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Abstract

This study aimed to elucidate any differences in fashion consumption tendencies
among fashion consumers according to their MBTI personality types and fashion
brand sensibility (Chanel vs. Off-White). Differences in fashion consumption
tendencies (fashion sensitivity, fashion innovativeness, and fashion ostentation)
were determined based on two of MBTIs four bipolar indicators:
extroversion-introversion, sensing-intuition, thinking-feeling, and judging-perceiving.
It was found that intuitive consumers showed higher fashion innovativeness than
sensory consumers. In  addition, feeling-type consumers showed more
fashion-sensitive and  ostentatious  fashion consumption tendencies than
thinking-type consumers. Fashion brand sensibility acted as a moderator in the
relationship  between personality type and fashion consumption tendency.
Especially, moderating effects of fashion brand sensibility and fashion consumption
tendencies were evident in sensing-intuition and judging-perceiving types. Among
intuitive consumers, those who preferred Chanel brand sensibility exhibited higher
tendencies for fashion ostentation than those who preferred Off-White brand
sensibility. However, sensory type consumers showed no difference in fashion
ostentation based on their preferred fashion brand sensibility. Interaction effects
regarding fashion sensitivity and fashion innovativeness were not found. Among
perceiving-type consumers who preferred Chanel brand sensibility, high fashion
sensitivity was evident. Conversely, judgment-type consumers who preferred
Off-White brand sensibility showed high fashion sensitivity. Interaction effects
concerning fashion innovativeness and fashion ostentation were not found.
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EP 1“ @] dolelo] Fo] wWrtal sfA] FEEX
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Lee Q0097 st 470e] Anle Fold QA
el Sigai Wage] ool Je (0129 @7
A 4H) SRS XA AAETLA, SBEZEZTA,
Hxrdom Rsm o) F AT AIETAL o=
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AoIA] ojEe aHele AT By A} 22 olEn

ol MAAES QaelA glow ohE WiEolA
Aol AN A Ed 5 gl g, Tu
o B, 744, 281 5 2ol AAE Aozt wgsol
HEsie e Fo W F ohsil st AvjEom
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Park, 2011). £33 S4E& 71 4HZH= BE4le] 79
AR Ao A7 E4sks A4S 7HL glo] M2 o
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HojFal, #Qlo] efjke] Zphew 13l 7k HSE F
At igkel 77keH THel Jke ASE FEE AR
< A ﬁﬂ’:_i‘ﬂ]*éi}% ong and Park (2005)—“4 il
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2. A2 BN U ATCHY

AR A% F 17RO 915, QIslolE 8
AHgSIgEL SHH S SPSS 23,0 01%6}
A B4 =i —7A%, BEAEAS
o UG 7 54T Aol sklsh] S8 ol
ANG B SHAY 9, S, 49, QEF TS
dqield A2 Aol Aol Yok SHAES 200}
H(32.2%), 30ti7} 6278(35.0%), 40th7F 58v8(32.8%)°1%L
o Ee ojski ASHY/EUA(3TE, T74%)0] HhEo]
lom, YL IAA(74Y, 41.8%)°] 7FF wWekth 1 9
off & el Fefdt SHAE] 542 Table 13} 2.
T35l BAc A Hsly] os)] AASE Apd o xs)
olE = BAHEO| AN AR Hol7t ] Mom
Y, 7 BACST} 8747 oluA|(=E, FeA, ol

%Hli“
;‘éru‘,ﬂllﬂl

ML
I‘Lr{mt

_4

EH
o
o,
A2 e w2 S

Hom fojuldt AolE Mol ] 9ol t-tese
AARE 2Y, L oAl APdOl Mo = 6.07,
Mot-whie = 2.38, t=28.287, p<.001), HE]E oJn|z]= &
zsjolest BAMoE ool e Ao ekt
Mchana = 2.32, Mogi-whie = 5.72, t=—23.794, p<.001). =t
2tA, & QoA A" AR, exndlolEx HIE 7
o Aol hER 2 AR Ao sl ofF A
4, endplEE dEds A4, dEE FAe] Hism
w@sh ok

Iv. A4t 2zt %

"

£

spasE gl e 2919 S19] TEE wetsh] 91 %

4E5dE A8SHe] Varimax 9o ot £4E 89

AEY, dEH, Wiy, 24, ARt duht F g 1 = AASIT. 8924 At Table 29 Zo] mATIZH,
5 74 HE WACkES dsch 2 20 APLe WHZ Ao, MESHIE0l Bl aslel FEHe, adel
£ oI, xSpol=E elEll olelAsh I gl S R 25 05 S§OR JIEAS Yaion, 244 |
=2 gisgc oleig BE o] £ HAE 7F FA IS 349 499 THRAS 6343%2 MBS £
Table 1. Demographic Information of Respondents
Characteristic Characteristic Percentage

20's 57 32.2

Age 30's 62 35.0

40’s 58 32.8

Less than High School 18 10.2

Education College student/degree 137 77.4

Master's/Doctoral degree 22 12.4

Office work 74 41.8

Housewife 27 15.3

Student 21 11.9

Occupation Management/Professional 23 13.0

Service 12 6.8

Etc. 20 1.4

Less than 200 21 11.9

More than 200-Less than 400 63 35.6

Monthly household More than 400-Less than 600 35 19.8

(Unit: Tg)()rgg won) More than 600-Less than 800 26 14.7

More than 800-Less than 1,000 17 9.6

More than 1,000 15 8.4
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ofe] Ay 7|&& 555t QIth(Hair, Anderson, Babin,
& Black, 2010). T3t Cronbach’s o Zol =% 0.7 oA
o= yeht 7|% ol AFEE HoFY]
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o7} yehgem, AL(D-AAHE)ol whet sfAaviztg, sA
Al Fomleh Zel7t Qe Aoz H Rk LIRKE)-
WD, BH()-A@el webas sidan gl v
g )7k UrEA] gt

Table 2. Factor Analysis of Fashion Consumption Propensity
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Eigenvalue
Factor Variance % g
Constructs Items loading (Cumulative Cronbach’s a
Variance %)
| tend to wear thicker makeup than others. .810
| tend to copy the fashion or accessories of my 623 1.603
Fashion favorite celebrities. ’ 11.45 893
innovativeness | have seriously considered decorations that pierce 803 ' '
the body (nose, navel, etc.). ) (53.51)
| like clothes with bright designs and colors. 636
When it comes to clothing, | think famous brand
products are good. 746 1.390
Fashion Accessories such as handbags are classy only when 270 9.93 727
ostentation they have famous brands. :
In Korea, people who dress well are treated well. 791 (63.43)
| pay attention to what people around me are 689
wearing. '
| enjoy reading artices and magazines about 798
fashion. :
Fashi | have good taste in choosing clothes. 814 5.89
ashion
sensitivity | have my own distinct personality in clothes and 788 4206
shoes. .895
| match my shoes and accessories with my clothes. 792 (42.06)
| tend to accept new fashions and trends right 689

away.

It's not a waste of money to decorate myself. 643
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Agells onjgt ztol7}h gls ACR Yepdth FAIFHC
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Table 3. 7-Test Results
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Fashion sensitivity

Fashion innovativeness Fashion ostentation

E(n=90) 4.20 2.58 419
E-l 1(n=87) 3.99 2.33 4.00
t-value 1.1 1.36 .99
S(n=104) 4.04 2.31 4.00
S-N N(n=73) 418 2.66 424
t-value -.79 -1.85¢ -1.29
T(n=77) 3.90 2.30 3.83
T-F F(n=100) 425 2.58 430
t-value -1.86+ -1.49 -2.54%
J(n=94) 4.05 2.35 4.02
J-P P(n=83) 415 2.58 419
t-value -51 -1.24 -91
*p<0.05, +p<0.07
Table 4. Results of Two-Way Analysis of Variance (Fashion Ostentation)
Source SS d.f MSS F
S-N(A) 2.01 1 02.01 1.35
Fashion brand sensibility(B) 9.08 1 9.08 6.12*
(A)*(B) 6.10 1 6.10 4.11%
error 256.78 173 1.48

*p<0.05
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oo, AT AuAFelA el ART DA 7 @ WEGART AT Bl Aeag bt
4 A5 o) ATl $A verdch Ted W ueRtR) gtk
AR AR el BEare Tt et £ ATE MBI 44§30 wel ulae] mhiiuly
A ke Foll ofm Aot Yrke Anuug skt Ed, B
cheo@ WRH())-QAP), HAE AL, AElr) s Aol 47 §@ ML) B ofud g
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A2 a3t UeERGTHE=3.58, p = 0.060) (Table 5). AZEO)-AEWN), AD)-FZE) w2t s deko]
5, Ay AR FolA deds AAAE ASE A zZtol7t Qiok= Aol HrelRlth, HZHO)-ABWN) ol whet =
Ao =A veheth ¥, dgBE S A5k A4ldol Zolzt ISEH, A4 AHAFEET AHY
= 5
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Figure 1. /nteraction Effect between S-N and Fashion Brand Sensibility (Fashion Ostentation)
(drawn by author)
Table 5. Results of Two-Way Analysis of Variance (Fashion Sensitivity)
Source SS df MSS F
J-P(A) 52 1 52 36
Fashion brand sensibility(B) 3.23 1 3.23 2.19
(A)*(B) 5.29 1 5.29 3.58+
error 255.35 173 1.48

+p<0.07
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Figure 2. /nteraction Effect between J-P and Fashion Brand Sensibility (Fashion Sensitivity)
(drawn by author)
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