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Abstract

The purpose of this study is to evaluate the attributes of consumers global luxury
fashion brands and to find the impact of consumer value, meaning the social and
pleasure values derived from brands on product purchase involvement. The method
in this study was analysis of a total of 298 responses to a questionnaire. The results
indicate, first of all, that among the attribute evaluations of global luxury brands,
traditionality and splurge affect purchasing involvement. However, prestige and
originality were found to have no influence on purchasing involvement. Second, the
responses to the questionnaire indicate that social and pleasure values had a statistically
significant effect on purchase of luxury brands. Third, the value of cross-group
attributes evaluation and consumption value to differences in purchase involvement
has had statistically significant results. In conclusion, the traditional and Splurge
natures of the luxury global fashion industry’s brand, social consumption value and
pleasure consumption value affect the level of purchase involvement. This underscores
the importance of attribute Evaluation(traditional and splurge) and consumption
value(social and pleasure) when planning consumer marketing strategies for global
luxury fashion brands in the future.
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70 aHRe] 229 gAY fHaEHE

AH|9 PR 5009 Yo AREEl2 R Solr 5t
4] JAH A £ ke FEHo|A] F2 AvlE
AZY AL Sh=H|(Kim, 2016), o]# 3 A2 A
2] GFCo & Qloto] Efuhet AnAoA 9]
BARER 7bA0 AR EE dlicls 229 g4
2 HBHE S A 2 H&et AEo] HA
Apdl, So]R1E, o2 Agt T2 I HAY w4
BHES2 il SAlA EstA 7S
St 7RV S ARSSHLL Lo miEoll= EA
7F Q= A oR HojxH, 95|8 A4S5AE 7180
A% 9Ith(Kim, 2017; Kwon, 2017). o|¢} Zo] 2
29 gAg ffaER=E0] g Ao FEIHE b
ol F=R1E9] “ujA(fashion) 3t <2 A 2] (luxury)’
o tiet &2 FHA=(Jung, 2019)2H= o] Q&
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AE9] F AHAZO digh WSk dojval Y
oz WAE B o 4 Sth(Lee, 2018; Lee,
2020; Shin, 2019). o]&|gt A|HoA F2E Az
PABHE gt AHRFO] &AH7IeL AHZFAE
YotE 1, 29 YAME] fHAEN=9] Fuff Fojx
o JFS v|A= A dolEth= A2 228
A PHABEHES] ABAE] AH|PES olFfT
U= ARE A9 997t Stk E5] Aldh7t H3tet
of Yotz 22 JAg sfAERTO AR
gt A+= Ho] o FEet T8 5 FHE
At Tz FFalo] gt A= 9] e o
72 S Ut & £ loH, FF = AlFolA
o] 224 YA fHAEAEES] uiAY M 718
st7] Qg 712 AeE &89 4 vt & 5= Stk

Il. Literature Review
1. Market status of luxury fashion brands

Lee(2018)= #= RUEQ] AFRARE -85t
20184 AA gF(H M) SAER=AG 27} of

&4 Bk 9 AL O Belo] AL 9T ByEslAT

374% YO AFHTE 4% o, gt A
PHBAEAFL 20179} 4.6% Z715E 132 8,000
o A& 7SSt k. E9] ARAI7E FEHA
AL 7P sPgEelH, =9 JAE] HHaEH
EAZ 20139 o] F AR 6.5%2] 4HES Kol
I Ukl Fck E3E o] ATt = Aol A o] 22
Az s dEHE 9] vjEo] FEHX|A A ol= o]
ol diste] 20304te] o] F7lskal S
Hol3s AEE I g4 fABREAGS 2
2 Ato] 3.54f AR ET, o] FolAE 200 HE
Tl A= 20199 232710 47 4,000719] Foii7h
o]F0o1A, 2017 2871(6,00071) thu] 7.38) &3l
o, AA AF F 2007 AFA|5h= HS E]E 2017
W 287] 54%014 20199 287] 11.8%& A53 A
o7 yehtal okl shlth(Lee, 2020).

¢ 229 YA fHAEASARS] EHoz
2L FufAISe] AU Sl @olgta & 5
AUtk ol= AAAR] FAZ Fuff AFol Robxl A
O & 20~30tf9] UL Althet Z g Fstr
ek eto 2 ookt gAd 7|e9 U BT 2
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S8 H 9 2-0molE B F &8s {5 A
g9 tekart AP Y= Aot S A9
A= v @e0dd A), ‘<S5 00dH A)
e A2 AHAHE 50511, 21~3549] =19
A2 AR AR EC tiEE =8 9 ol ¥lET}
- ol gAE A S olEL Sl 0]
23 245k 9ckShin, 2019). TH2 Aglo 2 =
W Aol A 229 AT fjldBES] npA g
59 #skE E & =T, @A7A oy AEF
A5 FHOE =AM EEotd 22 A
HPHEHES] A I&E Fdf 71& =W THEY
o} A S st =A< JE WS "Hotal tk=
Zoltt. ol 11 T T A7 sfAEREARY
S 7IHSHL 2= Hol = ARE L & & 9l
th(Jung, 2019). Kapferer(2014)°] 2]5}d o}Alo} A%
ojxe] S2¥ A7 sjHEHEL] FHo] FEA|
A Yehdar Ql=dl, 50% o9 22d A A
BHESLS ofAJof A Q] Hufjgo] oEstaL glo
W, 1 F S5 429 Anxpt P B2 s
71E5kaL Aokl shRich. Rh=9] A= AlA FA e
A HHEAG A 8919] Fufj2lE Holil it o]
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ot AAE obAlol Aol 22 MY an
R=Eo] F2 Wso] AokEIT Qs At T
OFTh(Sim, 2020). 0|9} 2L AHel A WL E3
obxjo} zm|zte] eMe] WHHATS] Ther Q14
H7h 9 an gl et store i Fas F2d
2e] WABRC s RS TS 9 o)

$ Fo% AR A24Y & 9
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2. Attribute evaluation of luxury fashion brand

A sjABEHES] it o= B2 AFE 5
skl fdstEar Sl gt o s Sy ﬂﬂﬁ*l%
oME AT fAsds, YE 2R, PE®
o] £&=o] ARGHI it HAM ] HHEHE
o AFAEY] HoRE SjYoA FAEE U
o7 &gA Q= HA=(Ko & Oh, 20092 ‘A5
ZolaL ZHAIGE £ 0] Fsto] 450l WA e
Btdo|AME ERHES MEsh= 208 APHatE
AouAPE 7HAAL Akl A olHth(Kim & Ko,
2010). E3}F Choi(2001)= 2 Ag] fjABA=O] A=
EA0 disf ‘a7tA, EFHA, AEFE, WA,

= ol

0.
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KA, AR, f84d o] Atk STk Lee
and Shin (2012)2 A A A i3] A5 Y=

P AYEZH AT oA AYASH= 245 Z2 3} t]R}Ql
9] Fa7Aet ATIAE Ad AFLE FolstaL
Ao, o W2 ABZIXE BFSto] s s
F BE 7pgo] S dsS Atstlth o9k o]
oQ] A HEHES] AFol| dioto] theFst <]
£ EYE & AoAE AlAA vt tide®
ApE3hE ou| R ZHA I AAAGE BRE vpAY
&5 okl e gAE fABREE 22 gA
o JHEAER Fojete] ATE WPt Ak,
=224 YA HAEHE AF L] gt Ay
ﬁ-_rL FE gAY AlEe JAE AT 4BE He
Holl A Al Al E9] AHZEA|F ATE AH|REY
501] 5t 417} w90 M (Choi, 2003; Hwang, 2013b;
Lee, 2000; Park, Lim, & Lee, 2002), T}& REOo g =
gA4g BHE 9 AF &40l ot A7HKim & An,
2010), AT BH=9] DARA A= AT BHH
= uAgR A7 DA 0] A Ggol Bt o
H(Hwang, 2013a), BEHE 7} e} A& A 5 U’Hﬂ
YAge] B AT 5 I PO A7t 1Y
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FAH(Kang & Ku, 2014; Kim & Park, 2012; Park,
2010). 22 gAY sfABRE &L4F7Het B
g 9E Choi2014)= 3+ A rjﬂkmeﬂcq o
F ST BF 25719 el HEE AFolA
PAe] fjAEdE S0z AlF 7]"5‘?} Hi=
B, a7ke] S, At B, =55 B
T 7iAg oletal shle, olo] mE AH] F7]= A
719k 9 27| £F79 Rl AFA B9 ARlA
A, el el AR A4 §717F ek

1 3k = Ay gidEEE o] £40] 4RO &
W7]S RER & 4 itk olejg dgaTe) 2
s Bz 229 MY fABHES] L4570
s g, AS, AT =489 NEE
FTHOE Fotk A} St

3. Consumption values of luxury fashion brand
AH|AE= AE B BT} Z2He £43F O &4
g E8) duxt st Wl XS AAAA 3
Aol gou, AFolt U] £42
Bkt AN AAIEo] A S
= B7hste AL 7HR=AL & 4= Qo) o] 2Rt el
o] 7%]% 7} o] i3 Lee, Ahn, and Heo(2015)=
A 3302 Wﬁ}m 2354 2
2 FaAsh: A AT st
H]7F2]= 7i’lo] od ’\Hl SolA F=2He=
2 s} AlEle] 7]Zoleta & 4 k.
224 A7 fABRT Ln[7ER]of Higt A
PATLE A4HEH Yoon and Youn(2010)2 A
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ABZHAE 2HAES] HAT Hro} Fjo s §X
Sk FQ3 ekl siqith. E8AtE 9 AAIRE
of E FA7 HHBEAE AH|ZEX|L} BHEHE AL
g H3E A(Lee, Lee, & Ahn, 2014)2 ETi= A+
HEH, TAEoA ] gAY AAE vl Y
5 4759 EHt 4n7t oy, tFY 4vgY
o2 = Ikl sHTH ERE AT AH7HA
S AA 7R, FATEA, F#;EH 7R, BRI
A7HA, AR 7EA7 9 57 8Rlew ERSHYloH,
oY) o] UEaE AN AFH 4n7HA
E 7ML QoY AAIRES Beg P B
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= 279} Aol dstolis fofsA e A
7t YebgTtal shth Chen and Hwang(2014)2
= = 200 S e R 3 YEAETHA
A @4 ands Asrel Tojolo] A
QS Foh Aol T ol4e] A9, T/
24 7, A8 H A R R 5 et
AE fHEHE ASErF B2 Ao YEN,
ABH T, B8A8A T E e Y
=7h S eRdThT SHlct EE A1 1A o
= SR BF g A, 84 7t
AL ARAIANAT FFS BIAE A0 ey
5 =71 749] zpolE FRIsHtt. Kim, Moon, Choo,
and Yoon(2011)Z SjA™EFS] 4v[7FA] 39S A
2 AR, el B AEA A ED
A, AR AR 2 BRehe] AHZA} BAE
AFAYE vA = FFLAE ForHstom,
qu1d AR M FaT AN a4 SISttt
Ryu and Zhang(2019)2] 7oA AB|7FX]9] ZAE]
AE Fujejeold 2davte A84 7 72
g 2E At Qe Ao Yetoy, gk 714
7t w25% UAT AE 7o) Aol TR
dAH=H HHA FEE HEtdl= Aoz A=A
t}. E3SE Ganbold, Kim, and Park(2018)2 E-ZAH|Z}
£ SHOE YT AFoA £87H7F BEAIZ
A3} 5838 7|0l Hrhe APAFLZETE AA
SHAEE, T AolH o2 AH7HA] 7]l wht Al
2319 gao] e ToE BAs=e] A4S e
23k St 2 7 e 7% ne e
Eo] $4E A A24sL Yok Mol ATAD
of FERITHL O 4 9T % 24e] andso)
2H7RA= &BREe] AlEEAdol st H=A L
g 4 o8, Tohel, FokE7lol Jgg nlAn
L ool 47 ARk YL, FoHEs TohETIE
AE TS A Tz 7iAA o] wet gt
4% e 4 9k olo] B Aol A7t
A7} TG et BRI G vlAEA of
HAp b

4. Purchasing intention and involvement of luxury
fashion brands
Tolegt Foldl ARolM 54 il Higk i

&4 B7F 9 &E7ER7E S gejo] vAe I

9] T84 AAHE &2 BHEE A2 (Lee, Ahn, &
Heo, 2016)¥9, 2H|A7} of AlFolA Adue
HASE 2HsH] ffote] AEE BT ) Bojx
= 2HIA AiIAaR], ARE 29, AE 8]l

uhet GEeal sh
Park and Lee(2005)= mAHE AH[ZO] AAHS
e

& T} Al AB AEAIZt] $25% 4 ol
A 2 JRY G, (&H JrF/g0] =of
Ak skeleh. & HAgEo] A4 A, A
A A&, 7, olu|AE dAAo R Erd Aow
uT, AE T A 49 Belg o o] Aoty o
I}, Sung, Park, and Kim(2003)2 T/} =2
AR AE] A8 oI g AL, 9
AE T4 = 7HA I P55, Boee A
F9 Fuie} Aol ol AZ4H PHol ERTLEE
AYitE Atolof Zpo|7t Hol E45& FHiE 4= 3L
t}1 3}ith Kim and Lee(2015)= A7 ZA19}F A7)
o7t AFTole E FPFo] PA = IFE A=
T re} PFE HEE 53l ForEd=tl, A7
A9 Ao 85 ojupolEst ) Liehd
o 3PFE Aol AT|fofA T FaT FFEA
£ Hol= Ao & ZRIstqirt ojet Zo] HA4 oA
BT O] Fufs7ls F2 AT BHEL £/
U 95T gou], HA=S 4 AuFel B
Ao gt B © AlE ol Tokof] JFE mE
% T 2 % Ak

Kim and Ko(2010)9] 4] )4 AT o]z
Ql EAo| & B o Fufjolzo] Bt A+
oA =42 AR S] AETIAe Sl BU=
Bl o} Fufjolof mX|= FFS AHE Ay, tat
Qo] 944 S43} AEH 54 BE BAC o]
SO FFE TIAE AR ey BAE Hx
o #3t 29 APYAFE Jung and Hwang(2014)9]
‘gpolz ARUe] wE 30H F8ES HAEEEN
T ol fufgso] it A7t e, BlE
HeE AL, BAE, A5E0] Mo glo]X A
Efdo] w2 Wskes AwEgith O Ay JAH &
Hggko] =24% Hert =4 e 13" A
FASE A YyeERITEIL 51T Jung, Hwang, and
Kim(2015)9] #2744 ZdZ o] &3t fAEEE
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TS FAEATT s
Choi(2003)%= A7kl ABEAT HAH Lol
o Eelo] B3 o] B AT A7
AW EES o] M WELoI R AL Age] B
3 ATEYS PFHOR Lul4S0] AASHe FE
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B ABHL W £uAAE Bo) A BE Bl
Zo) A 7ol e eI, AXEo R
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. Methods

1. Research problems
£ A7 9% ATEAL et 2

AFEA 1. 20)Ae] F2W P4 fHBAS
&4 B ) Bofe] vAE o

l

F& goRart

Auzte] 229 gAE] fHaER
H|7}x] 7} Fuf] fojo] mx& o
QohE .

uzke] 22 gAe] fHEds
g W7} 9 An|74A] 7} S ol 4

AFEA 2.

Protlo B F

AFEA 3.

%

A

of

73

2ol et Ao)7h YeAE ol

2, Research methods

A4 B E9] A4S Brand Finance(2018)9]
A AAIZE 20189 AlA ofsfd BT & 509]0]
o9l Z2d HfABARE S0/E A, S
A7t RS 22 YHe RHBACES S9EE
3749) BAES Mehdto] @A AAlo] Adg B
A FHOE A WABA=S S &
H7b B7h, Bl WohS Astact. Bt Bl
TFAL Lee, Lee, and Ahn(2014), Jung and Hwang
(2014), Kim and Ko(2010)9] A7E H=x3to] F2H
ie] PAEAE S4BT 1689, M= s
A= Aulzba 2029, BolE Bk 3RYH AT
SAH AR 72FO2 FANGOH, Agolt &
Fols} o grelofolg AMgILE. olgzloto] 7|
A} ol 2 AA4E B Gojoh ojgeotolz
NgE HEAE ojZelol x| BIIR

WA AFACIA 24E ol ALt

=N

3. Collecting data and respondent’s characteristics

A2 9] 42 2018 11€oA 20199 2€7HA]
=3} ojgejol Yt s SA0 R HAISH 0T, o
gejoto] 9 dete e} Eufo] AFste ofgEotl
I FEQdo g Ajtete £, & HiEzE A&
A= 500585 B2t 2F +HE AR 5 =44
o SES At e 4BA; 2165, o|F ] olAq
oA AFsh= FH AHAF 2R E F 29855 #A4
ShoiTh A= o] B4 SPSS 23 A4 HIAE A
slo] aolud, slFRH o2 APstsch
o) Folgt S| 9T $AE 542 (Table

D} ek YA QT §AH S chewt 2.

o2 1009 A wgo] 7P We BEES Mo

)
)
i)

V. Results and Discussion

1. Factor analysis and reliability test of attribute
evaluation, consumption value, purchase involvement
for luxury fashion brands

ZE2Y gA7 fABHES Aol Qo] 4H]
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<Table 1> Demographic characteristics of the survey subjects

Category Division N(%) Total
Korean 216(72)
Nationality 298
Italian 82(28)
20~29 143(48)
30~39 25( 9)
Age 298
40~49 43(14)
50~ 87(29)
1 million won Under 50(17)
1 million~2 million 39(13)
2 million~3 million 37(12)
3 million~4 million 31(11)
4 million~5 million 31(11)
Average income 5 million~6 million 15( 5) 298
6 million~7 million 21( 7)
7 million~8 million 15(°5)
8 million~9 million 21(7)
9 million over 28( 9)
Other 10( 3)
Student 124(42)
Professional occupation 62(21)
Service / sales occupation 34(11)
Profession 298
Self-employed /business occupations 37(13)
Other occupations 38(13)
No response 3( 1)
High school graduation 68(23)
College graduation 138(46)
Education 298
Above graduate school graduation 69(23)
Other 23( 8)

&9 A7 LotE 7] 9J51o] Brand Finance(2018) 29 Louis Vuitton, 39 GucciF o, SHA=EL o|&

oA AAZ 201849 A HHBAE B2 s090] & BA=S gulor 24 WE APtk
ol =¥ YABAE 5074E AASHL, SEA
7t AZvet= 22 g8 HEHEES —’?—H%i 3 1) Factor analysis and reliability test of attribute
M9 sjAEHES HHSte] SHIIEZE ST 2 evaluation for luxury fashion brands
X7t st S22 gGAg fihdEEscE 19 Hermes, 224 gA47 fHEHE ek ARFH &4
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7He 98 2AA 8RIEAS AAIsklon, A= gAY fHAEHES] B=Q0T Aot ZoE &
(Table 2)9} Zth. QQ1FE2 flol F4HE AW 24 M7 fABHE] s SEAES ‘AT
T} H 2 A (Varimax)3H4]& 2-8-5t0] 8219] 1174 AR, A, B E SHE QA= A
(eigenvalue)7} 1.0 o]A<Ql Q91& F&3I¥oH, =& 2 QIg 4 AUt

H 998 47 golog %oty EFE9 TAHYES
IEste] dggo] & gJARH ‘WA, ‘ABA, I

AT =4 0 2 {3t tHKMO=.87, Bartlett’s
", df=120). 7+ 8219 EAS AnEd
7z} 9919] 27| I/AE FA(6.18), “HEA(1.87),

v=2,117.411"

CECD)

AEHE

v— 11—

2) Factor analysis and reliability test of con-
sumption values for luxury fashion brands

=29 g4 o of et &u|7HA] '
B4 A0, Z3HE (Table 3)3}
sl FAHE 2ATHY WA

A2 EFH(1.00) 2 AH) BESlA Ak 8AFES
3, 7 8919] QIR s}l 45 olAfoln], FARLS  (Varima) 4L HAE3te] A919] TR (eigenvalue)
65.59% FTsA ek, 7H 10 o149l 8912 FEstgon, 351 8L 4

22 gMe] faudsd] g anxe &4 A 8o
Prhe Ao HYATE B AT 22 i

%E e °P°4

<Table 2> The results of exploratory factor analysis and reliability test of attribute evaluation for luxury brands

. Cumulative ,
. . Factor |_. Variance . Cronbach’s
Factor Questionnaires . |Eigenvalue variance
loading (%) a
(%)
Luxury brands are recognized by others. .837
Luxury brand has a worldwide reputation. .806
Luxury brands have confidence in the brand. 725
Prestige The luxury brand is elegant and sophisticated. | .663 6.18 18,64 18,64 846
Luxury brands are relatively more expensive
.620
than other brands.
Luxury brands have a traditional history. 571
Luxury brands have differentiated brand image. .500
The luxury brand is very sophisticated and
.826
elaborate.
Luxury brands have good quality. 782
Traditional 1.87 11.68 50.33 714
Luxury brands can be used to use for a long 763
time. ’
Luxury brands are scarce. 450
With luxury brands, you can show off your 793
economic capabilities. '
Splurge Luxury brands are products for a certain minority. | .731 1.32 8.57 58.90 619
Luxury brands are top quality. 483
Luxury brands lead the latest trends. 723
Originality | The luxury brand is unique and original in 581 1.06 6.68 65.59 775

design.
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<Table 3> The results of exploratory factor analysis and reliability test of consumption value for luxury brands

~omalat
. . Factor Eigen | Variance Patlve Cronbach’s
Factor Questionnaires . variance
loading | value (%) a
(%)
When I buy this brand, people will appreciate me. .865
I like this brand because it gives me social 852
status. ’
I like this brand because this brand is a symbol Q47
of success. ’
When 1 buy this brand, my friends will ap- 241
preciate me. ’
Social value 9.18 45.90 45.90 954
I like it because it is a brand for only a select 33
few people. ’
When I buy this brand, I feel a sense of
Sy . . .809
identity with the people who buy it.
I think I can give a good impression to others 202
when T buy this brand. ’
I like this brand as a symbol of privilege. 758
I like this brand product is aesthetically excellent. | .829
I like this brand product is excellent in design. | .826
I like this brand product because it is unique. 811
Aesthetic value 3.36 16.82 62.72 .809

I like this brand product because it is sensibly

724
attracted strongly.
I like this brand because it allows me to 678
express the value and personality of my own. |
I buy products from this brand when I need to %34
recreate ’
When I shop on this brand, I am so passionate 799

that I forget everything.
Pleasure value 1.55 7.79 70.52 .835
I choose this brand as a gift for me at an 664

important moment.

When 1 shop on this brand, I feel to come to

another world. .642

I like this brand product is excellent in quality. | .863

I like this brand product because I can use it

. 813 1.25 6.28 76.80 915
for a long time.

Quality value

I like this brand product is crafted exquisitely. .805

G 71 FEA7A R YA THKMO=.90, Au|F 7121(3.36), FZH 7ER(1.55) 9 <EH7IA]
Bartlett’s ’=5,163.920"", df=190). 2} 8219 EA& 4t (12502 A5 £33, 7+ 2919 Q%3
HEE 7 2919 27] LGAE AHSlF 71A](9.18)’, 2ro] .64 o|Ato]n, AHBALS 768002 UL FS
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a4A vkt

3) Variable validity and reliability test for purchase
involvement

gAMe] Bt FlE Q1R Tol=o] gt E4A g
QAUEAZ AR A3}, FYQRQICE (Table 4)9F 2
o] YEPFTHKMO=.63, Bartlett’s ¥*=260.290""", df=3).

@A 9219 7] IRA|E 2.052 Ao EX
68.621, A= A(.76)% AH
Aol Hojk= F2E YAMF BHES] FujE
Aol Wagt A AR 7|20 Fujlre] Brks
g oudta @ & ek

S o

2. The effect of attribute evaluation on the
purchase involvement in the global luxury fashion
brands

=224 gAM7 fAEHEY £49710 1 @
Zoll T AFT Tl FFBAE LobiAt
Y] 22 YA HHERHES] PriEds =
YR AEF o= FH5HELE AAS o
T7HEO] HSS ST IARAS HAlsITh 39

A

of

77

24 43}, (Table 5)9F o] 3R] Fgto] &4
Ao g {FostA yeht 2 AHRF ] H3tdo] HEH
ATh(F=25.127, p<.001, R*=245). 224 A7 1
ABHES] SAH7 T HAEAAT=028, =455)
I} ER/ (S AA =004, =.066) 2] &4 A
AHog F95tA F2 A= Yeyth mati 2=
4 Ay fAERES] Frisd 5 BT 53
A AvAe] vl Tojko] FFEo] Yt & 5
AUtk whHol] 229 Mg fjHABEHE] HAH7t
%= “ABX (3 AAF=251, £=3.956, p<.001)’T} ‘T}A]
(S AAIG=.332, =5.808, p<.001)’9] £/ SA A
o7 {ogt o= et ol A7E EdiE
AR gAY HHEQ] HAgTtoA AT =
A2 AFE FHE A Tolzo] FHQl FFHo]
o, AT A FH FFHE A=
AR Vet o= AP A(Choi, 2014; Kim &
Ko, 2010; Lee, Lee, & Jung, 2003)5°]4] Hojz=
A 2] A H &4, A5H £740] A4 B
EAEY FE71EaL ste=tl, 2 AT Aol A
T BAA S0y HEH 42 gA47 HHEY
T FAEE =0l T

<Table 4> The results of variable validity and reliability test

Fact Questionnair Factor Eigen Variance | Cronbach’s
actor nestionnates loading value (%) 1]
The decision to purchase this brand (product) 294
requires a lot of thought. ’
Purchase The d.ecmon to purchase this brand (product) is 804
. very important to me. 2.05 68.62 763
involvement
If you choose wrongly when you decide to buy
this brand (product), you will suffer a lot of 783
damage.
<Table 5> Impact of attribute evaluation for the luxury fashion brands on the purchase involvement
Dependent variable Independent variable B t-value R’ F
Prestige .028 445
Traditional 251 3.956™
Purchase involvement - 24 25.127
Splurge 332 5.808
Originality -.004 -.066

*

¥ p<.001.
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o & g4e] HaA=o] AETulo] glo] B}
FA ol Au|te] Balo] A BolHE Ao
Aol E24] lstel MEAolLt T 4ol el
Hlo} B AT, GAH Faw7} FobArt
3 % Ik oj2igt AT ATHE Choi2003)2] Zfe}
A3k Zar} ek

3. The effect of consumption value on the
purchase involvement in the global luxury fashion
brands

A BEO] AH|ZFR| 7S] AH|ZFR] £/ 9
EI W30 e AFAY Hojx] JFBAE &
ofu T 2H7H £HS BYUSE AF T B
EE U5 A4 0L 1 A5 A
AARAS AAISHAT S AEA 2T} (Table 6)3
Zo] 3ARFY Fgko] FAXNCE |OlsHA UEhY
S ARG H3t4o] AZHATHF-27.814, p<001,
R*=275). 22H A2 fABHCO] Lu]7EA] oA
AFBA 7R (3] A AG=.246, 1=3.994, p<.001)’2} T
23 71X (F]AA =243, =3.842, p<.001)'9] &3
SAMOR folgt Zog vehgeh uetd 2
e AEASe] 2uZFRAA ARE|H FhX] e}
S A e avlgte] o) Holwe] G vl
3 glou}, wred] 228 Mg faEdso] s
ZHA oA AR A7 (B AAG=.092, +=1.375) 2} &
A7 (B AASG=.076, =1.198)= EAHOoZ 9]
34 gke Ao ekt

ojde] Z¥E EUiE AHEY M Hs9
2H7EA 7oA Aol A 79 FH7A = AFE T
)2 9 Tolmo] JFeo] glonk, AHslA shxgt
A 7HA = AFTFH T FAA JFS
A& o vekith olejst Auks MBAT(Chen

& Hwang, 2014; Ryu & Zhang, 2019)2] A-1E0]A]
Hojz|= AT A9 AR 79 #=A 7Hx) 7
A BHEAF ASeet Fuls7|ol] ¥ vl
Athe ATZATQ} Park and Lee(2005)9] ALofA
s drgEe] Al BErE, ARA AR, 7HA, o
RS ARAoR sl A0E B AF A A
478A Bl o gol Stk 2Tt Ut AnE
LrERg T

4. Differences in attribute evaluation and con-
sumption value of luxury fashion brands by the
group of purchase involvement

229 gA2 fARA=o A& Fuot Begt
AH|AFO] T T O] #11 WZ0] Hetk 7t ol F o}
Huz SYRE rtestE AHAISIYCOH, 1 Ades
(Table 7)3} At} K-Bod&4 2, 27 82
21249 1778(M=5.68), 227 12198 (M=3.30)
o= AFs] Buoiyrt. £ Aol uet AlE
o] et Bolert w2 Yo B o R
Sto] AP SHREE restQ] AuM= F2H AT 1
ABHEO] Hr&Ag g4 (=4.80), “AE73(+=7.07),
TR (=6.76), =A/(t=4.08) T AH]|ZFR| Q] ‘AL
314 71A(t=6.67), “An|A 7HA(=5.09), ‘F=H4] 7}
A(=5.58), ‘FA7HA(t=4.85) 9] = FEo| FAH
O p<.0015E9] tl9 & 79 ZpolE Holil Q)
ok ol gAY AE9] Fu 2 A% AR
Talol wet deish= &3 7H4] we] 7)ol oj
S T2 yehd 4 22 AARIH L & 4= Qi

V. Conclusion

2 d+e 22 gAE] fAdBHE] itk 44

<Table 6> Impact of consumption value for the luxury brands on the purchase involvement

Dependent variable Independent variable B t-value R’ F
Social value 246 3.994™
Aesthetic value .092 1.375 -
Purchase involvement oy .26 27.814
Pleasure value 243 3.842
Quality value .076 1.198

*

¥ p<.001.
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<Table 7> Differences in attribute evaluation and consumption value of luxury fashion brands by the group of

purchase involvement

Purchase . o
involvement(M) N=298(%) M 5D !
High(5.68) 177(59) 5.95 .83 "
Prestige 4.80
Low(3.30) 121(41) 5.46 .90
High(5.68) 177(59) 5.51 .90 -
. . Traditional 7.07
Attribute evaluation Low(3.30) 121(41) 4.65 1.20
for luxury -
fashion brands High(5.68) 177(59) 4.84 1.40 .
Splurge 6.76
Low(3.30) 121(41) 3.69 1.48
High(5.68) 177(59) 5.31 1.14 "
Originality 4.08
Low(3.30) 121(41) 4.73 1.22
High(5.68) 177(59) 4.68 1.39 ™.
Social value 6.67
Low(3.30) 121(41) 3.61 1.34
High(5.68) 177(59) 5.33 .94 .
Aesthetic value 5.09
Consumption value Low(3.30) 121(41) 4.67 1.28
for hoxury brands High(5.68) 177(59) 4.18 1.44
Pleasure value 5.58
Low(3.30) 121(41) 3.28 1.27
High(5.68) 177(59) 5.56 1.05 "
Quality value 4.85
Low(3.30) 121(41) 4.90 1.21
** p<001.
Ao £k 2EHAE Golu, B2 eH 5 otk B, 224 A WABAEY 27
1

o spHnAEe] T Polxo] PFE ML Ak
£ golut AT At} Makstel Agshe 22
¥ YAe AEREC] Y AE o Al
HEle ST 2B FAES BUT S Yt
AEE Q1A she BAo] 9tk B A7 Aake o
ot g} A, 229 49 AEREY £47
7ok BT B0 JYTAZ Yol Az, 2
29 G4 RS BAsY 5 4B 3
A &4o] ABETE olzo] A
wolx glow, BAT ERHE JFol gl
2 Uehdth ol 224 g4e saugEc]
% ABAT B 4o LuAEo] AES
g o AFsA s ez B 4 glow,
29 SAe ALRCY AP A 2zt
198 ARYAclde Bew s 4ol ¢

=]
=

A

B
=>

e 4 o [0 o

mo

o R LR EE R R B k)

Solgt AT bt wheo] An)4 shxe} £

o] 7oA = AR FoTt AHE dA Fst
Aot 229 GAY HABEHEY] LH|7EX| oA AL
o4 7HA|9F = Tl AnAEe] 22 A
gl HABRE=0] AES FHistaat & o, 2 o
EojAM AEshe 7R AR S2E A
AEREO] F5ks L7 D o= ot AA,
22 HMY fABRHE] Fuf o] =30

£ Ad 2 Ao|Z oA BE BT 4|
7HA7E EAA R e folgt AyE Hlow, of
2t Aats 22 YA fdEi=e] Lvx;
ol Fdo w2t HHE griet 4uH|7EA| o] wAE
drg= Jo® & & Ut ole gAY AE] Al
274e A%t 2] Bl wet deshs 490
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Agdom ole} 2L ATANE 7129 Avel
£ Aol7t gl Ao WAl SAARTH: AF
g3k A o] FRA L, A81H e e 7}
A7k F234 WA ol WA AN chep
QoI vEE Ao Iud G4 ALREA
ol NE g AThSo] AgsHe AAES] chA
of thet AEo) Az & % 9IrkCho, 2019; Kim,
2016). 9] THAGNN oAk M Tan
A= AE A D AREEY e 9o 2

< &HARe] Wgto] 71Q1%E dAolet & 4 QU &
3] 2 A7} SPA BT} 2ako] ME H#=o| ot
FE AE AL 5L AL ok 22 g4 o
ATFE9] otrloh X949 ozl g2 WA % 3t

E, ANAY, ol nietd 5 thopd AETe B
Aol g EAAE B & Uol, 7129 EH
ABAES t2fel SFHoIt FAY X Hrke
24e BACe] BACTIE B AsHel Xt
2729 7S $2stel 3 A2 A3 B2
2 9% g Ee] ZasAL: oL & 4 9
th & A7) SAHE o) HelEst FojRES ©
sltAE grom, vl AFL WA A2t opn
2 42U} L7l B Faw0] i Hetos 1
4 4 girke Aolw, 22 Mg WaLACe =
A1Z 915 Y thopy BRE Slg YHEoR §
Y 2048 WA 2R BRI G4 fEnac
of thopd 44 b 91} LA FA FAS FA
okt . 2009 B1Fo] Rtk SolA Bof
=o] Aol 24 A et 5 A7l 9
Fo UIHS AOR YLHE HEOE ot FF A
T RS Hfstel eMe saERES] MY T
WAS HoE A7Eel nekd Baol rky
¥ 4 Uk
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