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Abstract

This study examines the effects of collaboration type and brand sensitivity on consumer responses toward
fashion collaboration brands. For this study, six brands of fashion collaboration were selected by collabora-
tion types: collaboration with same industry (Uniglo-Jill Sander, H& M-Sonia Rykiel, and Levis-Jean Paul
Gaultier) and collaboration with different industries (LG-Prada, Samsung-Armani, and LG-Levis). A self-
administered questionnaire was developed based on the literature that mainly included brand sensitivity,
consumer response (brand association, brand values, and purchase intention), and marketing strategic ele-
ments in the context of fashion collaboration. For collecting the data, respondents were asked to choose and
assess a previously purchased brand. A total of 299 usable data responses were obtained from Korean con-
sumers aged from 15 to 40 years old. The consumer response toward the fashion collaboration brand con-
sisted of four factors: Emotional value, perceived quality, symbolic value, and brand association. The results
showed that the collaboration type had the main effect on emotional value, symbolic value, and purchase
intention. Brand sensitivity had the main effect on brand association, emotional value, symbolic value, and
purchase intention. There was also an interaction effect on emotional value. With respect to strategic mar-
keting elements, product differentiation, premium pricing, and value pricing had partially positive effect on
consumer responses; however, promotion had a negative effect on consumer responses (e.g., perceived qua-
lity, and emotional value). In addition, collaboration type or brand sensitivity moderated the effect of stra-
tegic marketing elements on consumer responses. This study discussed a managerial implication to develop
a strategic brand alliance to manage brand equity in the fashion marketplace.
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2 AEY FoE A ST ATk olof wEt B
2 79ES MRS Bl 71X E FEs] 218 o
ARl vHAIR MRS Al=skal glow, 53] 7|2
o] Zg X o]X (collaboration) 742 HZell 23k
Bi=E RS grsl] 3 a4 FEo R ol&
H 9ok g& HIode B2 HA7HEC] AsA,
8, 2 T4 T UE YRR 2 H8EsE &

3L JTHH&M?, 2012; Lee et al., 2010; “Why does
Prada”, 2012; “3D glass”, 2011). o] &gt 2332 g A]
&) AAE A FUEZ AL Jom AAAE TS
ZIPFR R e vk wEA, s HES N ER F
Hrg ol 7|3 & 7| Hike eFe] SuH g ol
BA= 71x]e] AAA 2pEEE 913 v =gl
% Ads] a7HY e Aol

HAWAY FofellA FE R o] o] tygh °d-TLb
20059HE 2AH 02 Mg xoigie) FeH ol
70 0138 719 0] SR eHARl IAR @‘QOM s
7180l 7R AEsro 7N AMHL R3] 98
AFo 7 L o)FJA e 55UA Ze|Reolx
02 BEF{3IA TH(Cho et al., 2005; Hong & Hwang,
2006; Lee & Lee, 2008; Park & Kim, 2009; Park &
Park, 2004). o 2] AH| ATl = S Bold /I
A8 vpAY 227} A 740 FLsfehaL =9
Sl ek ol 8 9, U RS AT e FFY
A SRy o)A AFATAE S el vl 2
she} 24 7HH e avE Bl se] A8 7hx|9F 1H4d
A 71X & Bl AF3llstHJeon & Lee, 2008; Kim &
Park, 2008; Lee & Lee, 2008). ©]°|| ®tall, LGAA}2} =
gitte] oAl Fal R deol S A e AlFEA
wsisl wobdeel) o9 Zejnlel 7 AEatka 9
ThAhn, 2007; Kim & Kim, 2010b). ©]&} 7+o], oJ2] A}
AATES Feng ol F3 upet XA E= H
FH SHoA B =o| tfgk tRpAA Q1 MR} 9-g-

2 olF 5 ASE =B TP E BT, 2

&l
Ho]d eoA it B = 71X We]A
P HAs 71Xl tf gt AH)Rpe] ghgatolE A S A
o2 ASH AAA] AT= vkt Aol
3HH, Bal= Ti7hAg (brand sensitivity) M| 2}7F B
N=E Aol oEshe AE3] BiloRr Hale wb
2ol FQ3kA 283 C”BHNelson& Devanathan, 2006).
53], Bile v A3e A EA =S e 4nx)
oA 2 T4 7P =8 (Beaudoin & Lachance, 2006;
Kim & Lee, 2010), © ¢ Ho)= g 7]do] Pxg] o)

ABAESLe] 35 o) o) Fenol e 2T
Ao AR BAS Mg HAE 7P E ol

st=dl OS5 F23A 3L 3Ith(Uggla & Asberg, 2010a).
AAZ Kwon(2008)2] AtollA SR o)dS 1A
TtES HdE Ee 71?3 7k dolgte HollA B

A= R0l | Ha ol e S Bt
Tl & F7HA 7= ekl AH8-skal itk wrElch
OIEW Hal= ‘?.%“é% Sy R ol Fol wet &

H .
FULEE, FARAN ALk 5192 L)74<)
wale] FFHOR JUG HAs 2}
ks BYshe= tﬂ 1 THJeon & Lee, 2008; Levin & Le-
vin, 2000; Shin & Lee, 2009; Washburn et al., 2004). ©]
Y3 BH S AX S APAPENHE HAS AF
oA Anlake] BAS B, BAS s4H), e
ol w=7} F71E T 88|22 lvk(Ahn, 2007; He &
Balmer, 2006; Ju & Kim, 2008; Song et al., 2010; Wash-
burn et al.,, 2004). 53], S R o] AA = = A]
A G7L Fol @ % ) BAEH S o] ALgshe TF
B3 = (co-branding) A kS T 135t 917 v
o dzrgFog Bt S 7sle 4= 9lth(Jeon,
2010; Kim & Park, 2012; Uggla & Asberg, 2010a). ]}
7o), Zelneold wgel A Ak vy gbE B
A= APLS FEOR s ug o3 9B
Bk glok. gl ek, ofe] AFEe Sene
o119l BRI B 00| AT
3 ek g, Feneold Bas AR vl

m bl kgl PP FE AW BAY A
FQ2g 23 ATE A glok mEh, v S
Fe|neold Aol WeF AYA vy 248 7
B =R 7 719 7o) JEnehEel B vt
F3}H 02 o|o) Aok T Holth.

£ AFexe SRl oA Anx} HF
o] HAl= zphke]] ZA Bl M2} whg-7) A A miA|
9 aa0te] Q17 AAE P EtA} vk A A o
2 AFEAL FE R o) BEga Bl = EH*P
2|2} ¥hg-9] k9 aQlS whe] o, S R ol /3
I B = Highd o] mE AR} ghgAto] & B
st w3, S Ry old K37 Ha
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1) S=20[M JHE

“Z¢) B g o] A (collaborationy’] & F 7l o]4¢] 714
o] ool 5et IARE HY Ee= HEths iz B
A= o] IR E gHEt] Hal FEVS FHE F
F3taL QA A ke 5 Bal= MEko]th(Hong &
Hwang, 2008; Kim, 2011; Park & Kim, 2009). =] 2.2
olde 719 7+ 71EE TR uE AZ tE F
A v o2 Ao R Al A8 Afste] Al
AFARA 9L sh= o] A= AL Ytk (Hong & Hwang,
2008; Jeong & Kim, 2008). 53], |4 Z#Reo]de
TEH AYHS7F Hom HAl=o N2 FU17t
2 AES T AFAESRE ol 1S A= I
S Q7] Wl Aol X Gt ARG B e
o AAA o]HES At vl AFH A Mo = A4
%32 ATH(Cho et al., 2005; Hong & Hwang, 2008; Jeon
& Lee, 2008; Jeong & Kim, 2008; Kim, 2011; Lee &
Park, 2011).

AR okl A FARSE TIE 02 AAH AL Gl <2
W= A F(brand alliance)= AHAF] oFH & ERALE] 7
Aoz Wt} AleA BAH S FUAIF7] S8 vt
Ae AgFo]th(Rao et al., 1999; Washburn et al., 2004).
olg gt /S viAIY Hek 7o E SN 23
HeolXz fAIR /idez B 9lony gl oo
M ds 5 AA v E Az S Ey el
olgh= o5 1 Wol ARE-3IAL Sl

dutx o2 Fe R old FFL IA TN e
o]FAkg 7k FH He o) R AAEZ U ThKim
& Kim, 2010a; 2010b; Lee & Lee, 2008). = 2| 1.
ol A2 AN Wl TEHA L] vl o] =
), st Rfo B olE|2EE FYse F7t

o] th(Lee et al., 2010; Lee & Park, 2011; Park &
Kim, 2009). ¢1& E%, gnfolx X3 <o & e o2}
o] ZY YA, FUZFE9 <A My rete] Fen
o], H&M} “ALof 2]7]d ] S Ee o] Fol
NO™W, 1 o= AR v A AL T Bgl, o] FHA
ZY Yol dlAar|do] Ak, AHs), AR 5
o] & A9k Fdske 455 T (Kim & Kim,
2010b) B H 2ol 55, AFsak, A49A 502 |
17} &l { o] (“From Armani's”, 2009; “Samsung”, 2007)
I AHE A IR AL A TH(Table 1).

2) T S| 2ajlo]Me| M g

s Fe| R ol Mol A f3of wE) wiAY Al
7} TksAl A E T ok 28R R B A =
oA A&7 Qe SY R oA AHIS FA R vt
AY 4PEl 2o ATt {FHE A=y A" E4&
st

AEZHAA A Zergolde] sige
T “AFAEsP 2HS T Bz A
3lele ol ok SRl 3
FARMoNA Thas el gt o] Ho|a rt.
gl o) AlEAPEste] dyade B
55 AR S 5= vl AFATE =
A 52 (Lee & Lee, 2008)°] 2-g-3to] Hal= z}ako)
Feads 7HE & ks A olthJeon & Lee, 2008;
Kim & Park, 2008). o]l B]3l|, o]FHA SR olA
2 7led s} g telY Ife) 18-S Adste] &
WslE A FiRpelo] 71edlr] Wil 71de]
Aoz N2 AE73E F5T & oy} xPEF
o) AE Y53kt o] vl EHH ol AAIFH L
UTHSong et al., 2010). ©]& g+ o|FHA Fe| R oA
2 AFEAGA O 5t AsH o] T n kst =
B33 (Keller & Sood, 2003; Sung & Lim, 2005), =
gud oA E Fslete] @77k wEE SuiAY
T S W ol HIYHE NAEkEE 8w
AaAolgka A A=A YJtH(Ahn, 2007; Kim & Kim,
2010b).

Sl
“A71A e w9 “arbE AERE Ak 3
o FEEE A EH, FEHA YR ol 7
TES Qe IFA AES T A s Algshes A
Fo]tH(Hong & Hwang, 2008). ©]2]3F Bl = 7}x]&=

S AF3laL Aolshe SHRA o) 7edt 5
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Table 1. Examples of fashion brand collaborations and strategic marketing elements

Collaboration types Fashion brands and Partner brands Product line Strategic marketing focus
Levis - Jean Paul Gautier Clothing Product: Developing a design with addi-
Uniglo - Jill Sander Clothing tional .branchi value to identify a unique
brand identity
Uniglo - Undercover Clothing
Puma - Alexander McQueen Clothing Price: Value pricing with high quality
Adidas - Stella McCartney Sportswear Place: Flagship stores to maintain a store
Adidas - Yohji Yamanoto Clothing image in central business districts
H&M - ia Rykiel lothi . .
& Sonia Rykie Clothing Promotion: Fashion show and events to
' . H&M - Versace Clothing encourage purchase
Collab()-r ation Wlth H&M - Karl Lagerfeld Clothing
same industries
H&M - Lanvin Clothing
H&M - Marni Clothing
H&M - Jimmy Choo Shoes
Reebok - Armani Shoes
Reebok - Kasina Sportswear
Reebok - JUUN. J Shoes
SPAO - Jang Gwang Hyo Clothing
Bean Pole - SFDF Winner Clothing
LG Electronic - Prada Mobile phone Product: Improving brand premium image
LG Electronic - Levis Notebook to build a strong brand equity
LG Electronic - Lee Sang Bong Mobile phone Price: High pricing with a premium image

Samsung Electronic - Armani

Samsung Electronic - Versace

Apple - Nike

MTV - Zara
Collaboration with Coca Cola - Bean Pole
different industries Louis Quatorze - Lee Sang Bong

LeSportsac - Stella McCartney
Hyundai Automobile - Prada
Fiat Group - Guceci
Maserati - Fendi
Mercedes-Benz - Armani
Olympus - Louis Quatorze

Infiniti - Louis Vuitton

Mobile phone
Mobile phone
Shoes
Menswear
Jeans
Bags
Bags
Automobile
Automobile
Automobile
Automobile
Camera

Suitcase

Place: Limited numbers and store location
to reduce inventory and advertising costs

Promotion: Advertising and events to inc-
rease market share

oA A A &5 GA FFAIAE T UTHChoi &
Chang, 2010; Kim & Park, 2008). W&}, |23t 7}x]7}
AR FE5HE st fAale S 2ol I
Stk FollA 43 B3-S 7EAH (Jeon, 2010; Jeong
& Kim, 2008), 53] 35 WEHAE &g v]&4d7=}
=X AR AAAZS AL & A= AA
< 7FItHKim & Kim, 2010a). ¥, o]EAA 29

By ol AS
o, qas+zj}

A7) %

e olmlA £ 9 4 Rk

g3 0]2aL B3 91T Ahn, 2007; Kim & Kim, 2010b).

Fendols] P W BHE BFE F U
JMEES THT I ARUAN 85 52 3F
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Al WhHOZ ARSI Qo T PA FdH ol 2 zhg-sitly 9k 3 9lekJu & Kim, 2008; Leuthes-
AHTHE o|FdA Fd R go]ddA B& 3802 ser et al.,, 2003; Uggla & Asberg, 2010b). W] HaHl=
FREIL A 53] A SR ol Bis Qg2 Y R o)A Wt Hals ks 58
= L oHIEE T3t TujAte] SuE fds) F e 28RS F a3 9 4A9S o S U
= $H &5o] B2 H H|3l(Kim, 2006), ©1EHA Z3
Heold Bl e= 2 JE Fdl A E Aol ¥ 2) X zkE Z23
frEo] AEY A £ 2 WEA sk EnjA|e 9 HH;E 71X (brand valuey= 3 Bl =of| T3l A #}
S G Atk FHHLZ o] FHBFS AR W30 2 FAH olmx] e Jfgo g dutrown
2 AFe W E FIIANNA ANZHETES FTTMTIL AR = AT A SHAA =2 =3 vk X2t F
1TH(Cho et al., 2005). 2 (perceived quality)Z IR SHe| B = 7Fx] 2 A]
ZY o] e H X & Hxd o) /% 2| RRe] Afaze} o] Ao o] gk A el o3| ot
g Tk Aol FEE 5otk o & EH, 55 H AEGT, 484 & TFH(Keller, 2008; Kim
A ZY R o)A dFEZ Atdle] FUSEe A & Park, 2012; Raggio & Leone, 2009). Zd| B o] A =
o] ZE R oA AEQ +1E 23 B35, dT7A™, A gol|A X7+l F23 BEE Ahn(2007)2] A+l A
g £ e a4 U2 F5AIA HE = F4o] BAHE Bkg-g o S3tet] 8% 8498
vA & fA e 24 T3 ok o] HA FEn Wk 53], 3602 AMgsle BlEy deke vt
o]l LA} Zajtte] ZajriEe] A= ¢ A F el F4¢) A3 (signal)2A F23 93-S s17] o)
thel 3 1005l M Rt vl 5w, ol2i ek Al ghe a2 El(Rao et al, 1999), Ze| B o)A Hetol X 2an]2}e]
2 A= Q1gh A v g FNES AL B FAA ] JEFS = 7 ATk drh(Uggla & Asberg,
olye}l XA 1S Fujste vl 7143l Ath(Park & 2010b). ]S T AnR7F Bl S 7450
Kim, 2009). 4719} ZFe], sjAd S B ol HAl= 2 E T US o SR A HgelM FriF ez o
AAEE A3 st FFE HXE 2 o & 743t BT A E A e ARE A
P ApH oz ApEstE niAY Q4] ofgk AHA} &5 7] o] th(Washburn et al., 2004). ©]& A 5h=
o Wkl & 7|elal s & o Aok Kim and Lee(2010)2] ATolX % FEAA7F A=A
oo o5 FeRe o)A A Bz =
2. 2d|20|M 2 =0f CHgh AH[X} HHS 2 A4E A4S AU B3 i o) 9 7
o], 91A|F ZWHollA HA FeH o)A Hal=9) X
1) ERiE o ZEl FAS IAZ = U2 FlolH, F3 W miFAIH o
T RtE vHAE Eo] Zd R o)A Weter 27 upe} ol o)t Anj} Wh-g-2 xjo| 7} A& Aol B
Aol 73k &R A ¥H-2 B3l = A% (brand as- =
sociation)d 7ot} Bl & A2 Hal= Z7]dA o
2HAES M2 HA BAE=E A2 AU 34 3) ZEH IR
She AR BAE A4ke P45 A4 shy AEA A ANA 2HApe] A= tiek w2 Y
o] th(Keller, 2001). S| Ha o)A Mg B=r] & Hhx 0 2 79 A 1R o) 3 A 7HA €] T A SHE
£ 25 SA AMSEhE 3 BIlE HEke QA E 23t e, WA e R ol WM Bl
7t & BREES =E3AZ 02N MHARE stojg B o FRROE A e A S A=xEHT Q)
N=g w27 A4 7= w9 &34 o]thHe & Ba- THKim, 2006; Song et al., 2010; Uggla & Asberg, 2010a).
Imar, 2006). Hong and Hwang(2008)2] <1oA= E £3] 5T QA S EY oAU = o]FHA S¥ =Y
He A== YR A BAE HFAE FFS o]Ae] g HHABH=T} 2h= {5 o]n|A] e 7
e T8 848 AABIA T o3 g TS #]A| go] B} AFY Bl=2 HolHozy Bzl 7Hd %
e ATES FEUEA AA =L AR 97 22 THE ZEshe v 6% a3 ogk =9 E 1 ok
HAE Bl == AHZ7F 45 #EA] s A (Kim & Park, 2008; Kim, 2011). ©|2 A% &}= Song et
S5 sl 9T sluz Bl Ay TFad) al.(2010)2] Aol oshH, T3 A FAET} T2 A
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A SIS0l HeH=0f tHSt 2~HIX

HIS-S=Ed0 wedit Btttz il 49

252 dABEA= ] o] FYPA stolE|la BaAl=e} Z
Ho]Hde] 4& 394 o2 Jkg-ghrhar W3] oL T
e, FY E o] ANAEA 2

AR 97F =2 gAY HRjolv
gh 2P 2E|R] = A S ARV E AEstal ok
(Uggla & Asberg, 2010a). <1E £, Lee and Park(2011)
o] A= A HA=oke] Fe e oldo] fFUF
2eoto] FYHeold AR oS AFAF IEH,
7] AlEOR AAF AL Qo] AH[R7} A ZHE X] 9
(perceived status)oll ¥-3-3F2 122 BH T} o] 2 XA
3h= Jeon(2010)9] A-FollA = o] T HA SR oA
off o3t ek B Ak 4nx} kgl 45 344
o2}l BFS] L Qltt. o]¢} o], B = A4to] 2 B
M=ot Ak FyRyo)lde 2 BHals 77 A
olgo 2N HAE 2] A5EHAE 7T 5 U
™ (Martin et al., 2005; Uggla & Asberg, 2010a), =2 &3}
= Fe ol F3dl wat &) 7t g Aot

P

[z
=
[
fo
bie)

4) 7OHe=

FE R ol FF4 H4-2 Bl =9 17|
FE7 SA BAA xpESel o3| el E ST
=4 ATH(Amett et al., 2010; Ju & Kim, 2008; Leuthe-
sser et al., 2003). Song et al.(2010)2 X H 2l =9} 9]
AFEA=E A A7t &2 LH|Re] e =&
Z7HZITAL B SR ol i 1A SHHA T

w7Es e 7M1 5 9 el shsik. E, Al
.

q
o

ZERYolde F HAE 71 TR nAY =
oj| o3| B = 2k oS A 5T 4 the
Aol Zergold Bz pujo tgh 344 ut
2§ &3] ol & 7hseittar ot ey FYHE o]
A el wEt vA" ARUA o)A Akl &7t Q)
th= 348 w8 e u(Kim & Kim, 2010a, 2010b; Kim,

2006; Song et al., 2010), Zd| B o)A FIE AH|A}
o] Fuje| = Aol 7} Q& Aolth.

s a0]M BefolMe] == 2ol of
R

w
rok mh

Ba= w7 (brand sensitivity)S A &S FofE )
anlAe) Aol FFL FE HH Mo RA
Kapferer and Laurent(as cited in Beaudoin & Lachance,
2000y ARRFEC] HAEES 2|5l Bl =] o
oM EAGS AT E e AR R Aot
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W= A=} & o7 FFTUA Sungeld
= FHHFUSE-A Y, HEM-2H o} 21714,
o] 2= & SLEjel)et o] F A FEEeold Bl
= yHeGA-ZE, AHdxkel=riy, LGHA-
guto] 2)E A a3l

FAETE AYATE 22 NLE DA AR
H3om, ZANEE Bas Uz, Fun ol
A v " 84 B vt ko g A E I B
A= WAL s RA = tia) AEeka oEse
AEZ Aolstar 37 F5-& ZFAZH TH(Kwon, 2008).
EE LR NGERIE g
AR =8 aAFE, 7H, fE, B5)eh A
o] L=l Fe Ry old Ba=
A kg HAE A 329, 82 7HA] S (Keller,

6] =

T (e

>

0w —

A A 71 8% (Kim & Park, 2012; Vigeron & John-
son, 20042 A & 162302 FALAT) 3
M2 RS0 YA SO R Fujolx (RS 3
A A SHAE AR E ol A ZRgold
= F iR Ee] e M 31&3 Has s

U
ko 1@ (& g

—
Il

A8 294 gk, =S 2gthE S
AR BHE steks] <8l A 7EA A
8, A%, A%A)E ZIAATT

& F 4007 F FoiE o] vk SHS AkEet B
g A8 E A9t F 2997 9] Ah5UT HEFEY
o] ALg-E ). Fe Reold Y BE A7 WA
°] 452%(N=135)7} TEHA SR o)A Ba=o
54.8%N=164)7} ©1ZJA| ZH R ol Hall=o) S5

o
SIS THTable 2). A F 2] E4S AHHH, A N=
193, 64.5%)°] A N=106, 35.5%)Et} & ¥ E H
Fow, FEnFold F3H AHEE 2ol & Ko

o] FART B B B¥E Holw k. 3l A
23Are] WA 236401, FElREo) A FFE 3
TAH L FAH 0 Z 20§ HolR] AUTHMsx=23.42,
vs. Moj2=23.75, =—77, p=44).

Iv. d7da 3 =9

1. £FHelo| Eteddat t 2=

1) 2= QIZHA FEt

B= v 3 38 ad@A g A3 B}
AAS EIeHAaL AAEAT] 60.81%F AFA AT
QolREEEe 76~789] WMo .21, Cronbach's 0%t
2 682 & HYd UTE Bl = 9y Je
7] fl8f 358 (mean split)oll 218 (M=3.00, SD

|

3.EE R AESFH g o] FAA

p<.001).

B AT 222 M2, 471, FEAGN AFs= TP BAE RIZH fde] dEE s Y BF B
15~404 8] 2| At2A] Seueo]ld Bl =l thet 7 A= Aol 32 Feh(e]/d=85, B =49t} ¥ A
7ol e FULHAE e R sigith As s TH(1/d=108, FAJ=57)°] &7 ¥ W& EEE Holut

Table 2. Sample size per selected brands
Collaboration types Selected brands N (%) Female Male Total (%)
) ) Uniglo - Jill Sander (+J) 87 ( 29.1) s
C:alli?l[z:oirritiﬁ)sntriv;;th H&M - Sonia Rykiel 36 ( 12.0) ( 213(;%1)'1 ( 4371.9) ( zléisz)
Levis Jean - Jan Paul Gotier 12 ( 4.0)
) ) LG Electronic - Prada 110 ( 36.8)
iﬁﬁi’ﬁﬁﬂﬁﬂsﬁ: Samsung - Giorgio Armani 240 30 (1359.9) ( 5785.1) ( ;Ts)
LG Electronic - Levis 30 ( 10.0)
Total (%) 299 (100.0) 7 =16.77%%*

**4kp<.001
*frequency, bexpected cell counts frequency
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Table 3. Descriptive statistics in groups of brand sensitivity

Brand sensitivity N Mean (S.D) t-value p-value
Low 165 2.45 (.54)
. -22.01 000
High 134 3.69 (.39)
Gender Female Male Total (%)
Low 108°(106.5)° 57 ( 86.5) 165 ( 55.2) =13
High 85 ( 58.5) 49 (47.5) 134 (44.8)

*frequency, bexpected cell counts

Ak 7+ el et apolE HolA] gtk PaAdH -2
W= Aol =8 HTh(M=24.11, SD=3.41)°] & %
H(M=23.18, SD=3.40):t} 27t ¥ TS Holx
A
3

[z

o). b HAE Wy S me T gwe

2) I{M Z2{|=2|0[M 2 =0| sk AH|X} HES 22l
s S o)l gk M)A wgellS F
a17] 8l a1k 50 o8kl 270 FE-& Al
1470 3= thal Q1A s Axf, AR5k 1 o]
47l 8Rlo] FEEH AT 8AFFFS 66~.892] ¢
o, N WHLYX=E AAFeE Cronbach's ok

-

Mo 2 > o rﬂ{)l'

ksl

gl

o

O

I

% o
2

Table 4. Factor analysis of consumer response toward fashion collaboration brands

73~.869] W0l Slo] YEEIG =

u}s]. 53] 0]0]] 019 o 3lo)

3t EAS, 718

= O
0" 4 FEL gfg}s}z

g 2.9

A7 HsS Rkg 6]~—(Keller 2001)141?*3,%%—;, Al

M= = 1__6_]'

o

Factors and items 1:;;;?;5 Eigen value V(ir;anlll(;e Cronbach's o
Emotional value 522 21.13 73
This brand tends to make me want to use. .86 (21.13)
This brand tends to make me feel good. .85
This brand tends to give me pleasure. 81
This brand tends to be one that I enjoy. .70
Perceived quality 2.13 19.46 .83
This brand tends to be durable. .89 (40.59)
This brand tends to be of high quality. .84
This brand tends to be reliable. .70
This brand tends to be easy to use. .66
Symbolic value 1.91 17.47 .86
This brand tends to be luxurious. .88 (58.06)
This brand tends to be of high status. .86
This brand tends to have a premium image. .83
Brand associations 1.25 17.15 .85
Some characteristics of this brand come to my mind quickly. .87 (75.22)
I can quickly recall the symbol or logo of this brand. .85
I can recognize this brand among other competing brands. 74

— 1065 —



52 st=30|7s5| K]

Vol. 36 No. 10, 2012

£ Wk el ItHKim & Park, 2012; Uggla & Asberg,
2010a; Vigneron & Johnson, 2004). 291 49] “H;H=
Ao Haleo Ex] 23 Ao thgk A4t E 3
3 A E o] TFE ] Ut ol#id A= B
A= AFHE A AXE BAHE Zike] 819 8
25 A A5 A (Song et al., 2010; Uggla & Asberg,

2010a; Washburn et al., 2004), 9§ Fa| R o] Wt
A BHE 71X|= AAH, A, 444 SHES 6
Pt AL AN NELES & AT

2 T B2 =ElolM KT S B of

CIPSTEETE LI
YRl FH(ESEIACITIAH 2

4 FEEAP] GE AU WAl ;%

Slal T B2 ST BAEs, Bt

o

}71
h

.‘.é‘—.x]}\é 745.7:];4_ Z__/I:tb]_/,:o _T'_E
BRI (Box's M=62.73, F=1.35, p=.058), Ed K.d|°]
8 (Wilks' Lamda=74 F=19.84, p<.001)3} EA=
2 (Wilks' Lamda=93 F=4.10, p<.01)2] Fa3}7}

74] 0.2 FofsHA ekttt

Ao Eo)alo] B

I) S E01M R F51t

<Table 5>°l] A& uke} o], e B o)A F3 2
FRA= 2R RES T 2 E THA, A A, T
mj e ol A o] sHA| UrebstTh. A1 A o' JHA] 7F 2}
olAFTANE AR, AAH 7= o] TPA Kt F
THA SR Y A U =2 HawSs B
9]0 2M (Mz2=3.71, Moj2=3.40, F=10.48, p<.01) 2:H]
A= 221 SYHRY A Bt oL 2R e
2 e SIRlE, 46Ae] Frhol s ol 2
Aol inct FEAA FandoldM o 2

Table 5. MANOVA result for consumer responses toward fashion collaboration brands

Willks' Lamda F-value df Sig.
Main effect

Collaboration types (A) 74 19.84 5 .000
Brand sensitivity (B) 93 4.10 5 .001

Interaction effect
(A) x (B) 97 1.59 5 163
Dependent variables SS F-value Sig.

Main effect

Collaboration types (A) Brand association 0.25 0.30 .580
Perceived quality 0.01 0.01 810
Emotional value 7.38 10.48 .001
Symbolic value 30.31 49.37 .000
Purchase intention 13.06 15.95 .000
Brand sensitivity (B) Brand association 5.30 6.35 .012
Perceived quality 0.67 1.13 .004
Emotional value 8.75 12.42 .000
Symbolic value 3.85 6.28 .013
Purchase intention 9.26 11.31 .001

Interaction effect
(A) x (B) Brand association 0.04 0.05 811
Perceived quality 0.02 0.01 957
Emotional value 2.98 423 .040
Symbolic value 0.27 0.44 507
Purchase intention 0.34 0.42 515
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YEFSHTHM=2=3.65, Moj2=3.23, F=15.95, p<.001). ©]
A3 A= SEYA SR FEYQI AT
ZFol] 9] AF-3t 7HAg o] HolE 3 oM (Kim & Kim,
2010a; Lee & Lee, 2008), 35Q A 2] 749 #| =2 3A
o] oJ&] Fulel =7t g& S7HEAT L AA S ATES
A A &+ tHArnett et al., 2010; Ju & Kim, 2008; Song
et al., 2010).

T, A 7R ol E A S R oA T
A JEPEE (Moj2=3.92, Ms2=3.27, F=49.37, p<
001), o1& g A= thFA1ge] ARtHA =T} AR
$1 =2 HBR=S FHATO TN AA € 2|

oju|zlell 7]Qlgitiar i (Kim & Kim, 2010b; Lee &
Park 2011; Song et al., 2010), ©|ZEAA 7+ S K o]
/\;] S )J—XTX—] =1 oﬂ)q xﬂ?,—x]—ﬁﬂﬁ—oﬂ :Q_:J,]_;(-lo Zgkol o

o1 T v e T as

B o)),

2) RS BIZe| FET}

<Table 5>¢} 7+o], b

WA e Fade= A 7kE
AL AL BE H-g-2RloA FAHR
OJSHA UElstTE &, B E RIZHgo] W [ohE T
2 oA BAHE A (Mugh=3.75, vs. Miow=3.48),
A 7F2] (Miigh=3.73 vs. Miow=3.38), "33 7FX] (Mhsign
371 vs. Miow=3.48), 77 ] 5= (Mg =3.62 V5. Miow=3.26)
Witgko] BT =9tk ol gt A= B At
7HX o] B e wzido] Fa st 28t Uk
& A A SR HKim & Lee, 2010; Nelson & De-
vanathan, 2006). 53|, 43824 ZHollA Balzof W+
g ML S A SR ) Y-S sojH o
2 ¥ggitte Ay ATA et dAshe HAFE B3
tH(Kim & Lee, 2010; Kwon, 2008) U]—E]—H ifﬂ]iﬁﬂ 0]
AL X3 o) ZF A A =
A3 ,,} ;\] z};q

B
4=H]

b
ol
X

Lo

L
L

3) S| =01 Fet =l

ZYRg oA 78
o nxe Asagade=E 7
9 3HA VERGTHF=2.98, p= 04) <F1g 1>o1
o} o] FF YA 7+ SRl FF oA
] ol wel ol 7t 7H
3.65 vs. Myigh=3.79), ©1Z LA —aeﬂiaﬂ

- 1067 —

w

== Collaboration with
different industries

Emotional value

= =@~ = Collaboration with
same industries

low high
brand sensitivity

. Interaction effect on emotional value in fash-
ion collaboration.

S F el vls Hi=e

7]——8]'03 E}(Mlowf?) 12 VS. Mhlgh

)

=
°©

]_

2o Ao A= o]
71—/@
5 vs. Mojz=3.12) §1
aﬂiaﬂow

2
2
f

|

Ay}

N

_,4
fin)

E.O] A 7

v
(o3

(o]
MorE o oo N o N

==

_Qix

ru
of

b
30 T ofy

&

o

i
et}
2
=

fol =

. S 2Y0o[Mel MEH DAY 24Tt 2H[X}
230l olxl= £
12|

I.?-”El DA

1) E2=20|M
S Eelacfolttal 495 P9 202 WSl 9
3 2070 BB 2R F A3} ofo]7] gt 1 o]l
67} 8.210] =2 E|9Ach, <Table 65014 1= whsk o],

A FE R o)A o] M vHAlY 8ae AlFAPE

IE.I
I__|_|
o] et
\ﬂ

.]
~

T
ﬂ_n’ “EEEH”, “7‘%]3577’ ““6]—-7—”, ‘6‘\—1—_‘3/] U]C])j} 7],7_5]177’ “7]_
A7kAo 2 AT Sl-akEe] WelE 59-86

ol 212 Cronbach's aZt-S .70~.812] Wl o U

& BigEsl A2 Esk £88 e E 9ol it
o Edluasfold ekl Su whgel vl
A3E W] 98 P Sk o Y W B
e ol 71—/H 0] ZZJ:@;}.E ])‘\l—z:sl- 211—7_1]—9,] %k% %Eﬂ
Q102 B3 M| WS- RN HAE G4, A Z1H F,
BAA 7R, A IR, P E)e FEle



st

54

=97

Vol. 36 No. 10, 2012

Table 6. Factor analysis of strategic marketing elements in fashion collaboration

Factors and items 1::;;?;5 Eigen value \ﬁrﬁie Cronbach's o
Product differentiation 4.72 13.46 .80
The product design is distinguished from other brands. .85
This brand's product design is creative. .82
This brand has the designer's own tastes and feelings. .70
This brand deals with a new product line. .65
Promotion 2.77 26.57 7
This brand frequently offers special events of free gifts for purchasing. .81
This brand often is introduced at collection fashion shows. 77
This brand's in-store display is unique. 73
This brand frequently offers price deals. 71
Store 1.68 37.38 .68
The stores where I can buy this brand are prestigious. 72
The stores of his brand are located in metropolitan cities. .69
I buy this brand only at flagship stores. .68
Advertising 1.67 47.95 74
This brand is intensively advertised. 78
This brand offers designer's limited editions. il
The events for the public relations of this brand are seen frequently. .68
This brand offers a limited number of products. .59
Premium pricing 1.39 57.95 .70
The price of this brand tends to be high. .80
The price of this brand is expensive. 75
The price of this brand is at the premium level. .67
Value pricing 1.07 66.64 .81
This brand provides a reasonable price for the designer's quality products. .86
This brand provides a good value for the price of prestige designed products. .79

=] %23
OF AP ukgg

ste] 3H241S AAISIATE <Table 7>0014 =
7o), =k wiA Y 7h HEA O
olol 23 72 Bk
TAH o2 AHEE, Zn| 7FE2 B
o8 A A 35 Hoj(p=42, =3.32,
#o] A Wl 7pdeke iﬂlx}ﬂ
T A AAsked F88H Z8d

{4

FE B0 R (=27, =274, p=. 007) e

A= 370 83 4L shaL w2 AL 3
o}, 3, 717 1A A 2 FAe 7‘*’—‘1 IS BN

H(f=23, =326, p=001), TZEAL B2 g5 W

TH(B=-.18, =2.26, p=.024).
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Table 7. Regression analysis for the effect of strategic marketing elements on consumer responses

Tinilgs it vkl Brz}nq Percei.ved Symbolic Emotional ?urchfase
association quality value value intention
Strategic marketing elements
Product differentiation (A) 27 .06 .09 26* Se¥**
Promotions (B) .10 —.18% .10 —30%** -11
Store (C) -.13 A5 —-11 .06 -.09
Advertising (D) -.16 .09 13 A1 .02
Premium pricing (E) A2%* -.05 27H* 11 -.05
Value pricing (F) -.00 23%** .09 25%* 19*
Effect of collaboration types
A x Collaboration type® .07 A1 32%* -.07 -.03
B x Collaboration type -11 -.05 —34xx* 27 .19
C x Collaboration type .01 -23* -.07 .01 -.03
D x Collaboration type .08 .04 .00 -.09 -.02
E x Collaboration type -24 15 .19 -.14 -.06
F x Collaboration type .10 -.01 -.10 .01 -11
Effect of brand sensitivity
A x Brand sensitivity” -.02 -.10 .04 -13 —36%
B x Brand sensitivity -.19 -.03 -.10 -.05 .06
C x Brand sensitivity .10 -.02 15 —-.08 17
D x Brand sensitivity A0%* .01 .07 21 .05
E x Brand sensitivity —-11 12 .06 .19 18
F x Brand sensitivity -.14 .01 -12 —-.06 —-.00
Regression model statistics
F-value 3.33 6.30 11.70 8.22 5.49
Sig. .000 .000 .000 .000 .000
R’ 17 29 43 35 26
Adjusted R? 12 25 39 30 22

£p<.05, ¥*p<.01, **%p<.001

*0=collaboration with same industry, 1=collaboration with different industries, °0=low brand sensitivity, 1=high brand sensitivity
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BEEAE A THE B ST W27, =
2.68, p=.008), A 7Hl= TS AHAA17]5L SAvk(B=
34, 1=-3.56, p=.000).
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8314 (Kim & Park, 2012) o7} S7HHS & 5 Sdth
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