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Abstract

This study verified the effect of self-image pursuits by female consumers for clothing purchase values
and fashion images as well as the role of age regulations as a measurement invariance. We surveyed 717
women aged 20-60 residing in Seoul, Gyeonggi province and Incheon city. The survey showed that pursuit
affects clothing purchase values, which subsequently affect fashion images. However, expressive value was
not shown to affect urban style fashion images for clothing purchase values. Age (one of main parameters
for market segmentation) was also shown not regulate the effect of self-image pursuits on clothing purchase
values and fashion images. The results of this study can provide fundamental data to establish fashion image-
based marketing to help predict consumer's purchase behavior and suggest practical advice for effective
marketing strategies by applying marketing based on differentiated fashion images to fashion marketing

programs.
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Table 1. Clothing consumption value factors in advanced research

Researchers

Consumption components

Common factor priorities

Paik and Lee (2000)

trendy, usefulness of sns, emotional, functional, exploratory, demographical

Han and Kim (2002) conformity

epistemic, practical - functional, supervision - aesthetic, conspicuous, society -

Lim (2007)

fashion, functional, mental satisfaction, social symbolism, situation compati-
bility, express individuality, attractive appearance

functional social trendy,
epistemic demographics,

Park et al. (2007) pleasure, utilitarian

practicality, emotional

Moon and Choo (2008)

expressive, epistemic, functional, social, trendy

Park and Yoo (2012) | functional, social, emotional

Choo and Park (2013)

epistemic, emotional, functional, contributive activity, economic

2 2RI 2 ol el Bl AA -, 2Rk A olm|Ao] gk HPATF= F2 AbEo] s
ojmA] 77} BiRle] A& o4 8kA] L YEAA| oA E Fall =eHE = 249K (Lee, 1998), AL ]
A U E Fdhz o] Atete] 2] olm| A=A RS s Q0" (Min, 1999)0.2 tidE T}
o] @7 7HAIoh BRRIS] M-S A AR oA ek ATIHoRE A QAR S o83 efmv]
Zpo} o] o] 2}7) oA 241 2] AFE] A 7=t e A7t F2 ARE o] gt A ATolA A o]
T AT A7) o)), HAE FA e Q5S4 0}‘11 <Table 2>¢} 7t}
B AT A7) olmA % R &) 7ER|7F A o]
4. 1’4 olof x| v|R) e} ofH ARAFE A EHE AR 98] A
&, 9, AAE, 2uH8, $ole, AN H, AHQ 5
A AGHL A7) oG YR S BF 2} BFOR BAE a¥NS AR 2 A
WS ol B3l FASE S ek A oluA ] Aupgo] FAE obd TR Aol 7] e
= I5S T3l deEe ANkARl =40 24 Azt F73} Al (Estimate) 55 ]2l &Rt A=t
ofsl P, s Al HA 29 a4l AR, A, olE Edl® e slgdt A E AS 5 #4914 2l
Fel, A, 24, & 5ol 28l FF2 4 ArHChung S AR A A ouR] e F4 2%l folghk
& Kim, 2014). I w32 i 2 ok ek def g Aol 2
Table 2. Fashion images factors in advanced research

Researchers Image components Common factor priorities

Lee (1991)V nobility, comfortable, attractiveness, practicality

Chung and Rhee (1992)"

nobility, active, modernity, chuffiness, dressy, youth

Park and Kim (1994)"

nobility, active, modernity, uniqueness, masculinity

Kim and Lee (1997)"

attractiveness, casual, modernity, faultlessness

Kim and Yoo (1997)" | nobility, active, fashion, simplicity

active, nobility,

Min (1999)

physical level meaning (feminine or masculine), social level meaning (urban
and elegant), internal level meaning (sophistication and delicacy)

attractiveness,
modernity, individuality,

Ryu and Kim (2001)"

boldness, active, attractiveness, ripeness

practicality fashion,
maturity

Joo (2003)D

attractiveness, practicality, prettiness, temperature

. 0
Lee and Lim (2003) (youth)

nobility (femininity), active (practicality), boldness (individuality), cheerful

Eun and Park (2008)"

nobility, active, modernity, individuality

Chung and Kim (2014) | conformity, practicality, active

1): Supplemented after review from Chung and Kim (2014).
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Table 3. Demographic characteristics of samples (N=717)
Characteristics Frequency (N of samples) Percentage (%)
20's 167 233
30's 170 23.7
Age 40's 172 24.0
50's 135 18.8
60's and over 73 10.2
Marriage Not married 33 4.6
Married 684 95.4
Housework 361 50.3
Sales and service work 42 5.9
Office work 203 28.3
Oceupation Technical work 45 6.3
Business and management 7 1.0
Profession 21 2.9
Studying 16 22
Others 22 3.1
High school-graduated 210 29.3
Education Bachelor's degree 475 66.2
Master's degree 32 4.5
Less than 30,000,000 183 25.5
Income 3,000,000-5,000,000 327 45.6
(KRW) 5,000,000-7,000,000 154 215
7,000,000 and over 53 7.4
Seoul city 403 56.2
Residence Gyeonggi Province 246 343
area
Incheon city 68 9.5
District in Seoul Gangnam area 193 272
Gangbuk area 208 29.0
Total 717 100.0

39, B A 20129 59 9 HE 59 18Yo|t) V|&

AEAAE B & 729 $H T 4323 28 A}
22 A3 71795 2] AEA 7} Ao AL&H AT}

2. 58ET
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&g AR|Rte] 217 ol 2= A o2 AA| =4l
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18] REo 7 Aottt & Aroxe 94 4]
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Table 4. Analysis of study models of model estimation and results of hypothesis test

Path Estimate S.E t-value Standardized estimate

H1-1 Reality-oriented — Expressive value 28 .05 5.96%** .30
H1-2 Idear-oriented — Expressive value .20 .05 4.30%** 25
H1-3 Reality-oriented — Social value 24 .05 5.04%%* 25
H1-4 Idear-oriented — Social value 17 .05 3.66%** .20
H2-1 Expressive value — Elegant 73 .07 9.85%** 46
H2-2 Social value — Elegant .36 .06 5.81%** 24
H2-3 Expressive value — Urban -.18 .09 -1.96 -.09
H2-4 Social value — Urban 41 .08 5.02%** 22
H3-1 Reality-oriented — Elegant 13 .07 1.87 .09
H3-2 Idear-oriented — Elegant -.05 .06 —-0.89 —-.04
H3-3 Reality-oriented — Urban 15 .09 1.66 .09
H3-4 Idear-oriented — Urban .01 .08 0.10 .01
*HEp<001
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Table 5. Comparison of measurement invariance test

2

Model X df P
Free model 1403.271 568 .000
Constrained model 1420.989 588 .000
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Fig. 2. Verification of study model of young-aged group.
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Fig. 3. Verification of study model of old-aged group.
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