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Abstract

This research investigates consumer responses to different types of fashion film used in national women's
wear brands. The content analysis was conducted as a preliminary study for women's wear fashion brand
based on the 2012/2013 fashion brand yearbook. Three types of fashion film (Wearing Apparel Products,
Brand Advertising and Storytelling were used as stimuli for the present study. We analyzed 224 data gath-
ered using SPSS 22.0. The results showed significant differences among types of fashion film in regards to
film attitude, product evaluation, creativity, information literacy, re-watching intention and word of mouth
intention variables. This study revealed that the Brand Advertising type received the most positive evalua-
tion in many aspects. Especially, the Storytelling type received the most positive evaluation in creativity.
Wearing Apparel Products type gained high points in information literacy. The present study helps brand
managers determine a fashion film that best suits each brand characteristics.
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4 jufo]2o] W2 tihre] AlE A HRFH w37t FH2dSEAL QA th(Lee et al, 2014). A1ZH o]H]
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HAE T R o} B g3, SaRE, EH
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2013b). A Eo}ol| A= 200413 ARl (Chanel)o] vF= F
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dEo|& “Short ﬁlm” “Presentation fashion film”,
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A oINS H2HE0] IIMEE RS0 [ AHIKE CIAIXIOl 71
2013b). Jang and Yang(2010)2] 17X = AL 5L AEAE e Agx FuJd T Fae 5Hoz
103 o el & g3t 202 AztE = s g ol Alzbe “FFols F5 P2 o] JrhKim & Kim, 2013).
2 JoJslglon A 2B E xdshe I X 2000t) Z271¢] BA=o)x EAS HHADES F7
TR e QEeE A FREET WY Hong she Hal=9 OlEWS— Asr] 9 bl 7|8
and Kim(2013)2] dFolME A &S A4 v g 2l H4 o8 AZHJTHKIm & Kim, 2013). wj<Zel]
2EEY oz grjopH iolehs 2AE AEE v dg Bl = AES e RdSo] AEdte By
tol& B3l njaket AFUA A she AR o] &7l & on|x] "Eo] Ti ﬂlﬂl‘c]?i&ﬁl, olE
943}91@, A g Bolgt Byt Al Zst AF2E FEe=Z & 2tk o] 532 Hong and Kim
AEHRIMES] 94 F HE & F 912111 53] 3 (2013)°] w73 e HA =9 siAdES Wl o
Aolgte FA15 FA0E 108 U)o doj= A zte E} A e A EE EE5 T A=Y A FARIT o
Qe & < Qltk 2Ee] §FE A 717 oA e AFAF olQox Bz g A He}
o] FHE 1 34 JJE% 7183l Slo} Hl==, 712 ELFJ} T = 55T %i% 719k 2 &k W
Falekes ApEA O R AFH hFd 718 e AE 27 85 ATtk sk%AthHong & Kim, 2013) %o Ho]
ato] Hal=e] A Z Q] ofoldlEE] o} 3} Bl #9]7] = FEoE s BA=9 4 trto| QIE R G747
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ot 54 73 AR T QAES on|gitia A gof 43tk (Hong & Kim, 2013).
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A wdkel 39jo] BA=Eo] HHILE AZe vS ﬁi‘ O_%skc A dsiel 22 FEHE B AA
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At o7 =34 ot
1) A= 3) ZholA
anpzte] B=g Aol 3k o] 24l AAA shEelE o1 (Creativity) BaLo] MEwS F= Fo4d &
o =1, 2= AHAY Ee AR 7|28 2T Lo 2R M-S E F AeS ek A
of AFEAC A AE S Gk, ol BEdlE A A3 A5 ZEsH= 58 (Stemberg & Lubart, 1996)
HkZ ol B =2 714 Eth(Fishbein & Ajzen, 1975). 3l < Ssit) 7180 FElA] ARAE Y AdoA 2
g o]l IE}E‘?E Fale LR =S g skt glollo|E| B @ e, 2R o ApAA o] AlF-2 ] A
o2 2-gs Htk. B, of® AREolut A S AlFSHA] 7100 F52 WA ZIT s A 41
ﬂ@ﬂ°ﬁi§5£5ﬂﬂﬂ #AQ-HEQ% o] 35 AFoolEE 2405 X ste] HPA 0|1
ol A2 Seek anjrte] FEHEE G Ed ApEstE Fae B =rh g o w Bk 7hs Aol
Sl Hall =t ofuel oL Wbﬂm F A2 <1 Rk Fo, 2vaks oS Wl o] W82t vl A
-5 9Ju]3tH(Lee, 2008). Keller and Lehmann(2006)E A o] 23}, MAEL FEUE 74 52 THHe=E H
QR o FAE HAE Bl AH|RE 3 7FFH(Kim & Han, 2012). ©]& 2 Z329] thekgl At
&3 kgl thek 7)ol H7] W2oll Fstrhal sl a5 e 2nAEe] 38 HA A WS Sl
o mebr] B eo] shddFol e g 49l vk Sejol|olE| Ee] g o] IRtk & < Itk (Mun et
TEAR stolg 594Q] PVHEE 2 shH o= al 2004) whehA], F32%82] A (Advertising creativity)S
= HAE Aowdd S & 7 Atk F9 A FaLel = 7AFUAId 9FE FE TaT HE T2
Hal dsdd 2R S 2 dAdEL SR o}b‘rollﬂ 2MA7} 27 FaLE e el of Foll mh
stole 5 A A AFE FEshH anjrte] 3 2hA] Fare] g7t debrithBacker, 1993). wWaEbA] =
AR G EE 2 v & dvke A oJrlgith A2 o)A o] AQl G2 E&AlA THAJA WSS
olFo] ¥ F o o]z F FAdol gt soH
2) MEgot 7h2 9449 5 3o
Nelson(1974)°] A A| &+ A& 7H(Product evaluation)] 53], dANNGS i olgtal 8=, ol Al
e o Ak AlESd e 94 S48 ZYolt 12} A s vhE 54 7 TR
o} AAH SRR rolih WA, g A £4% £ AEcte A S e RN 7P 2 54
= AFS s AR el 7+ S0 1 & A 01 t(Song et al,, 2012). 7L T A &= T AL
HARACTNE A& F Je ARE er|gtaL 8 He B = = vrtolye] ot o] & 7o s
Atk Wb A G R &AL AFolu thi el thgk = @ﬂﬁliﬂﬁoiﬂﬂ”°4“4“iﬂﬂ5“
A AP AAEBE R AREGLS A A o] Th(Jung, 2010). Tk AR ZA o] WAE Bz
§73 9N Mt SHE o Jrkal AR sk Nel- P2 EEARA Zlol, A Fo) A oM = F-
son(1974)] o]ef & F4-e = AT B AP AHo] )R PolE4E BAE AAe] FAE 28 5L F
REg 2R AR 4% ABE YT FE Ao I HMPECR MRS itk 237 i
1o A AL Jujsith BAE AR B HALE G 2} Azeks B aas
u7h FIAE Ftel 2ulAelA) AL FsHel YR MoR £24 Rolt,
E0 B = (Aaker & Keller, 1990; DelVecchio & Smith,
2005), 3Ll A8k wlAIAl ol w2t 7 gk DRSS
At} 3 Bl =] sk ofo|dlEE S T2 g B &8 52 (Information literacy)o| & 7H1¢] AA|
Bo] k] Ao} Hxlo] RagTi ol BAE o Jrsl BawA AXstn Bad ARE Ad ¥
o} = o] JE] i3t FHH Wge] £HZ o]o] B7lsle] BEH 02 AR 58S WHITHThe Asso-
A 4 JTHKim, 2014). WA sl dZ 5] Fdo] Bl ciation of College and Research Libraries [ACRL], 2000).
£o} 2wz} 7he) ATl ofOlHIENE] Aol WA ARAE AuAlFol AR wE 2 ALl v
e WEAITH o] @ TS A SAHA W o] 9IS WD HTHKong, 2000). LuHE 02
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FOom £, olo] U3 LMl Ee] 8 e
ol2It}. ksl Bl AA o] e A 2 3a
Wee] Ae el WA B AR dnlAte] el
BFE 712 4 ArhLee et al, 2005). A AL EL
Fo) DAEEL a)g Az)N 2zl weF
A SR ANE 25 5 e Just oln A %
7449l 9P Wal) A9+ ATHL G Lee,
2014), W5 ok} GAHL Bal HAAE T A=

S AV AIE Sl e JRAG] =R o] 4H]
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Ac, 231t (Bone, 1992). ©]21 3 74

A o] AlFsts ARHETE 41
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A tHHerr et al,, 1991). 2| 2 SNSE
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F Tk 59] A1z Bzke SAHoE g de A
Aoz JAFRE A fé} RAE}(Hong & Kim, 2013).
wEka AP Ao Aol wet HADF A &
7] TR EE FXAZ Aol

6) MAIH| =
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ion brand (N=46)

Ccl:tsis(:rfli- Type Frequency (%)
Typel Wearing apparel products 12 ( 26.09)
Type2 Fashion show 6 ( 13.04)
Type3 | Fashion show behind-the-scenes 2( 435
Typet Advg:tlit;lr(l)gg %Z}lﬁ?l?il-(tzz?gc/enes 8 (17.39)
Type5 Brand advertising 10 ( 21.74)
Type6 Storytelling 2( 435
Type7 Others 6 ( 13.04)
Total 46 (100.00)
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Table 2. Results of factor analysis
Factor i Wagior | Bgel | SEUEEY | oo
dimensions loadings | value |explained %
I think this fashion film is positive. 821
. . I think this fashion film is good. .834
Film attitude - - - - 4.203 17.511 928
I think I like this fashion film. 855
1 think this fashion film is favorable. .820
The products in the fashion film are trendy. 778
The products in the fashion film have good design. 739
Product The products in the fashion film provide a variety of styles. .648 4154 17300 013
evaluation | The products in the fashion film provide suitable color options. 733 ' ' '
The products in the fashion film are appropriate in trendy. 821
The products in the fashion film are satisfied with me. .650
I think this fashion film is unique. 818
. I think this fashion film is novel. .889
Creativity 3.670 15.290 920
I think this fashion film is new. 915
I think this fashion film is distinctive. 772
I think this fashion film makes me want to purchase the products 681
appeared. ’
I think this film provides the appropriate fashion information to 323
i meet my interests. ’
Information | THee” T TETe™ : _— 3.035 | 12.647 910
literacy I think this fashion film provides the necessary fashion informa- 764
tion I need. ’
I think this fashion film provides useful fashion information I 772
need. ’
I intend to this film again. 622
Ré-watc.hmg 1 he}ve an intention to spend my time to watch this fashion film 804 2302 9591 912
mntention again.
I plan to watch this fashion film in the future again. 726
I tend to recommend this fashion film to others when they seek 674
Word of | @Y advice. ’
mouth I plan to share others with positive information about this fashion 705 2.147 8.947 917
intention | film. ’
I tend to recommend this fashion film to others. .682
Total variance explained 82.295
@ ANE Bol AL Aok 2IAEE O1F BT P AU BTN B R WE e Aow
AHEE WE, AFY/L WSS e F o vsl AlaEt
A Wik, A AL e G, e
NABE F3) vlste] ol WA} v HrhsI VI ZEZ 9 ¢
3, Y=, AP, P ol e = The £
Fol wlal WA BIHEISIT, S, ANk o v B AT AP E 430 e 27} A4 7ol
We] Mol BAE FufFol HEwEsL ERO o Y 4FH AFE QYskon], A7ARE 8o}
W 2EUY §32 2vAbelAl st AEte s ot Aok A, AEAE frR e e
122 AAA T o} 3145k F2 7T of]o] FE = g Bl o] AES 28 R0 Bge] 5
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Table 3. Result of ANOVA (Mean)

Variables Wearing ag)l;:)a;rg)l products Brand( Izli;ig;;tising Stcznry:tglgling F
Film attitude 4.405° 5.101° 4.536" 7.204%%
Product evaluation 4.447° 4.690° 3.653° 19.091 %
Creativity 3.218° 4.520° 5.195° 44.677%%%
Information literacy 4.494° 4529 3.305° 17.225%%*
Re-watching intention 3.162° 3.889" 4226 20.993%**
Word of mouth intention 3.457° 4.536" 4.497% 13.076%**

#p< 01, *#%p<.001

Alphabet letter indicates significant group differences from the results of Scheffé analysis; the same letter indicates no significant
mean differences among fashion film types and a different letter indicates significant mean differences among fashion film types.
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