¢ 2% 3D ZHE JAA1E
ot aula ] felatA el 39 FFL v
A Zow Yent, Halgo] 5248, BEHo]

5. Research question 5

AFEAS: 2HA JK(FHAA, FEA)e] 3D &
HE | AAF] AaHAF Fujowof b
e ¢S Hdoh

ABlR} B4, BE40] 3D TAUE WHAE
o dulg Fujolse] HAL G FHH]
of 89 E43AL, AL (Table 11)3 2o},

ARG Fgrol 612652 S5H Lepgon],
S)7140] thel 43.8%9] AHHL Bolx glck.
Aol B34, BEA 208 AulAe] 3D LAUE WA
Qg g Fuelze] folstA Bl 34 9%
2 wAL o= veht, A7t FA40] F25
5, BE4o] £24% 3D TUE WAAE et 7
wjolzo] FHHOE I nlHE A & 5 Atk

o o
syst

=

6. Research question 6
AFEA6: AR (A A ofu]A], Hu]/4d, 417]
‘d)e] 3D ZHE FHAFY] AHA

<Table 10> Effect of consumer innovativeness and uniqueness on consumer attitude of 3D printed fashion product

Unstandardized coefficient S(t:a;r:;;rccil;etd , Collinearity
B Standard error Beta Tolerance VIF
Consumer innovativeness 192 051 .309 3.738"" 657 1.521
Consumer uniqueness 194 054 .300 3.6217 657 1.521

R*=294, F=32.661""

Hk

p<.001
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<Table 11> Effect of consumer innovativeness and uniqueness on purchase intention of 3D printed fashion product

Unstandardized coefficient Standarc'iized Collinearity
coefficient ¢
B Standard error Beta Tolerance VIF
Consumer innovativeness 576 074 573 79717 657 1.521
Consumer uniqueness .142 .077 136 1.842" .657 1.521

R’=438, F=61.265""

* e

p<l, p<.001

FololEo] wA ofere wrick

AzkE ABA ojul A, Aluli, A17]4e] 3D I
E sjAAEO] et A4 Fuolze] vA G
2 Fg3t7] Slstel 217 RS, AT (Table
12)s} 2.

ARG Fgrol 355012 §5H tepgon],
SF4] o) 40.7%9] AHHL Hola k. AL
A ou]x), 41714 $0.8 3D ZUE WHAE o
o anlat PoiolE] folskA Aol Y IFL
uXt o vehh, AH1E o]ulx), 417]4e] 3D
e WAAE e Aulxt PohelEe] 3
GFL L FAT WEUS & 5 ek

V. Conclusion

—E— :[1__1‘5 /\H]x}. —&11\]/\431]_ EI_E_/H tﬂ /\].ﬂﬂ o]u]
], AlmA, 217143 A zkQ.elo] AH|RFe] 3D ZHE
2 9= g dAEo] et Bi=et ol o] ojwjt
3

F2 vNEAS FEsAT

re

b
=}

3, AR e A Bilol B AAEOR
TAE Bo] S, AAES AV WA Pt 2]
o) ALY, IHEoR FUET S5 AR
A7)olu| A& HEaL, Eolgt Xﬂ 2 sk, Bkl
I ApEslele As £ }5}—‘\:— A X]ﬂﬂ
AFS1A] olu]z]of Ae A

AH|RFO] FAl/go] /\FS&V o] z|o] 7} 03;“*0— “i
o] nA& A& & 4= AUt o]
= A7 A= A&Z ol HE A )
A AEl Hitt AEE 585k 4HAe 442
OHE AbolAl & Hol7] flsf AlEE Filish= 5 At
3|A oA E #3314 AUXA|gHH(Lee, Choi, et al.,

2014; Yun & Moon, 2012)1 3}t ESH =2 AH|
Ao SEAL AE Ut W ST 4EL

S5 Bgo=A A4 ABF oluE ¥ 4 9
TH(Choi, 2010)T. 3}%t}.
av|A] BA4L A

A0 L, o]k &
UE 2 e WAAE
2, A% 99, dAls

Fa_ Amlgo] Fae v

o] & AulAHE 3D
71E ABSHE sty
Z

re guly 847t %

g |H rir

<Table 12> Effect of perception factors on purchase intention of 3D printed fashion product

Unstandardized coefficient Standaréized Collinearity
coefficient ¢
B Standard error Beta Tolerance VIF
Social image 726 .084 619 8.688"" 754 1.327
Aesthetics 028 125 019 224 537 1.863
Novelty -432 .105 -308 -4.104™" 677 1.478

R’=.407, F=35.501"

Hk

p<.001
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Yun and Moon(2012)9] oA A2]4] o]w|x]7}
£33 PC 0] &2wof g2 or JFS A= AL
2 Uehd Aot fAsH

AR, 3D e Z Th= s AAFol et AnRt
=7} 3D ZHE s LA Fo] tht AR o=
of AN IFE A= AoE HEHH

A, 482k 414, 5544 2% 3D TYE
o Aol et AHA}F H=et ool FA 2l
FFS A= Ao YET

OAA, A2 ARSE olm|A], 41714 <2 & 3D
LHE sfiAdAF et anfar Frjojeo] 342l
P 1A= A= Yeh, o= A]A ol A
e fJojeE fHlo|A 89|k JFFE Xt}
1 3} Gao, Li, and Luo(2015)2] A7} ARHA L
B, 3D ZHE fAAES AR IE A A]
ojm[x|7} a7 FuiE MedS & 5 AUk S,
F9 Al AolollA A A7 HAL AR S =7
a2l ofmA)7F FA ARl Htel A FFEIL £
2 WS Fth= Aol ol ABA} 219 Alop &
ZFolut Aotddat S WAL = W&ol

2 A9 EAET, AR A} ALS] 4] o]
t] A7} 3D ZHE 2 ThE s AAEo] gt AH]At &
Ty FHfoleel BAZE 7MY 2 ACE YEET
o= 3D ZdE R Th= sAAE] digh 471483 A
o dE SRR, AFS Frjstal ARERoRHA
ARB)A 0 g Hol= olu|AE FIAE 4 A st
A4, F540l B2 2HIAE F8 BHeR sk
oHAY AeFS sHsHE F2 AR Alrd S,
AAEo] il B X4l AlFof e HA L 7}
 HA FufstaA}; sk F4l4go] ¥ AHIAES

£ AHERe AESE Fofshal, 53 E#2l9
oju|z] F&Z {8l Eoltt AEFS FHiste =5%

o] ¥& AvAEolth Wty A AAHOE BE 4

& A g D o)z BTl

S

Y #ofol 3D ZHEE o|-&3F JEF A} AH|A o7t
ot e 7l ARuiArIdS Heled &
4 3D ZYE HAAES oot AR CEX
28R 27T 5= Sl AFEE ofm| x| gk w2
oHlE AgH o g 15T a7t ok AHE A ofn
Ao gt s thI2 Maslow?] 17+] &% 5A
%= 78l7)&7 §351E 3D ZIUE AR o, A
B8] gt Zpol EF(self-respect)T} ZFoHal A (self-

of Tt ATe o) 2 Wohe FHS A
ol AAET PEete s 3D DAE PHLE
B2 4159} Q1) S 1% nhAE Aol o
b Bashoa Az

M o
roln
2}
ol

actualization)2] A9 @Ao] ¢ 2HL w2y =&
Aog AHL, 5 HHUAS e 4l
BT FE5Ao] &2 AavREo] EFEE olE0 2
T e A A AL SESHE F2 L
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