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Abstract

The purpose of this study was to investigate the relationships between fashion style adoption and
consumers’ demographic characteristics, selection criteria and use of fashion information sources re-
spectively and find out how their concerned variables influenced high fashion style adoption.

For this study, the questionnaire was administered to a sample of 554 female adults in Kwangju.
Frequency distribution, Mean, Pearson’s Correlation, Analysis of variance and Path Analysis were
used for the statistical analysis.

The results obtained were as followers.

1) Level of fashion style adoption showed a normal distribution like a wave.

92) Consumer’s demographic characteristics variables, such as age, educational level and income
significantly asseciated with fashion style adoption. Younger consumers adopted the high fashion
style than more aged consumers. while consumers in higher educational and income level adopted
high fashion style than consumers in lower.

3) Among individuality, conformity, practicality and economy in selection criterias, only individual-
ty and practicality associated with fastion style adoption in clothing purchase. In the case of the high
fashion style adoption, purchasing with individuality was increased, while purchasing with practicality
was decreased.

4) The use of marketer dominated sources in fashion information sources significantlyassociated with
fashion style adoption. In the case of high fashion style adoption, the usc of marketer dominated and
neutral information sources was higher.

5) The use of marketer dominated information sources had a main effect on high fashion style
adoption in clothing purchase. Especially in the group composed of college students and occupational
women, individuality and praticality as selection criterias came to be important effects. While in the
group composed of housewives and non-occupational single womem, age, educational level and income

came to be important effects.
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Table 3. Analysis of Variance of Selection Criteria by Fashion Style Adoption
Selection criteria .. R . . 1. .
Fashion style adoption Individuality Conformity Practicality Economy

High fashion style 19, 6508 12. 4683 16. 1587 18. 8968
Mass fashion style 18. 9513 12. 5884 16. 9390 19. 4024
Laggard fashion style 18. 5400 12. 6900 17. 3800 19. 6100
Mean 18. 9515 12.5794 16. 8412 19. 3294

F 4, 413** . 180(N.S) 4.524* 2. 090(N.S)y
df 2 2 2 2

* Significant at the . 05 level
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Table 4. Analysis of Variance of Use of Fashion Information Sources by Fashion Style Adoption
Fashi Fashion iaformation ng,yerer dominated Consumer dominated Neutral
asfiion . sources information information information
style adoption
High fashion sivle | 16. 0635 | 17. 0000 l 6. 3905
Mass fashion style ] 15,1128 [ 16. 5488 l 6. 2648
Laggard fashion style | 14. 4700 | 17. 0400 | 6. 2381
Mean ] 15. 2130 , 16. 7401 , 6. 2922
F ( 77100 L402(NS) | 456(N.5)
df [ 2 | 2 | 2.
**+*Significant at the . 001 level
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