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Consumption Values, Preference, and Purchase Intention for Luxury Fashion Brands:

Post-teen Korean and Chinese Women
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Abstract

Purpose - Due to the recent slowdown of growth in global
luxury brands, which have been an engine of our domestic
fashion market growth, there is an increasing need to develop a
global market for domestic high-priced fashion brands. In spite
of the large scale of trade between Korea and China with re-
spect to fashion products, current trade concentrates on middle-
and low-priced products rather than high-priced products.
Diversification of the trade between Korea and China in terms
of the price levels of trade products is needed. An under-
standing of Chinese consumption values and purchase intentions
for luxury fashion brands will be very helpful for the establish-
ment of strategies with the aim of increasing the level of trade
with regard to high-priced fashion products. Therefore, the study
aimed to identify the differences in the clothing consumption val-
ues of South Korean and Chinese women in their 20s, espe-
cially with reference to how those values affect their preference
and purchase intention for luxury fashion brands.

Research design, data, methodology - The study was im-
plemented through a descriptive survey method using a self-ad-
ministered questionnaire. The sample consisted of 283 Korean
and 306 Chinese women in their 20s, residing in Seoul, Beijing,
Guangzhou, and Shanghai. Data were collected from March 3
to 15, 2014. A total of 589 completed responses were analyzed.
Data were analyzed by factor analysis, t-test, and multiple re-
gression analysis.

Results — Fivefactors for clothing consumption values were
formulated: conspicuous/social value, fashionability value, person-
ality expression value, hedonic value, and practical value. There
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were significant differences between Korean and Chinese con-
sumers in clothing consumption values (except social value),
preference, and purchase intention for luxury fashion brands.
With regard to clothing consumption values, Chinese women at-
tached more importance to fashionability value, personality ex-
pression value, hedonic value, and practical value than South
Korean women. In addition, Chinese women’s preference and
purchase intention for luxury fashion brands were higher than
South Korean women’s. Second, in the case of South Korean
women, social value, practical value, and fashionability value
had positive effects on preferences for luxury fashion brands,
while attractive/personality expression value and hedonic value
had no influence. In contrast, in the case of Chinese women,
social value and fashionability value had positive effects on pref-
erence for the luxury fashion brands. Third, in the case of
South Korean women, social value and practical value had pos-
itive effects on purchase intentions for luxury fashion brands. In
contrast, in the case of Chinese women, social value, person-
ality expression value, and fashionability value had positive ef-
fects on purchase intention for luxury fashion brands.

Conclusions - Considering the findings of the study, it is clear
that differentiated marketing strategies are needed for luxury
fashion brand markets in Korea and China. The results of the
study could provide useful information that will help increase the
effectiveness of luxury fashion brand marketing strategies in
Korea and China.
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XA, ot= AH[XIQ| AH| Ao =L{AO|LE SiQ| AO[LIO|
gets WX s EE d=sE &0 EUL, ol S AFE
o d¥7\3| = % ot= mjMAtYHe| NIt HAME A ZE
YA Z o0 el dx7|2 Tt ot= TfHMdol HE
M= &< FHHE TUO|CHLee, 2013). HMEUTAICHO| ST
S DjMAIRE 7ol A i8Meks 1 o= UieCte H
H5HA EeE Stn ok 53] 282 U jEAIE 4F ¥
o SILIRE ==Y SHME| EUES PN E2HLee, 2013)=
TURlel ZTE 7tstt SMAY g2 % =E2Y ChEst EWE
2ol Hede SFAZ|2 ULk 53| AAEL: dfFez A
WOl =OI ot= 7t IfMEMES| ZSIA|E TIE0]| 28| LY
T HMHE RS CHRal AZICHH = d=7] ojdae et
4 OiMo| e 2aAY Joz TCHEICE Mo W0 Bolt
HFEY o|F QIELI O =2 3t - St IHHMY mAo| CHH
3t HSHLE O|ROX|7| QsiM= 17t mMEHEo| HH
3 FHEDE o2t Y= AH|XRQ| 17t M2 M HEHWE AH|
B0 2tEE FHAel eI f4¥ o=z Hadiot

—ef 200 AH|AZO0| M2 I BEWE AIF0M ME2 A
Hl EMEE 0|F07t= FM7F =07t UCt &3] = AlF
OA 20CH= mYMO|FO| CHot AH|ZF BE2 EEHO|H A= HIHE
HO= 229 HHEE HF Mz5t0 ol &2 S0l i
Kol REE HO|n Qo mMAIES] 5% Z' AHXIZ 2tF
|0 RUCHKim, 2013). O|S0| ANHS AF/US W 17t 49
2iol HHE HES FOiSt, #EEe2 HNZ Foist M2 =2
HEo| MES CHAl FOfg “Hs40] 222 200 HMH JHK|
ZHOM M2 IHM BEHESl FQ% NAZO|CL M2t -5
U= 20CH Of+dol HA2| m{Md EIE AH| 40| Cigt oldi=
ol 7t HHEO| Of Z= AT 322 ot M2 £EHI o=
Ao TSt DAY FEke| Xpdato] Hast HEE NS
Z AoE HEHEICE

22| TjM BMC Ad|= 2EZ0|Jung, 2002; Park, 2012)
S9O| AH|ZIX] 22 ItA|AH[Q| &4HJung & Kim, 2009; Kim &
Bae, 2005; Park et al., 2002)2 2 mjet|1 ooz, AH|7HK|
o AUFQl o|FAH| JHKX| Al HAME| i HME AH S-0}
20| AS ALE RFELL 53| 4N FUAZSE FAHE Tt
sd8 90st= FOH2|=(Ko & Yoon, 2004)2} O FOQI=E &
Eol= Fa M0l M2 i EWE0 et M=t(lee
& Choo, 2013; Ryu, 2003)5 Oo|=AH| 7}X|Qf Zt&HX|0f DESEH
YEE= M2 IjHEME o8 M2kl 3&d Mot ot=it &
= Zto| mjEAMI S CHHat =20 ZHol FE7t 2 ZAo|Ch

olof 2 AF0Me M2 IfH HHE A Fa AHES
2 257 ot=1r = 200 ofdE2| olF AH|7HK|2 HAME|
IfMHEHEO] CHot Mo R FOHO|=0f LiEHE = AH|X} 74
XO|EES HmED, L= AH|RIC| o|F AH|ZEK|7F HMEZ| TiM
BE Moz 3 FA0jo|=0f DX IS S LAL SIICt

2. RHAHBS| DA
2.1. O|EAH|7}K|

AHIZPRZE ABIXPE AHEOIS SO HHSDA ot 87
532 98| SF AHWSUYNS CIE AEBSUMECE O M
sots sfelo] KiMQl Agolakn Holg|n YICHKwon, 2000).
0| AHIZIXIE YBHOl FpX| B H|O| T3t SYIXE &

HIXt=2l Mol thet eIX|agnt Mo Z&5tn Z2Xol I
= OX|7] 20 AHAE MFAHeR FEsi T =

HE|= JHKE FE510 25 2|3t Sheth et al.(1991)Q] 7|sH
VAN RPN o1 b= R PN P2 &5 B Bl PN MRS s ES ] PN R 2= S ) PN PN |
HAHZIKE Kim & Lim(2001)2 o|Z2AH|Qt BHEHA|Z{A IYsiAdst
ALt & 228 £ L =78 dUE FP6= 7188 THK; A
2AZI =AY 23-UEH HE pEE sxgdh 1S5S
HAZ F5H= ARIH 7H|; dlojd 292 % HE AR 2lsh
Ete Yedis AEH 7HK; oY =TS K0l A 2IHE
SEAZ|0At St THA TH 2=AE o, Fofdd, HRY
7ol g #HAE d=H T g4, oln|X| BY, HEFT,
7Y =7 39 222z FHE AV|EH T2 o|F AH| JHK|
o LXE HYSIQUCE 0|t &2 WEIO|M oF AH|7tA|= OfH
o|=0f et FOjCi Rt RO EE MEY I ZQ5HH Y=
A & LHAPDL 2|58 FOiE Wo 2 0[X= 7H7Helel o=
of CHst AMztup 7iXjgtez ™o|X|O(Kim, 1999; Kim & Lim,
2001) 3 AEez= ®WH VM|, WHH THK|, 7ISH 7HK|, A
oM IHK|, F™Y THK|Q| 5THX| o= AH|ZHX| Q00| FEE[YU
CHKim, 2008; Kim & Lim, 2001; Moon & Choo, 2008; Xu,
2011). 2HH Cho et al.(2012)2] AFUM= o|=AH|7HK| KR
2 48H 7K, BAH JH], sZ/RY 7IK, JHE 7HX|2] 474
0l0| FEE|RUALY.

MAATSO0| FEHSH o|ELAHJIXIE Beel 2 HitHo=z
2 OiHEIgHY, Y, AARIY, 7I28e S2 A
£0, S20 HHE 48 % 28Y FUWo 442 Xd Kels
2 FHEIRAEE 2 = UCh 47| dAHT JEAD0| 2|AH5Ho
= AF0M= o|FAH|7HKel FERRICZ TIE/IfEES K],
Y ZHK|, AR ZEK], BHEME JEK], HEF THK|Q| 571 K@l
2 ZSSIRACE
H o|F AH|7HK|= AH|XRQ| 217 SAF £4it ol &9
TRk OfL2l AHFE X|Hoj| WEtME CHECED 3FRICHKIm, 2008;
Lim, 2005). o2 JOid=0| X|<of 2} CtE1(Kim & Lee,
2002; Lee, 2004; Ko et al., 2000), o|2& FOig Mo &S
OXl= 2 FHR0I0| ojF4H| 7HK|2k= FE et I, XY
Of et ol=AB7IX7L BHE = ASE2 24 FFg = Aok o
S0| ZHXI2] 0 RHA|7F JHOle] M2ty HEdt 22 2R A
SHZo| dgkof oo HatEICHe 2HEOIM 2OHH ol AH|7HK|=
XY ztofl Xfo|7t U2 Az ofate 4= QUCE M2t o AH|
7EK|e XY 8! =7h 7t Xfo[of RAHE FHH HE= X|FGut =
7b 7 o|F AH| #E O[30 Zast thM7L & A= Atz ECh

o

22. YM2| N BE3C Mso

oM 2ME| EHEE
Moz JfE g AX & Mol CyxrRlof 7|elst
o, 2 7[7tE F1 Hojkls M8 Us &ELKChoi, 2001). 5}
Aok 22 oM FE2 HE XNECH 2F HIX X 23 8FE 5
HME| oM BYEZS L= TE QXL QICh Nia and
Zaikowsky(2000)0f| O|StH AH|XI7F K|t HES| EM2 1
7440 4uYOICL HME YFSO0| 17tA0| OfL|ztH 17to|
£ e FAHYCH| Sttt SEHL 17HE X2
2 BEE MA|St= &£ 1HDubois & Duquesne, 1993)
gt Zi0|Ck O|E2 OIRY & I @Y id HZ
DNEH, MAE CXtQlL, 07, f¥4E, Y
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2 = 4 QIch =3 BMe| I HACE ANE oojo| T
Y HYOR s DIIolold luxury's
A8t Ho|qo|n ANl K|S X
inew luxuryS Zaksle 17ko| QIR NEHEE EXSIE Of
Ol& X|@Ckn g = RACKChoi, 2001). =1t B= AH|XEC|
HAMEZ| IjHEHES Ciot Efe7t G HIHE ENECH= MEHL
o MER A &= FEe=E HEYY 7D UAS(Woo, 2013;
Kim, 2013)2 12{g W, =2 17} M SMEQ| A A
2 Q8iA= old luxury B20F OfL|2} D7Io| Q= IfMAME = &
ME| I HHE HHto)| CHot = AH|XF Ef=E CHIEQI &
oM ofsiet a7t Ct
Moes AHXPDE AEOIL MH|[AQ| Cior AF1F H|wd}
Mzét= g QDo Mz HE QU2 2
S5 oS0t ofL2t ZEE HtEeEM FHel E £ QUCh Lee
and Lim(1998)2 o|2 MZEE AH|A} EXN HIAMCE H=EXN
o8 JOfst, O HE0| CHsl ofEtnt oM Ef=E HO|lz
Zoz Holelgitt. Ze Yol M2 N HUC Moci
2Ma| TjM 2O Chal OjEtln SoMel EjEE JtKE
L2t g &= QICL Chung and Kim(2009)2| H0jA= MHH 2l
Zdo| Ifd HAMZ| He Mzeof FXel dgs OXl= A2
2 LIEtSCE EE= Suh, Oh and Jeon(2011)9] G0 M= HEHS
SASHe AH[XIYLEE QA JHX], AR 7K, Z2EE 7K 7t
HAME| IME-™E Moo O 2 g2 O/X|= HHH, HHSA|
7t MUiEeE H2 AH[AEE2 FHHKIE O SAlste ARE
LIEFSCE Kim and Bae(2005)2] HEMZEO| MAH4=0| 2ot
G0 MEH pAAH|EE, XP7|ZAlE, dEIER, AT
FEEH0| 52 2HXHE YEMZEIL 52 AR LIEHCOH
Kim(2004)2 =ZFo|H ‘dgfut Xjop7E d&ko| FE 2de M
220 AR FeE O|X|= AR LIEHRCE

[= R RS

[
0

re J

23, M| IMEYE TojolE

ol JHolol EfE=ot WE Ato|e] F7F HHOIO|DH(Lee et al.,
2001), AH[XEZL 7HK|= FOjof| CHSE o|X|E 2|0|3H= Tz
TOHEf =@ FOfMS Ztel AZFOolzt e UL HE +Y
Al 2H|XH= £ HEO gt A8t EHEE THKA| &0 of2{%t
MEN Ef=7F HECE FAHE IS FOofel=etn $HEHMin
et al,, 2010). & FOiel== AH|XF 2T F0f Jtsdel 2K
g2kn g = e, FoielA 20| A AXEQl FOjE 0]0f
XX|= et d2Lp detsoz Ao 232 M=ol gdas
22 Fofo|=of olsf YWEECtn & = UACHKIm & Lee, 2009).
datoz ST &F0| Chet oMl Ef=7t MM =2 +
Ofe| =7t HWME|0] ZutNoE JAifEC= 0|0jE 7t5d0| =
OX|7| MHZ0il(Ko & Yoon, 2004) FOf S|z AH|Xt H=Z9| F
2 =202 AX S CiMSE AMBLZ|Z SHCL O|-A
TOHeI=Zk JHolol of7|El =2 Di2ie| FijdsSS BHESE K&
2, HEZM WSS oFsies 7IE9 AH[A}F S AFM=
Ef=-3Es 7to] LiEt= SYXMHE HHHSHK| RSIEE B &
Mol AH|At WS HFOM AH|[AF WS OF2| SHAE SiEsH|
28l WS0l CHot B, W& 2=0f CHst H+7t O|F O ALt

Ko and Yoon(2004)2 AH|X}IS0| 159 Mzo| ddgs =
ol CHot Zsh Fof Q=& HOo|A ECtn QI ohH g
A, MEE Cxpel, n7tA, M, SHM8E O §He= S
2 ME|Z22HE(Choi, 2001; Nia & Zaikowsky, 2000)2| A= AH|

NS0l ¢& AHE 2H[5H7| Hbbs 2EMET A &85 oin|

£ 2H[Sts ZY0| FEHXE2ZR. NEFSEE OtHZh 2H|XC
DA 2HIEF7F 225 FORIE7 52 A2 LIELLCHBae,
2008). EE3F Liu(2011)= EHMZ|EME CHSE AH[XF EHE7F
OHel=0f Folgt g(+)2] SS OX22 Ao Fio=E &
=3P RiEiME BME|ERE ot M= =8 =0l= 0| HH
T|0fOF HCt FHSIFILE Lee and Choo(2013)2| ALOA|= &
Me|EEHES| Ats|H 7|50 CHEH Bt Ab7[E®Y B2t BM2|
HAHC FOiolzof HEH g2 22 48N =S A= o
o HEHe2: Fgs O[Xls A2z HOl5IRICE ol Hd
A0 25t olFaH| THKet £F HFO| et M=k S F0j
Ol=0f Mz JaEAZE Us A= BEAL|RACt WEkM ZHX|Qt
Eio| #EdS dofgt If, olSaH|7HK|eF 32| ofjid B
dzk 8 FOioz Zhe] JBAE oS50t AF=Eol 248 7t

MO OXSEE A
EAO-'E 'I'I'TOEI- L %ll:}'

ot - & 2H|AF FOfAS Hlw 2HH ddAT

ZZ =1 79 HMAE wHo| ZUSX|IHA, WMKE
o SEE FOfEE, QIEY M ATE O|8EM 52 ZHA
ot - & AH|X} WEO| XH0|E Y= ALS0| 0| TIAME|QUCE

sk=at &= 04 AH[X}Q| QFXNE FOHSS HL
Choi(2011)2] ATOA =, Bt AH|[At= SIFRHMEQ CIXIRlS &
QA dzZtstn M2 AHEO HFEI| oM Foists EEOo|
=UOH, SHE|HQl JHALo| MEMS ZAHst 2|50 gt Foj
S717t = LtEfIC B = AH|XHs ob= AH[XRERCH EfQI
oLt &: I m=Eof ost Fek2 0| Bt ZFXOEZ HMES
o FOHSHH, Xp7|atA[MQl dete M o2 =H| LIEHGICE Shi
and Yoh(2009)Q| 3t - & AH|XIO] YLEHA AEIY MSE, M
B, HEMET|E0| ofgh vl AFON FHYD wEist AR
2 FTELC o=F0AM O MzEE HeE LERICHL E3t 5=
AH|RHEO| 2R FHstn Hest AEIULEH ZAIXO|AALE CHE
oF AEFMBX| CHFsh AERYO| CHst M= E HOlM oh=0f Hi|
M O Cfdst ZFO| CXtQl FME 3= 70| 53 EEHA

HIAtE2 AZEY A9 Fld Exo|8e| HoldE ot AH|
AEELH O E2A0 BHH ot AHXIEE2 dHEHSE FeE[eHK]|
£ 3 AHXEEL § ol UX|= ZE2 =QICh Li(2008)2
AFoiME S Othdo| ot OjffdELCt ol59o| Hd8EE [
S5t HMzo| Mt METME O Bo| 5 A=
LIEHSCE HHHO| X|E5d HOM Sh= OjCiM2 S=0{C 20t
AEIE £ £+ UEXE SAStD SQlHztE (o2 S)1F 2
HUES O H3EoE ALBSH= AR LIEMRCE Cho(2012)2Q
TO| o5tH ot AH[Xb= B= AH[XGECH st L2 oM
HESIEFO| CHet M=7F =A LIEfH gHH &= AH[XH= o=
AH|XIECDE 0=/ M BEHEE O M2st= AR LIEHG
Cf. 3 oiEE 20| FOiel=0f OjX|= FE2 st=aH|X7t
SEAH|XECH 0|0 ESEo| Fes o Ro| 2= HHH
Ojelel ¥e2 =0| ot O A0, oiEhkE EHWE 0[0|X|et
FELHF0| Foje|=0f O/X|= ¥ o=t = Zto| Xto[7t
ol 7O @ LIEFLLTH Kim(2012).

Y M ATE O|85ME H|WP Jang(J2010)2| RH-0f
|5tH, 5= AH|Xb= CIXpQIo| CHal of2ist BHH St= AH|XH=
HE HefdHis 7|t R H2Hd 82 58Alste BEYH G =
2 ZAO= LIEHCH QY mjMZo| HOjEFZ o|8-dekt i+

O o5 £A3 GR(Guo, 2013)0ME BIRBCE B AH|R}

T re

|0
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7t g2 HOIETIS dAlStE HU 2ZS0 ot 7o o=
7t O &2 A2=2 LIEHRCE oHH Du(2012)0 23 OOl o

o
=i = AH[XO| aTdRo| HE QHUAEE MEEQ B
& % XFO) o=of Hin ATOMe o= AH|XRO| B HOX
238Y0| QHUATE PHEEEO| Y-S 01X BtH = AH[X}
HOIM aFderent o2t ZMA ATHY: SHEE0| AR
OJXCE Cho et al.(2012)9] ATOAM= HAIO|EQ| ME|gnt
2ol Wakdo| 42A8S EUE Bz ZHOM 240 A,
oh= AHIXE e 2 o HY0Me 42280 ROISHA| 4Rt
oL}, 3= AHXE HYZ o HYuMe RO BHH TL0j
ol ZHOM o228 BNE M0 Ful STAHX M
2 ot HY0ME d2AE 2at7t 2USHR| RIX|2 b= AH|XL
£ YCeE ot MoMe d=E8 2itE g =
O|FA & =7t Zte| &o|gt AIE of7[et 22Xl Jel2 =3t
rel

0x

mjo rir

—_ [
7tX[e] Xto|, & EUME Ef=0| US| FEHFEO| HEFo| &t i
2H|Xb= 2olX HEQl Si20|, JHRlFel MEko| ot B3 AH|
A= FALO|EQ| ME|dof et M= AR 27| ME|Mof o B
datg "= Ado=2 HOQICKCho et al., 2012). Jang(2012)9]
-5 off2 FojciR QEUIAT SO Cfet AH|XIE =t HERE
TOME S=ELC 539 diedE M=t o &4, o
HO 50| AH|X7L e FOCH QL ATZ0)| Cfsh 2
HE, UE, MEEE O A UEIRSL, SREL S5 AH|
X=9| sie FOiCHY QIE{HUATE SEslset FOislIt =2
Ao E LIEfS D FOi=7tet O[8A7|7F Ciet Ao = LIELRICE
QIHY W= A HE ol8BEEI At ofFAHIME O U0
M Bt - Z7H0| X}0|7} U= Ho=Z LIEt A7 MAGT ANE
O/F012 W, M2 Ijd BEME AHYSO = =1t 5= 740]
FOIBE KIO[7t LIEFE AOE JPEE 5= QULE

Hi & rotrjo
El
re
OF

3. gH
31, ATEH

Slo| MR TAAO| J|AS0], 2N KO|Z ) Uk
N AHZH7H NE O2 930 53 2H|X1S9| o=t 7hxiet
BME| MR MoE 9 Do) o, 12)3 o= al| JHK|t
22| M= Mozet Tojol=o] ojxls WA} M2
CH2 Zolat= Jhole) AREHS <Figure 1>1h 20| AHotg
C}. ot 9lof M1 NHOIA el Hiot Zo| o= ab|7kx|
FHRolo2 MIINES JH, QUNIIN, AN JHX, et
5 Jhx|, A8 Jixlo] 57 2olo| Beksti of2fet Zo| gip
ST RIS K, SHRDt F2 200 OiAS0] o= 2y
RN ES, SN, AN, 2, M8 Jhx)el Kol
£ mof st SR, S0 52 200) ojSel M2l Mo
© MeEo| X0|E mefelct AW, $H=a 53 200f oS0l
2ME| HHSME Pojolzo| K0S mofsict W, HRu 5
= 200 OfgSo| O|=AHIIAT HMEHE Moo Ojxs
@are molsict. CHAR, SRt 53 200) OjdSel o= au|}
X7k 2ojolzol Ojxls Yere motetct

32 ZYET, BEE B4 L 24

HEXE 0|88 Z=AF AR 2o O|FORIL). EEX|= 2

—

SAHZHK|, HM2| M He M3zt FOjo|=E FHH|Y|
flot Fetez FAYEQCE AEXel RE EE=2 MAATFN
AFE EE0l 7|=SHe EESIRIen, oS AH|7HK|(Cho,
2014; Lee, 2012; Moon and Choo, 2008; Park, 2003), 2A{2| mj
M galE M3 E(Jung, 2002; Kim, 2004; Suh et al.,, 2011: Sun
& Na, 2013), 2M2| oM =HaHE FO0jo|E(Kim & Cho, 2013;
Lee, 2004; Liu, 2011) =HE 2ot 2O E ML ULt oHH =
ATo| ZAICHAO) Bt EAM2| I EE= Choi(2001)2f Nia
and Zaikowsky(2000)7f Mo|st HES| EMOl nEX MTE C|
Al 07Hd, fEME, 3HEE XHoHM EE QXEE X|
U masE shEsinA, Zt2o), 2O[H|E, AR, TR, dz2|A
i O, =2t} 2712 € =1t 5= & 37t mjMaopziof
PrEX o2 L7t O|FOIX|1 Qs HHMEE IZESIRICE [t
O] 82 EHEMol MAISI SEXIS0| O|E FX|3t =0 SH
SHA SHALCE AR ofs ot=m0l2 AME HEXE M 3Kt
SO E HAYSID O|E CHE A 3Xp7t CHA| 2HZoj2 HAsl
O|AE ARX7I ME Zdst ot=0] EEMQt HUE2EM,
Z0{2t =02 47| mAHE HdEX| W82 YXEE =Heldt
o AHEstQIct MEX|Q 2 W HAoE= st=0{0] 588t &
RICEM M0 AXHSH= CHEHO| o|abstitol| et Sl CHEt
291, E=0{1t ZALE TjZE F¢l o=l 201 8 ARXE =t
0| & 5Q10| EO{SIRALCE.

OF 0z H1 ot rek ot

_ Preference
il Clothing
Cultura Consumption
Difference Value
Korea, Chi
(Korea, China) Purchase
Intention

]

<Figure 1> Research model

HE22 HomTUHO| Qs FEE|YCH, oEAH|7HKof Of
e AFE X999 Azt BEE 12310 Y= BE2| AF XY
= CHEA[0] 2HE3taN, M3 Z7|X|90| HFSH= 200 o=
Of-d 2831} H|O|F, &5t0], X0 HFSH= &= 2004 oM
306 S & 589FOE L JStQICt £ Z=0{Ee X 0| 2
SA4H| ZHXof O/X|l= g2 123t0 O|22(et= 89.5%, &=
84%)1} ZA(CHSHE Bh= 35.2%, T= 32.2%; Z|AHRY o=
49.1%, &2 51.0%; T& 3t 15.7% , == 16.8%) S QT &
AN ZFHON L= SEAC| HMZAS Xoish HoHAH HE=RJALCE
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1, Bartlett 7+ AZ AL 7i0|H&4r 3041.47 (p<.001)S =
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<Table 1> Reliability and validity for the variables to measure clothing consumption values
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. Attractive/per . L
clothing consumption values ez Fashionability sonality eIl Apphcatlve/pr Commu Cr?nba
value : value actical value nality ch’'s a
expression
Does it display my social status well? 0.85 0.14 -0.01 0.04 0.09 0.75
Does it make me look like a person from 082 0.14 007 007 0.03 0.71
a good upper class environment?
Does it make me look like a socially 077 0.26 0.09 0.06 -0.05 0.67
successful person?
Does it make me Ioo’I; like a wealthy 072 039 0.04 0.03 0.02 067
person?
Is it a popular style? 0.11 0.77 0.16 0.05 0.04 0.63
Does it look like a very new fashion 017 0.71 021 0.11 0.07 059
trend?
Has it been shown Ia_tely in magazines or 0.31 065 -0.04 013 0.05 0.54
TV advertisements?
Is it @ new arrival? 0.27 0.64 0.02 0.19 0.05 0.53
Does it make me look like a person with 022 0.09 077 013 -0.04 067
good taste?
Does it make me look like a charming 0.01 017 077 023 0.09 068 0.71
person?
Does it express the image | like? -0.07 0.08 0.69 0.23 0.21 0.58
Does it make me feel pleasure? -0.07 0.11 0.15 0.81 0.06 0.70
Does it improve my mood? -0.06 0.05 0.18 0.81 0.08 0.70 0.68
Can it arouse my curiosity? 0.17 0.01 0.26 0.58 0.16 0.46
Is it easy to keep and mend? 0.11 0.09 -0.04 0.03 0.80 0.66
Is this the design thgt | can wear for a 0.05 0.01 033 0.02 0.74 065 0.66
long time?
Is it comfortable to move around in? 0.00 -0.01 0.03 0.23 0.73 0.59
Eigen value 2.81 2.26 1.98 1.90 1.82
Variance (%) 16.54 13.27 11.62 11.15 10.70
Accumulative variance (%) 16.54 29.81 41.43 52.58 63.27
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<Table 2> Reliability and validity of the variables to measure preference for the luxury fashion brands

Preference for the luxury fashion brands Factor loading Communality Cronbach’s o
If there are two similar products with different brands, | will buy the luxury brand 0.82 0.67
product.
I will buy luxury brand products even they cost more. 0.80 0.64
I will buy the product | want even over my budget. 0.79 0.62
| prefer luxury brands to ordinary brands. 0.77 0.60 0.89
| consider if an item is a luxury brand or ordinary brand when | purchase. 0.76 0.58
| prefer one item of a luxury brand product to many items of an ordinary brand.. 0.75 0.56
If possible, | want to buy luxury brand products mostly. 0.74 0.54
Eigen value 4.21
Variance (%) 60.08
Accumulative variance (%) 60.08
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<Table 3> Differences between Korean and Chinese women with
respect to their clothing consumption values, preference
and purchase intention for luxury fashion brands

M(SD)
Dependent Variables Korea China t-value
(n=283) | (n=306)
Conspicuous/sodial | , g5 64y |2 86(0.80)|  -0.02
value
Fashionability value | 2.87(0.55) |3.14(0.65)| -5.39***
Clothing . .
consumption| AraCtvelpersonally | 5 g1(0 56) | 4.12(0.56) | -6.72
values expression value

Hedonic value 3.39(0.61) [4.07(0.62) | -13.42***

Applicative/practical

value. 3.66(0.61) |3.89(0.61)

-4.68***

Preference for the luxury fashion

brands 2.42(0.65) |3.21(0.71) | -14.01

Purchase intention for the luxury

fashion brands A

2.66(0.77) |3.19(0.81)

***p<0.01
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<Table 4> Influence of clothing consumption values on preference for the luxury fashion brands (Korea)
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HUE M0
OXl= JBAE dHEY| 2ot OF 2F2Y Zik= <Table

36%2 LtEGT, AR Mol AHH

S72H(F= 3365, p<001)0| RIS LIEIL} 27|20 Ereist
Ao= BT 4 Atk Thtel SN

—= T

74821

} Durbin-WatsonO|

1.9622 20| 7ty 7hg0] SF& 1, ESHd 4820 A
A7 0.10[40| ZAFEEQQI(VIF)O| 102Lt 2ot THESMd

Unstandardized Standardized L .
g gt Multi-collinearity
. . coefficients coefficients Potency
Clothing consumption values . t-value
Std. ranking
B B Tolerance VIF
Error
(Constant) 1.68 0.35 4.76
Social value 0.38 0.06 0.37 1 5.93** 0.69 1.45
Fashionability value 0.17 0.07 0.15 3 2.31* 0.69 1.46
Attractive/personality expression value 0.02 0.07 0.02 5 0.35 0.81 1.24
Hedonic value -0.04 0.06 -0.04 4 -0.74 0.84 1.19
Useful/practical value. 0.21 0.06 0.20 2 3.64** 0.93 1.08
F-value=18.40, Sig.=0.000***, R?=0.25, Durbin-Watson=1.79
**p<0.05, ***p<0.01, Dependent variable: preference for the luxury fashion brands
<Table 5> Influence of clothing consumption values on preference for the luxury fashion brands(China)
Unstandardized Standardized . . .
- - Multi-collinearity
. . coefficients coefficients Potency
Clothing consumption values . t-value
Std. ranking
B B Tolerance VIF
Error
(Constant) 1.03 0.31 3.34
Conspicuous/social value 0.35 0.05 0.40 1 7.1 0.68 1.48
Fashionability value 0.26 0.06 0.24 2 4.08*** 0.62 1.60
Attractive/personality expression value 0.11 0.07 0.08 3 1.53 0.72 1.38
Hedonic value 0.00 0.06 0.00 5 0.02 0.77 1.30
Useful/practical value -0.02 0.06 -0.02 4 -0.41 0.85 1.17
F-value=33.65, Sig.=0.000***, R2=0.36, Durbin-Watson=1.96

***p<0.01, Dependent variable: preference for the luxury fashion brands
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<Table 6> Influence of clothing consumption values on purchase intention for luxury fashion brands(Korea)

Unstandardized Standardized . . .
- . Multi-collinearity
coefficients coefficients Potency

Clothing consumption values ranking t-value
B Std. Error B Tolerance VIF

(Constant) 1.86 0.44 4.25
Conspicuous/social value 0.46 0.08 0.38 1 5.78*** 0.69 1.45
Fashionability value 0.04 0.09 0.03 3 0.41 0.69 1.46
Attractive/personality expression value 0.03 0.08 0.02 5 0.30 0.81 1.24
Hedonic value -0.04 0.08 -0.03 4 -0.57 0.84 1.19
Useful/practical value. 0.15 0.07 0.12 2 2.15** 0.93 1.08

F-value=11.05, Sig.=0.000***, R?=0.17, Durbin-Watson=1.75

**p<0.05, ***p<0.01, Dependent variable:: purchase intention for luxury fashion brands
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<Table 7> Influence of clothing consumption values on purchase intention for the luxury fashion brands(China)

Unstandardized Standardized Multi-collinearit
Clothing consumption coefficients coefficients Potency t-value Yy
values ranking
B Std. Error B Tolerance VIF
(Constant) 0.37 0.39 0.93
Conspicuous/social value 0.23 0.06 0.23 1 3.60** 0.68 1.48
Fashionability value 0.19 0.08 0.15 3 2.28** 0.62 1.60
Attractive/personality expression value 0.23 0.09 0.16 2 2.68*** 0.72 1.38
Hedonic value 0.07 0.08 0.05 5 0.93 0.77 1.30
Useful/practical value. 0.08 0.07 0.06 4 1.14 0.85 1.17
F-value=15.42, Sig.=0.000***, R?=0.20, Durbin-Watson=1.72

**p<0.05, ***p<0.01, Dependent variable: purchase intention for the luxury fashion brands
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Korea = Social value

— Fashionabilility
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Hedonic value

Practical value

<Figure 2> Results of the study (Path Coefficient Results)
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2 Aoz ARELCL AW, S= 200 olds SRUMOR ol=
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