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Abstract

This study examines the effects of body image and the hedonic shopping
orientation of female consumers on using fashion information to purchase
skinny jeans. For this purpose, an online survey was carried out during the
recent year targeting female consumers who had purchased skinny jeans. A
total of 464 responses were analyzed in this study. The SPSS 22.0 program
was used to perform frequency analysis, factor analysis, reliability analysis, and
multiple regression analysis. The results are as follows. First, interest in
appearance and apparel had a significant influence on every factor of the
hedonic shopping orientation, except for the relational shopping orientation,
and interest in body weight had a significant effect on the enjoying,
relational, and impulsive shopping orientations. Additionally, body satisfaction,
except for the impulsive shopping orientation, had a significant influence on
the enjoying, brand, loyalty, and relational shopping orientations; body
dissatisfaction affected the brand, loyalty, relational, and impulsive shopping
orientations. Second, the enjoying shopping orientation significantly influenced
every factor of fashion information, and the brand shopping orientation had a
positive effect on mass media information, but a negative effect on street
information. Furthermore, the loyalty shopping orientation had a significant
influence only on store information, the relational shopping orientation had a
significant effect on both mass media and verbal information, and the
impulsive shopping orientation did not exert any influence on any factors of
fashion information.
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AE AoloA ElE Htight—fi)e] 2714 e A A
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& lee, 2010; Ham, Jung, & Oh, 2012)°] tjFHo|%]
ot ~7|Y R Ask 9 Fpon|z] 9] 2polE EAsH]
Qe 14 FASH Wele] P AHHI|E SH3le
W(Park, 2016), AALa=o] =
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APATSE AuEHE YuQ007)= Algeln|xE =}

QIRE A7 23 QugFFE 5 kst 52 uy
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AA | E A, AFT|A, umgor EFoH
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£ Aoq AATE a<l, Aol ojme] tigh FHilolut A7t GatEch WA agAdgol w1, A 2P
HEE ofulshs Qua|gF a3l Apile] oue] digh Bt < Ad AHAELS FAE 1Y A BAE FF5HA
£ onjsl= 9Byl 99loz ERstAr}. Jang(2014)9] o=tk apodch.
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Akl A 7Fd 2A) vepd v, 15skw Hdofde 4l of omof tfaf FEEIL W2 Algo] W oAle) HE
Aloju|z]9] A o] ofEFFSE o & FFS S FigteRn AAE A7E o AR G
)= Ao ey} 7] wjRolgtx s}¥iet. Chung and Shin(2006)2] &1+t
Ae g2 15T A7 e ] AATEEEeL QR
2. Mzjojojz|Q} It AT MGl A TR =2 2 o8N fady fEdRs &
Toke Aoz Uehdon, gyl AAREEE ot
oLy sheRtd F ol FHH Ay RIAET} I [k oES AT © FENEE
4238 =5t 2HIE0] AYUe Yol 4T 29 Ay, oL Jr Fohs A0R YERTh Yu007)+= "HAE]
Z71¢3}t 7449 WES dodt XS ough(Han, 2] AEFE SHeRE AAonA7t FRFAAE A=A
2000). olE4gAgdge HALE T Al Yehts 53 gol A}, AAo|n]z]e] LRI, AAREE 891 |
4% Agpdolel & 4+ qlom, ol HAE it A AAQ ArFAe] Folst JFE wXe Ho=Z yER
glo] 7R Q= 7Y EE, oA, B 9 fEE0] ot
Es0lx Ueghp= ERoz sfololtt Ao Tujasg
Asla d&stEd 523 Welo] FoHKim & Rhee, 3. Y ayyen IAHE R 27
2004). Kim(2003)2 =4 &3] sieiatede 7
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ouH F5H, o7, agPA, AEH FX, AT of Aol et JEE oA AlFcts R Aol
Ao g FTRIIATE Lee(2008)= ELFATF] 51913t ™(Chae, 2002), &H]27F W& B Aoz HHE <l
s FBAF, HFH 2P, SRR, AT Alotal 2% £ QEE JFHE F= HF2E Rt}
A5, AAANGE, AuAdAgor BaEslgly E35], o (Roh, 2002). sjadEe] Fufojaras g 7hed sA
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75' @E%% Ei o] aefste Ao=r uehgth AHR
= 7 “*Ol NEole Ao A &Y
@EJOIU%, 7}10* AA 1
2 Ueith & 4% Fod A9 B JRYS O
A F8SHA Aztor] o, MAA LTS

HE
BYe A3Hoz waste] OB Al ol Ao

7

or@ K oo P
o
i
ll‘

p
o
NI
HU

e
o
]
ﬂllo O{N‘

ot
=
52 oX

2 vehith Jung008)e Heka amAeol Huglo]
8ol FE T4, Hetd aPHYo] £ 4

o] 71 Hog epgr}
., A

1. A724

BN WEE wigor oieTt T ATEAE A4

|
ek,
A=A 1 A Aol AAelu|A|eh #A 4
4 489e Lokt
d?%lﬂ 2. AAeluA|7 2 s dgel wAl=

ol

;L%zﬂ 4. oganzte] st sggdde]l Ay
A Fuf Al A EY g mAE 9

2, £33

2 AFoA AMEE AAolu|R] Ao TS E>
Yu(2007), Rhee(2008)2] A-ofA AEiste] 16ETo2
ek, FFH 2PAdFS Kim(2003)9] B3 4,
Heolsto] 218¢ez2 AFAstct. fjiAgEde] FS$

2714 2 ) Ale] Bgel fugEdeR FAsto]
AEstgon, Chae(2002), Jung(2008),  Park(2016)]
AolA] £, Hekslo] 19% o7 ArAstATt 24 &
Fe 59 UAE A=z SAsiglon], ATEANA 5
o7L o], AT B &g A ¥ HF = 59

1 T
=tget,

o o_>r_4 |

3. A4 U "M

AEZARE 28] ZAF GAI] AEHRI(Embrain)S 5
Sto] 20169 8l AAlste 2ARE st T 1
W ojfel] A7y A ool gle o AHAE o
FoR F A64ET7E B Ae] HE BA AmE AFES
o} AEL 40-4447F 20.1%, 30-34417F 19.7%, 25-29



20 DjMH[RLA 214 28

A7F 17.6% w02 2% HEe AAsks 7o vt
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Wt AEiRE HlE 50.6%, 71E 485% w02 Ut
Wk stEe st Eol 73.3%= VY €2 HlEs
At Aog Uepgor, e ARHo] 487%

7P e HES A £HE AmE SPSS 220 &

D AAlolm]=]9] sh9)atA
AAelm Rl e 1683}E  FE=EA (principle
components analysis)= ©|-§3 QRS HASHAL,
Varimax 2J-H-& AHESte] Q& FE0I3Ich 429

F2E ] 90 )L

27BE olgslan, Aw AL o SR, a9% A4 a9 49dsl 4948 Tesges 2495
A, AL 2A oEdARAS AASHI AEdE AE5H] Yol Cronbach’s o & 4AFEstAT 4l
Alolm)z] spRatEE F 479 gQloz FEEYor A
v, 9} A Baro] AyEe 67.29%% VR o9t 2o A}
£ Table 104 A5
1. AAo|DjR|Q} 322 Wk St9|atH
Table 1. Factor Analysis and Reliability of Body Image
Variance
. Factor Eigen (Cumulative Reliability
Tl sty Loading | Value Variance) (@)
(%)
It is important for me to always look good. .761
| am self-conscious when my apparel is wrong. 739
Factor 1 | am always conscious of how | look when | 729
. am in front of others.
Interest in 545 34.06 85
Appearance and | | am careful to buy clothes that make me look 719 : (34.06) :
Apparel my best. ’
| spend a significant amount of time preparing
. 674
myself before going out.
| check my appearance with a mirror
. .553
whenever possible.
| am always worried about having gained 365
weight or gaining weight in the future. '
Factor 2 | am always conscious of being or becoming 819
. fat. 18.71
Interest in Body 2.99 (52.77) .89
Weight | have gone on a diet to decrease my weight. 811 '
| am conscious of even the slightest change to
. 792
my weight.
I like myself exactly as | am right now. 797
| coordinate my attires well. .696
Factor 3 132 8.25 74
Body Satisfaction | Majority of the people would consider me 693 ) (61.02) :
good-looking. '
| am satisfied with how | look naked. .659
Factor 4 | do not like my figure.(R) 877 o0 6.27 o
Body Dissatisfaction | am not physically attractive.(R) .858 (67.29)
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He 892 7P =2 £F2 Hth 8932 4f &
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2 CAAREE ol Pistth. a9l IRAE 1
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L 6.271%9Q1, AFEE 828 =& £FS Hrt
o9} g Aut= MPAT(Rhee, 2008; Yu, 2007)°l
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Table 2. Factor Analysis and Reliability of the Hedonic Shopping Orientation

. Variance A
Factor Question inc(;tic:‘r \E/';E: (Cumulative Reh(aal;'hty
9 Variance) (%)
| consider shopping for clothes one of the leisure
- 844
activities.
| frequently go shopping for clothes. 796
Factor 1 | go clothes shopping to refresh my mood. 773
Enjoying 701 33.39 87
Shopping || tend to wear trendy clothes among those around me.| .713 ' (33.39) ’
Orientation - -
When | am shopping for clothes, | am very attentive to
677
recent trends.
| believe shopping for clothes at a store is worth 673
spending time on. '
| believe it is important to buy well-known brands or
) 794
clothes by well-known designers.
| tend to buy clothes by well-known brands or 737
Factor 2 designers. '
Brand . . . 11.52
Shopping | believe well-known brands signify good quality. 730 2.42 (44.91) .88
Orientation | ! like products of name even if it is relatively more 726
expensive. )
When a new brand is introduced, | do not buy its
. 722
products until it becomes more known.
When | find a brand that | like, | buy its products 781
continuously. )
Factor 3 When | am shopping for clothes, |, habitually, use 751
Loyalty  |rands | normally purchase. : 164 7.83 79
Shopping ; ; ’ (52.75) ’
i | Before | go out shopping for clothes, | think about the 689
Orientation  stores to visit and brands to buy in advance. ’
| buy my preferred brands regardless of sale periods. 656
| like to shop for clothes at a store with an employee
; 823
Factor 4 who makes adequate  suggestions.
Relational | like to shop for clothes at a store that takes notice of 6.16
. 706 1.29 .70
Shopping  |my presence. (58.91)
Orientation | | try to buy clothes that are similar to those worn by 625
the people around me. )
Factor 5 | occasionally regret my purchase of clothes. 785
Impulsive i ) ) 5.84
Shopping | think my clothes shopping lacks planning. 697 1.22 (64.76) .62
Orientation | | buy clothes on impulse. 690
Jung(2008)9] AFZAIE A2} Es], AAETES A3 AA| AEEL 16%= UrE‘r‘)’E} AAelm 27t FAd
fFstA HAQ ks mlHET ol 2714 At Zo) A Ak mAe FFL FPEIEAG A= FFt
AP FERAA] B2kET Ro] Fag dale AE dad A eltel ARl %1 AL
& AT AfAe AR Sz wie G % e 24 AR 2 4 BETAS A 90 fs
£ AsolS o FasH ¢97]7] e ® sfAHrt E Mooty ZAoA olgels HAEE EHoR A4
AlAo] ] A7F F44 ARl mAE A dEFEe st= ASR sjdEt Fet AAon]|z|e] AlARtSoe] &
AARE(B=29, =5, 2ol JESA ARo] ks Yuo07)e] Aot
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Table 3. The Effect of Body Image on Hedonic Shopping Orientation

Dependent Variable Independent Variable B t R’ F
Interest in Appearance and 49 11.92"*
o Apparel
Enjoying - - -
Shopping Interest in Body Weight 12 3.06 54 138.10
Orientation Body Satisfaction 34 9.00™"
Body Dissatisfaction .01 0.34
Interest in Appearance and 17 321"
Apparel
Brand - -
Shopping Interest in Body Weight .07 1.43 22 33.64
Orientation Body Satisfaction 39 8.06™
Body Dissatisfaction -18 -3.74"
Interest in Appearance and 20 370"
Apparel
Loyalty Interest in Body Weight .06 1.14 16 2396
Shopping Orientation
Body Satisfaction 29 581"
Body Dissatisfaction -13 -2.64"
Interest in Appearance and 09 152
Apparel
Relational Shopping | |nterest in Body Weight 15 2.62™ 11 16.29
Orientation
Body Satisfaction 26 4,94
Body Dissatisfaction -13 -2.57"
Interest in Appearance and 26 474
Apparel
Impulsive ; ) o
Shopping Interest in Body Weight .16 3.02 16 2320
Orientation Body Satisfaction -08 -1.52
Body Dissatisfaction -12 -2.48"

*p<.05,#+p< 01, ***p< 001
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Independent Variable
Enjoying
Brand
Loyalty
Relational
Impulsive
Enjoying
Brand
Loyalty
Relational
Impulsive
Enjoying
Brand
Loyalty
Relational
Impulsive
Enjoying
Brand
Loyalty
Relational
Impulsive
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Dependent Variable
Mass Media
Information

Store Information

Street Information

Verbal Information

Table 5. The Effect of Hedonic Shopping Orientation on Fashion Information
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