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Abstract

In this study, the notion of payment intention price was introduced and examined in relation with self-
image congruence, clothing preference and two types of reference price: expected price and fair price. One
hundred samples of female collegiate students participated in the group survey and responded to the ins-
trument including variables of clothing image evaluation, clothing preference, reference price, payment in-
tention price toward a one-piece dress as the stimulus, and ideal self-image perception. Descriptive statistics,
correlations, and regressions were applied on data analysis. The results were as follow. Payment intention
price was determined by clothing preference and fair price, and the explaining power of fair price was
greater than clothing preference. One confirmatory path was observed that self-image congruence effects
clothing preference, and then clothing preference effects payment intention price. The other confirmatory
path was from expected price to fair price and fair price to payment intention price.
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Fig. 1. Hypothesized Research model.
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Table 1. Descriptive statistics of expected price, fair price, and payment intention price (n=35, Unit: Korean won)

Variable Minimum Maximum Mean S.D.
Expected price 20,000 170,000 72,257.14 36,558.05
Fair price 15,000 100,000 53,314.29 23,395.29
Payment intention price 10,000 90,000 43,742.86 18,816.99
Table 2. Correlation among research variables (N=100)
Variables Self-image congruence Clothing preference Expected price Fair price
Clothing preference 449%* 1.000
Expected price -.077 .044 1.000
Fair price .041 125 831** 1.000
Payment intention price .086 235% 707** .818**
*p<.05, **p<.01
Table 3. The effect of image congruence on the clothing preference
Dependent variable Independent variable § t R F
Clothing preference Self-image congruence 449 4.970%* 201 24.697**

*xp< 0]
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Table 4. The effect of clothing preference and expected price on fair price

Dependent variable Independent variable B t R F
Clothing preference .088 1.585
Fair price .698 112.345%*
Expected price .827 14.821%**

**p<.01
o 3242 S8l A7) olvA] A o E S ™, o] ZAzol| we} <Fig 2>9t o] ASE HARRIS
¢ 7HA 574 71l A& = 7HAel nA= 036{} A BT B2ZATFE E1l 0}7] el T4 7HAE =
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At Sirgy(1982)°l] whEH o] 32 #}7] ojwz]|ete]
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7] olm|A|eke] ARG e unh Fufolel B Y&
& Foasigenz B 03—?01])\1 o] z}7] oln
Z|9}e] x| o] u]$- o] X2l EL 71 X E-9]
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Table 5. The effect of image congruence, clothing preference, expected price, and fair price on payment intention

price
Dependent variable Independent variable B t R F
Self-image congruence .003 .049
. . . Clothing preference .140 2.176*
Payment intention price - .692 53.248%*
Expected price 114 1.086
Fair price 706 6.746%**

#p<.05, **p<.01
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Table 6. Summary of the results

Hypotheses Path Result
H1 Self-image congruence - Clothing preference Accepted
H2 Clothing preference - Fair price Rejected
H3 Expected price - Fair price Accepted
H4 Self-image congruence - Payment intention price Rejected
H5 Clothing preference - Payment intention price Accepted
H6 Expected price - Payment intention price Rejected
H7 Fair price - Payment intention price Accepted

Self-image Clothing
congruence preference
Payment
intention price
Expected price 802%*
*p<.05, **p<.01
Fig. 2. Tested path model.
Table 7. The effect of expected price on fair price
Dependent variable Independent variable B t R F
Fair price Expected price .831 14.792%* .691 218.805**
*¥p< 01
Table 8. The effect of clothing preference and fair price on payment intention price
Dependent variable Independent variable B t R F
. ) ) Clothing preference 134 2.348%
Payment intention price — .688 106.779%*
Fair price .802 14.017**
*p<.05, **p<.01
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