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Comparison of Influencing Factors on Purchase of Celebrity Fashion Hot Items
in Teens and Twenties

Hye Kyung Ji'
School of Global Fashion Industry, Hansung University, Seoul, Korea

Abstract: This study identifies influential factors in regards to the purchase of celebrity fashion hot items and compares
these factors in the age groups of teens and twenties. This study surveyed male and female consumers aged 10-20 years
old for empirical analysis in July 2018. The study surveyed 322 consumers selected through online convenience sampling.
Data were analyzed using SPSS for Windows 19.0, descriptive statistics, reliability analysis, xz analysis, regression analysis,
ANOVA analysis, Duncan test, and t-test. The results were as follows. First, 87.6% of consumer have purchased celebrity
fashion hot items more than once. In particular, female consumers in their 20s with a high fashion product expenditure tend
to purchase more celebrity fashion hot items. Clothes and shoes were purchased more by 10-year-old males, shoes for
males in their 20s, accessories for 10-year-old females female, and bags and accessories for female in their 20s. Second,
there were no significant differences for those aged 10-20 years old in purchase satisfaction for celebrity fashion hot items
according to age, gender, income, and fashion product expenditure. Consumers’ awareness on corporate marketing inten-
tion to celebrity fashion hot items was higher among women in their 20s than men in their teens and twenties; in addition,
the expenditure on fashion products also increased. Third, factors affecting the purchase of celebrity fashion hot items
among teens and twenties were different according to age and gender. A higher need for identification for teenage male
resulted in: lower media dependency, higher product involvement, fashion conformity, fashion innovativeness for 20s males,
higher product involvement for 10s and 20s females, increased intention to purchase tended. This study provides consumer
information and fashion item information that can be utilized in advertisement and promotion strategies for fashion com-
panies that seek to perform celebrity marketing strategies that target consumers aged 10-20 years old.

Keywords: celebrity (% <1), fashion goods (3434 3%), influencing factors (3 K2.Q1), teens and twenties consumer
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NAE AeBelEe] tigh dFolt
2374 o ZA YERdTHGoh &
Kwak, 2011). SAAQANEL HadEe] o]2idt el et &
ZAEE ol&3te] AL BHAE olmR|e} o= AdlS
2R 7)8&aAY e st FuaAsE daA vt
(Jang, 2008). &+ 7]All w2 ZZ o}o]E FZ(Idole goods)
7} el ERER Ae] FowA fEAAEL ololE =
FES EAEM 10204015 Tt A AE TFR=E A
AUz H2po|= HrolA s, AJEE Fo7 o
Pl e ASR Jepgth g olols
A EHskd JFZFERRs 10204 U E0A ofolE =
A= A2 Fomr Fe 37 viFo] A JS3ial 100
57tk Ao 2 YERSTHPark, 2018).

£ Afdre 919k ol 10t FAd B 20to] Az EE
Elo] thist B4 dejBajele] AR B~ AFe] oA gt
YA ol FE3}e, 100]9} 200 AH]AFS]

olgfgt A|Fe] ool ofH AL Holx, o|59] Fujdl= o]
H 99lo] FEL nNeAZ EXsleA} vt A7 2o o
s of dujBejEle] Fagvst

"X FFE Bkt FH8S w© Wk olEgk AlF el
035’% ngsk Agom B
o2 t=ojR gekal &

=5 3, olEet 8R1E F 53] 10thet 200h

o] AzjBeE] AAE ol FFS vX= folek M)

ure| Al gk, o] 93l o|2F ujAdE WA &

Zgo] He 100H9F 200 AH|RREEe] AR EE
AAE ool s} P =rt 22 S /RS
AYPAFE B3l Felst, v AEE AF i
Hste] 718 APATolA TthEelzl kst 4HRkegls
AEtaA; S} o] ZRE B Aol #48laz) sie 4AH
2k 82le] AL vk, & B olzjgh thst &H
b 821 F 53] 1008} 200 H AH|Rpe] Fufel] 3
"X folst ARR; 891 Wzt gt oledk AES
3l 100] B 200 HUE oo AlejBeE wARES Alst
= HAZIHEAM Folgt HA; 8918 HH oz Fgslar
A BEE] vAY AZke FY8) Wikt =28 T4 gt
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2. O|EH Hi&

2.1. 10ci~20che| M2{=2|E| TiMAE FOiSA

dvkE o Ayjdale AR IS 100 FadEolt
S oA O A YeR} JtK(Cho, 2007; Jang, 2002;
Jang, 2008; Kim, 2007; Kwon & Lee, 2000; Lee & Choi,
2014). ol= Fadr]e] AelFr] Sl wiRe FaL g,
APATo] mEH FAPES o8] Hojrks Al Al
SRIREA Ao} slal BlRle] o] &S5 E#aL s o]dol W
g FHilo] AA oot o] Fo] IS 71ERIT EF

mlo

A ] Flolt dgto] FR3le o]F A7) g
o R a5y AR YAY 259 dFd s2TeEZH
ARElA Q7S Ao Fh(Jang, 2008). A7) E o)
2 542 wizntefd] 9Igsial 2 JEe Bol Weths A
oltt. Hadrl= AAA, A ®sbyh FA3IAL zfopidol
o}g] FYER] ot T A=l WgtehH, tiFuiAl el st
= 8 AeEEe] B5E she] $40E s dlal 2
9] 2B S B, XFOEN Bk AotE A9 ¢
CHPark, 2008). |23k o]F= ALESL thEAL Fae]
Qo F3fo vl AFHA AHHE P (Kwon &
Lee, 2000), 2B} 2] YHE F2 A2l 2ol 2o} 1
= 2aAY #ete] e Aol st gk AHjRiE
Aol ket Adolv w1% 7ol tigk ofsl7t B3l F
FZo|al AAER] Pl E she o] Uth(Jang, 2002).
tigviA 2 dzBErt JAAEA nXEs 9T wE
ZEAR Y Al #2 Fo] s 54 W
oy AFEe] TEEEHM Jang(2008)2] o37°4-S EH
g ZelnlAR Y B Ee] #A Alx] ATNES
ZEPHAE S 3HH0E QAstaL ZEHAIE o] W& Skt
BAE oujx] @ BAE QA= ol 37t JriaL 25t
Ao 2 Yepgrt. B3k o&e #ile] B, {33 S
ke Aol =E&-E ZelA” digk 1243} Bl=rt
Mo JFAIEFAR T8 =& o2 UeRit} Park
and Park(2008)2] ZElriAIgo] Fad ojHufel] nx|= F
aF Aol ofghe] TVZEL] 4, YA BE, 2
ol tigk 42 BF A YeRda 5ol “wgiﬁ}
TVZEl| #4lo] B ZepHAR S ¥ SA44 & Brtsi,
ZepAR o] YRS Bol W= o] thE el Hlg) o&
< o A5 Feisiar ofEel Al ERIS] o) EHES U] Wol
Fash= AR UeRdTh Jang(2002)2] 13184t ZElAIE
o ek AFME 2E} Fazske dAAE oig o 2
84, Fjels, FTEE, ZefrA" 0] Algsle AdsE, ZE
%_], %637 AAE Aol ek FA] 58 Jsh Rt ofdkilo] ¢
2 Z0F YERTE Shin2000)2] TVl do] 2lAMtie] ol&
T el WA= FIF Arelr] FaA B tise] et
Al st vizgat <12], o|nx] & A= P a3 Q14
BF =oka gighy 9 wgsiiie] Fale] Hisl o =4
Asla Qe Ae® UERETE Cho(2007)8] 20tH thehg<
o= & TVta}ﬂ} PPL Za7F HABAE HEe o 5
AEE ?— HA.ﬂﬂ A Aol PPL B Qg B
A=, o] FeET} o A e
%om, PPL J%—‘ﬂl tHi A FETTE BE5E, Al
T E5E BUE Ase 9 et B2 Fe® e
3ot Lee and Choi(2014)¢] AdzjBeE] o] thzEell
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el 40t TRy 5 Fajeialr) vk

Qlelldel zFo] 10th~20the] #-L &_H]Z}Eo] Hol AlgH
e #A AF A7 543 Hhsie], 2 Aelre AyE
ZE= Q&) A 3 ololdo] @ AEol thale] 10th~20tH
RSl Fofshe F5 3 iR, TinERE, 71ge] A
HEZ|E] Y oo tidh 94 Hxe ofH A E vl
Ba g
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2.2. M2{HE[E| HMXE FofPEE2Ql

41"3710401]741 AYBEEe] 82 HAl= AXE, B
olu]x], Bzl = 5 E"‘iﬁ]rg— Jory iz A4S =0l
o &8% —’F o] AR MRS skt S8 eE
D} ol#fgt o-fFE 2> A 3 TENN AeHYE FaL 2

28 AYE W 25 F U %7§T+ 9 Fuay 24Y

o7)ed s MHe 82 tale ATE0] JPEAY
Th(Nam, 2015). ©]¢} 2 AF=2 E—ﬂ:‘ A HEE FR
d2 A Aol 7]z A3E, B ddes AHEEr}
B8 ARREIE 1% A AHEeEe] 2E 52
ARE-o 2 fHsizl S 3 PO]‘@Oﬂ tiate] AmRpEo] ofH
TEARS Hol, olafgt AlFe] el AH|RRY] ojH &
Jlo] S vA=THE Totehet ] z23e EF’—Z} ??_h:]'. ol
ogtolA = A AFEol =4
Tufol] FEFE VA= ARt &JE ‘3]'1— ?i?‘%% FHoR
AT E A S

A AF gk AAERT}F vl A BEEE #H AF
Tujel] FEFS A Aok BT 5F Aot AF
el AMele] QA= T oA F FF2 Z (Jeong, 2016),
Krugman(1971)0l] W=™ AFAA ] we} aH|REFov
garo]] gk vhgo] thEA YEhH, Yang(2011)] AlEH]
Tt FamFe) Xl G ATedME AFRAEE AF,

E9], B HE, BAE HEE AX ooz A 3
S mxE ZAoE YERITE Yun and Woo(2005)¢] %‘LOH
M Bt MR EHE RXe Gl AFAEETF =
W QS ks 2102 YO, Seol(2012)0] Aol —t—
FrERl FaroM AFHze) wet FAHE, AFHE, Bl

ZHE, Fuje|=r) 2l e AR YERT E]»"—_E i
Ao w9} v olErw deBejE] A AF Frel Aol
A=Hl, Kim(2006) 2 Pyo(2013)2] Aol fadel=rt =
& 2MRLSE PPLE J3F ool st w2 Zle=
YRS, Kim and Ahn(2004)2] A7AME At =
2 o] PPLE AFo| tigt 3} Pl ert 2 Ao
YERITE Lee(20152)2] Aol e Bard 2 HAAFE
ol wet FPBAEr} Fasolr g Fujoixe nX=
o] 2Jo]7} YE Ao Z UERFT, Ha(2006)2] AFelx=
JAALI} EEFE TVEAR digh o5 52 9 A9
FTol =2 FoE YEEt. mjA T} AANA =
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Kim(2006)°] TV uwfA|e|&4=} Farasele] A °4¥°1W v

A e)EA o] =EFE ARV, AEHE, FuiErt =& A
QEW%l%mW*MﬂAPMWﬂWM
Fygspele] FA Aoa] TV HHYEEE AFE U HAl=
=9 %O}*‘ 7140l gk Az, —_rLu]]_qv,_’ ZRE| golat
FES PIXE= R e

log) A Al s Sl SaUe o

Frjoll vlal Sa3k Zog, oW AEE s {FHEJIALE W
=AY a= °JoH £ zeldo] fasA =W & &
9 FUA S1E 2 ZEAS B S AlES st
of AY7E =7|E 3 KDo, 2008; Goh & Kwak, 2011).
B AT 22 AR AE 2] BE Wi dRA7)E
= ‘FAH(Projection) A WOl LA A= =2 AR
ZERe} ARS dASA7IEE el ArH(Cho, 2007). ©l#
o Tx, BUHET, $YAET SEAY i ATE B
™, Cho(2007H TVEZHte] PPL 339} jAEHE A5
g o] ele] A AA] Al sAzERdel S F
27} T2 Fdho] W& | vjs| PPL Fagv}, B M
3%, Pt BF 58 Fo® YERton, Cho(2017)2]
A" gare] ek ehest gl Bdwte] B Aol
Wl 2dol gk BHF et S48 FardEel] gk e
=7 EE 2102 YERT) Jang(2002)] 2EluiA|Ee] A
el s R4 HXe 9T AT YA A=st
2 Aol #§% g Mot 2, dF5S o wEst
3 A, s, FivEErt o —}i% Aoz ek
t}. Kim(2000a)2] TV ZT273¢] PPL 3ol #3F AN
PPLE! TV =2t w99} YA A7t 2555 wiZol 7]
e dFge] 2 R ek

B E]2 18] A st ofoldlo] ¥ A|FS AHeE
7F AEA AN AL SR AL 718 2 °i A9k 159k
FEREA] Felrrt duEErt AR B el
GEAA E AFY FE At o™ A7el eJslE o]
F2 2HRR] Foll AEA HhE Fo=A olegt A
el AHRRe] HAld F faeArdEEo] JF
AT} Rogers(1962)°] €3Fd Al 7i1o] =& 712%
Zreh= Ak, AF, AFEEA AR 74A457] flEiA
Al A2 Z1E ofHole 2 AR X|7tEe 7401
o, FRIAEH S A2 AF] thEEA AA
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t}. Robertson and Wind(1980)= 41221
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olflE sk AFEENAl FIE mRITkaL 9]t 3
g FP g fH Ao AAE ﬂ~r
Shim(2017)2] AlZH Axe] Aks]A Aol s

o PXe= FF AFA Faldol =2rE %H&OJ

I
e 10 ro

o B o

e}
EU

E
2
n%
o
o
\ﬂnﬂi&rlr
ELHWFE

A [
E{H

o o
:>|4£
)
of
i =

o flo
>,
e
o,

Oﬂé‘dfﬂ,

i
I

oz
O_u —;—: _:‘:.

> &

do =
o }01'

—n’m—‘r



790 BFOFLRIYEREIR] A21H A%, 20194

9] i ZEfIERE] JFS W A= & A2 et
37, Chung and Moon(2001)9] 4] Fa2Eld Ms e A+
oME FAFNY A= wE} Al ey 2E}
Yol tigh Bj=7t Zpol7t = AeR YERT

Slollre} o] AefBelE] B HAAFS Flshs el
= ohde ARt a]lo] ZREsh= Mol 7]xste], £ AT
A 10d~20d] AH[REC] AeBjE]e] 2 52 AlgoR
4 gk ofolglo] | AFS Fulsi=t] AR AlFHAE,
FAF e v oEr, WAERA, YibERA
YAET, LG, FAAAES Fol ofue JEFs 7]

AeAE A sLA} gt

3.1. A=
B AFers AzjBeE] oA st ofo|ddl g 10019} 20
o ARREe] FulEA o8] Fullo] PS HA= &H]
7L 8218 Botabr| P8l theat 22 AT-EAIE AR
AEA 1. 10019} 200 AH|RES] A A 3 of
ojg] ol BA4E TR, THIEE, RN
=, 7199 ABey wHAE gz tigt 9
2S FAo7 Yok}
A=A 2. 10009} 200 AHRMES] AeBejE] sjA gk of
o’ Frufel] JES wX= LM 2318 Fo}
3laL olzgt kgl s
2 7k zpole} o] 8RlEe] ol WXe FTF
AEE vl

32 Xy ¥ SHET

10the} 200) 2B|AFES] Al EefE] A 8t ofold] &
4 8 FEFeRIE Felralr] flste] 20189 79 22l HEx
AR AABI e F 32299 AmrF 24EA SHA
FE Table 19149} 7Fo] 100h 1353 (41.9%), 20t1(58.1%), <
A 1757 (54.3%), ‘B4 1478 (45.7%), € &5 3009+ wRt
10178 (31.4%), 300~5005H w9+ 1057 (32.6%), S005HY ©]

Table 1. Characteristics of the subjects

A 1167(36.0), =24 13078 (40.4%), THSHY 987 (30.4%), 4]
Q1 688 (21.1%), € HAAAE &1 57+ PR 907 (28.0%),
5~109+1 2k 9175(28.3%). 109+ 14 1417 (43.8%) ©IAth.
A B2E] s g ofolyl e Tetslr] 93l g
Te A2 5da7e ) SR, ulEE 9 S EE vt
Z H2e s FHoE 7 1EIH AT 71 A
HB2E] A st ofely] miAY 2o it Anlzfe] ]2
Aoe e B4 AYEgE ] g 8 ofolgle i
= AR AeRE oxd Zlolga AZgthe R SA S
AejBzlE] A st ofold Fujo] JEFS HXe 890E b
3] Qs FEHaee PR, SEHes AYATES
Fxole] AFHAR, FAHAE, A ER, HATERA, Y
WRERA, B, SUAIET, FAEAA, o s S
Z4Ah Tl =GEF)E Pyo(2013), Kim(2017)S] A

2, AZFAEGE)E Jang(2008)2] A7E2, AT L (7R
ghe}l MR YgEE(GEE Pyo(2013)2] AFE, HAFZA (7
e Choi2016)2] A5, YWHE2A(6EE)S Kim and
Lee(2012)8) 975, EHFE-T (33 Lee(2008), Kim(2007)
9] ATE, FUANETFEEI)E Lee (2015b), Kim(2007), Kim
(20002)2] AT-Z, FFFAHBFF)S Kim(2000b), Cho(2000)
o ATE FHYAHNEH(GETHS Koh(2017), Pyo(2013),
Park(2006)2] A& F=sle] £ Aol A 74, Baslsd
o} AEEAL SPSS for Windows 19.0S ©]&-3l] 7]&5A),
AFE=RA ) FlolAlEEA], Q21%A], BAREA], Duncan test, #-

2
testS A5
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4.1. 10CH~20cH 2H[Xte| Ma{=2|g| TfM 3t ofo|E i
£

4.1.1. A E2E] A 8t ofolg] FuHF

loche} 200] A BjE] A st ofold] FujHIS
5d7ke] TS 7502 AHEW, Table 2049} 7ro] A
2] 87.6%= 181 ol gk o] Jlom 1-23]% 47.8%,
53] o 16.5%=2 Yeldth 7P #2e FuE S4ew

Variables Classification n % Variables Classification n %
Male 65 20.2 Student 130 404
10s 10s
Female 70 21.7 Etc. 5 1.6
Age Age
Gender Male 82 25.5 Occupation College student 98 30.4
20s 20s Employee 68 21.1
Female 105 32.6
Etc. 21 6.5
Less than 3 million 101 314 | Less than 50,000 90 28.0
Monthly income 3 million~less 105 16 Monthf;sgsun(t)sg:m on 50,000~less 01 28
(Korean Won) than 5 million ’ g than 100,000 ’
(Korean Won)

Over 5 million 116 36.0 Over 100,000 141 43.8
Total 322 100.0 Total 322 100.0
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Table 2. Distribution of purchase frequency and purchase items of celebrity fashion hot items
Purchase frequency " o Purchasing goods " y
(for past 5 years) ’ (past 5 years, most recently purchased) °
None 40 12.4 Clothing 117 415
1~2 times 154 47.8 Shoes 71 252
3~4 times 75 233 Bag 26 9.2
Accessory 64 227
Over 5 times 53 16.5
Etc. 4 14
Total 322 100.0 Total 282 100.0
Table 3. Differences in purchase frequency on celebrity fashion hot items by demographic variables (for past 5 years)
Variables Classification 0~2 times Over 3 times 1
10s 948(81.3'3) 41(53.7)
Age 8.542%*
20s 100(112.7) 87(74.3)
10s male 48(39.2) 17(25.8)
10s female 46(42.2) 24(27.8)
Gender 11.878**
20s male 49(49.4) 33(32.6)
20s female 51(63.3) 54(41.7)
Less than 3 million 27(25.1) 9(10.9)
10s 3 million~less than 5 million 34(32.7) 13(14.3) 1.590
Monthly Over 5 million 33(36.2) 19(15.8)
income Less than 3 million 39(34.8) 26(30.2)
20s 3 million~less than 5 million 34(31.0) 24(27.0) 5.007
Over 5 million 27(34.2) 37(29.8)
Less than 50,000 41(39.0) 15(17.0)
10s 50,000~less than 100,000 36(32.0) 10(14.0) 7.081%*
Monthly amount Over 100,000 17(23.0) 16(10.0)
spent on fashion
goods Less than 50,000 31(18.2) 3(15.8)
20s 50,000~less than 100,000 33(24.1) 12(20.9) 44.169%**
Over 100,000 36(57.8) 72(50.2)
Total 194(60.2%) 128(39.8) 322(100.0)
“(Observed frequency), "(Expected frequency), “(%)
#5001, **p<.01, *p<.05
T FES AVEE 57T 41.5%2 7P Bken o oy B} olglet A¥gow & wf deHaE A

o] Aldlk alxAE], 7P <=olQiT).

oleldt 5L 10thel 20009 Aol S
W, Table 39141¢} o] TR EE

fopumy wy

TEfskaL 53] 200) ool izt v B2 AEe Witk
Eo] wEbE 10019k 200 25 foldk xolzt flAIRE
AAE 2280 wbE 1009} 200 2% #2138 2o}

o] FAAIFE AEX7F =2 10

h ool amRbEe] ¢ B
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10ch 5T 20007} B wol
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|
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o] Tl Aoz Yepdth sk Aol ulebAe 10t
A% 96.3%7} &40l 1 20thE MY 52.4%, A 36.4%E
(Table 1), 20tHe] Aol me FuiHE zlolE AHE A3}
Table 41419} Zro] oA xfo]7F fof31R] 32 Zo=
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Table 4. Differences in purchase frequency on celebrity fashion hot items, income, and fashion product expenditure according to 20s consumers’

occupation
20s
Variables Classification v
College student Employee
0~2 times 51%(49.6") 33(344)
Purchase frequency . .198
Over 3 times 47(48.4) 35(33.6)
Less than 3 million 36(36.0) 25(25.0)
Monthly income 3 million~less than 5 million 26(27.2) 20(18.8) 216
Over Smillion 36(34.8) 23(24.2)
Less than 50,000 17(15.3) 9(10.7)
Monthly amount spent 50,000~less than 100,000 2122.4) 17(15.6) 659
on fashion goods
Over 100,000 60(60.2) 42(41.8)
Total 98(59.0%) 68(41.0) 166(100.0)

(Observed frequency), "(Expected frequency), “(%)

Table 5. Differences in purchase items on celebrity fashion hot items by demographic variables (for past 5 years, most recently purchased)

Variables Classification Clothing Shoes Bag Accessory b
Age 10s 62°(56.4%) 36(34.2) 6(12.5) 30(30.8) 2 870
20s 55(60.6) 35(36.8) 20(13.5) 34(33.2)
10s male 34(27.4) 21(16.6) 2(6.1) 8(15.0)
Gender 10s female 28(29.0) 15(17.6) 4(6.5) 22(15.9) 45.99] %+
20s male 24(25.3) 26(15.3) 3(5.6) 7(13.8)
20s female 31(35.4) 9(21.5) 17(7.9) 27(19.3)
Less than 3 million 17(16.2) 8(9.4) 3(1.6) 7(&.8)
10s 3 million~less than 5 million 18(21.7) 15(12.6) 2(2.1) 12(10.5) 4.173
Monthly Over 5 million 27(24.1) 13(14.0) 1(2.3) 11(11.6)
income Less than 3 million 20(16.8) 11(10.7) 3(6.1) 10(10.4)
20s 3 million~less than 5 million 21(19.5) 10(12.4) 8(7.1) 12(12.0) 5.193
Over 5 million 14(187.7) 14(11.9) 9(6.8) 12(11.6)
Less than 50,000 26(25.9) 14(15.0) 2(2.5) 14(12.5)
10s  50,000~less than 100,000 19(21.3) 13(12.4) 12.1) 13(10.3) 6.357
Monthly amount Over 100,000 17(14.8) 9(8.6) 3(1.4) 3(72)
spent on fashion
goods Less than 50,000 10(7.3) 3(4.6) 3(2.6) 3(4.5)
20s  50,000~less than 100,000 12(12.6) 10(8.0) 3(4.6) 8(7.8) 3.543
Over 100,000 33(35.1) 22(22.4) 14(12.8) 23(21.7)
Total 117(46.3) 71(26.9) 26(4.5) 64(22.4) 278(100.0)

“(Observed frequency), “(Expected frequency), “(%)
#8001, *p<.05
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Table 6. Differences in purchase satisfaction and awareness on corporate’s marketing intention on celebrity fashion hot items by demographic variables

Purchase satisfaction

Awareness on corporate’s marketing intention

Variables Classification
M t-value F-value M t-value F-value
10s 3.70 3.52
Age 996 -.991
20s 3.61 3.63
10s male 3.68 3.43bc
10s female 3.72 3.60b
Gender 907 9.407***
20s male 3.52 3.24¢
20s female 3.66 3.92a
Less than 3 million 3.60 3.58
10s 3 million~less than 5 million 3.79 712 3.51 114
Monthly Over 5 million 3.69 348
income Less than 3 million 342 348
20s 3 million~less than 5 million 3.46 1.699 3.64 1.300
Over 5 million 3.70 3.77
Less than 50,000 3.61 345
10s  50,000~less than 100,000 3.76 .868 3.46 1.286
Monthly amount Over 100,000 3.78 373
spent on fashion
goods Less than 50,000 3.38 3.15b
20s  50,000~less than 100,000 3.35 1.553 3.60a 5.339**
Over 100,000 3.63 3.79a

*EEHp<.001, **p<.01
Duncan’s test results a>b>c

= ekt SAE AZHe) Hepe 100e] A9 feld
Aol7k YIAAR 200 A5o] E254E 714e] v o=

29 2 97 e Ao Yepirh

42. 10CHet 20CHe| MB{=iE|E| DM 5t oo TOjiEte
ol =4

N

S
e 820S Hetsly] 9% T Fulxe) S A
s, fedo s, vixleEs, sjdERA, Ak, =
WET, FUAIET, YA, Feoazge] 7 SR
S Table 72+ Z+om 7z} ¥H<lo] Cronbach’s ok B 0.7
ooz AFLE e Aoz IR

oo} 20t]e] i, AFHAE, FAAE, njHoE
T, RAExRA, dubsxA, mHe SAAST FAIENA,
FH AL 2ol Table 8o} o) FaEalA S Al
QJelal B fojsle, Fujox, AlF HAE, AT, &
P =2 100 FAol, FABAR, HAYER, ks
24, RS, FYA S3E 100 oAol, mAEEE 20
ol oAde] 7 UL, 200 HAES AFHAE, T
&, wiAoEE, e, dRbeRA, e, fEAd

das, 2dax
o] v ZAFE wt.

gl

2

A Sk ofold] ooz Zdt
HoZ Ay 3.0 olake] W e Hlow 10t 200

A=, 1009 13 AMAFE &AL 6 2 FIS 2dhe
20t)7H(Table 3) A vl © Bo] AW Fujsiar A&
-2 10017 o F2 ofmlgitiar o}, gkA oo} 7k A}
= Jang(2002)°] ZENHARF Hade] A FAdTke] A
Ao AR o2 TV 29 gl iAol thgh )
w7t ¥ EA veRd 23 2 Cho(2007)2] thshE thide
2 3 TveEgele] PPLE Y &3 AFolx] gGRiRTh ozte)
Tt =4 Jehd Aol Zolrt sl Zlelith.
1oche} 20the] A= EE] A st ofoldl ool P T
e 2018 2245 A3} Table 90412} 7o) AH} Aol w}
g xjo|7F Jo] 1ot G YA St F55, 200 B4
2 miAYERT} W AERAE, SR, FaEgo]
EE5E, 100 2 200 S AFHAET} 2o5E vl
E7F &2 A2 YEiTh o|8g d3k= Cho(2017)¢] thet
AE tde= g Yxg Fao] g el {2 2ol
Al e Bl tig B Awrt S4E FadE
gk pejeert A Vet Aol xol7t e Aoldith
3 ST, Adnk T2, BT S Ee o
T 1oo~20002] el folgk Y HHA] B FoE
Eh A BeE] mpARe] A% JE 7NFE

o= & AAARS Heke A4x) e om Ro)

i



794 e

8312 #2144 A25., 20194

Table 7. Measurements of dependent variable and independent variables

Variables

Items

Cronbach’s a

Purchase
intention

I want to purchase celebrity fashion hot items earlier than anyone.
I want to purchase celebrity hot items because it is important to express fashion trend.
1 want to purchase celebrity hot items because it is important to express myself.

796

Product
involvement

I pay attention to other people’s reaction on celebrity hot items.
I frequently talk about celebrity hot items with other people.
I know which brand come up with as a celebrity fashion hot item.

716

Fashion
involvement

I pay closer attention to trending fashion than other people.

I know better about new fashion trend than others.

Stylish dressing is important part of my life.

I always pay attention on new trends and dress with trending fashion style.

I look up on new trending fashion even though I am not planning to make a purchase.

I look up on new trending fashion from fashion magazine or catalog before season change.
I always look at other people’s fashion style on the street or in public places with interest.

.876

Media
dependency

I use media (TV, internet, SNS) a lot to obtain information about social, cultural issues.
I use media (TV, internet, SNS) a lot to obtain product information that I need.

I use media (TV, internet, SNS) a lot to obtain information about trending fashion or my own fashion style.

I use media (TV, internet, SNS) a lot to obtain information about to have a lead in conversations with
friends or colleague.
I use media (TV, internet, SNS) a lot to resolve boredom in my spare hours.

.831

Fashion
conformity

I watch carefully how my fashion leader friend wears.

I always care about what brands are popular among my friends.

I am always have interest in fashionable style among friends.

I have a great interest on fashion brands my friends wear who has good style

I feel isolated if I don’t have items from fashion brands that are trending among my friends.
I feel awkward when I don’t dress like my friends, so I try to dress like my friends.

I try to dress similarly to my cool friends.

.863

General
conformity

I am sensitive to other people’s opinion on me.

I worry about other people’s opinion on my decision before I make decision.

My behavior is depended upon other people’s opinion on how I should behave.

I want to know about other people’s opinion on me.

I feel pressure to act certain way when majority of people are acting certain way.
I get hint from others when I am uncertain how I should act.

.860

Imitation
desire

I often follow celebrities fashion styles.
I often imitate celebrities behavior or their speaking tone.
I follow celebrities fashion styles when I want to express fashion.

17

Need for
identification

I get flurried when my favorite celebrity gets criticized.

I tend to let other people know actively about the activity of my favorite celebrity.
I have great interest on how other people think about my favorite celebrity.
Success of my favorite celebrity makes me happy as much as success of mine.

.873

Fashion
innovativeness

I like clothes that have new and unique characteristics.

I always try to dress differently.

If new designs capture eyes, I try it even if it is not worn by others.

I am in a people group who are purchasing new trending dress style early.
I like to show new trending dresses even if it stands out.

I enjoy shopping at the mall with unique items.

When I courageously try dresses with new style, it becomes trend.

I make purchase of new style I liked even if I have not heard or seen.

911

Fashion opinion
leadership

People around me think I am a good fashion advisor.

My friends ask me some advices for new fashion style.

My friends ask me for new trending styles.

I think I am making good advices to people about fashion trend.
I am usually a fashion advisor than a taker between my friends.

910
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Table 8. Differences in dependent variable and independent variables by age and gender
Variables 10s male 10s female 20s male 20s female b
Purchase intention 2.62a 2.48ab 2.41ab 2.21b 3.031*
Product involvement 3.08a 2.93ab 2.73b 2.85ab 2.200*
Fashion involvement 3.11ab 3.20a 2.92b 3.18ab 2.101*
Media dependency 3.37b 3.71a 3.30b 3.71a 7.206%***
Fashion conformity 3.05a 2.89ab 2.64b 2.76b 3.734%*
General conformity 3.14ab 3.29a 2.90b 3.12ab 3.402%
Imitation desire 2.96ab 3.07a 2.86ab 2.77b 1.927*
Need for identification 2.93b 3.28a 2.59¢ 2.75bc 7.059%**
Fashion innovativeness 2.95 2.96 2.69 2.83 1.592
Fashion opinion leadership 2.95a 2.65ab 2.64b 2.68ab 1.919*
**kp<.001, **p<.01, *p<.05
Duncan’s test results a>b>c
Table 9. Influencing factors of purchasing celebrity fashion hot items according to age and gender
Independent 10s male 10s female 20s male 20s female
variables B i F®) B i F®) B i F®) B ‘ F(®)
.PrOdUCt 209 1.471 391 3.372%* 482 4.308%** 296 2.615**
involvement
Fashion
. .199 1.316 -.166 -1.119 —.139 -945 136 933
involvement
Media dependency .017 124 -090 -804 -264 -2.610* -.054 -536
Fashion 015 089 241 1610 321 2.125% 126 966
conformity
General 7.908%** 7.814%** 10.249%** 5.418%**
134 —159 .099 .845 020  .180 —113 -1.133
conformity (.564) (.540) (.562) (:339)
Imitation desire 132 .658 .100 776 16 942 .068 .596
Need for 109 2.349% 101 793 —043 —370 1121067
identification
Fashi
oshion 148 1015 226 1724 354 2121 048 383
innovative-ness
Fashion opinion  hg 3y 075 565 ~190 ~1.175 052 402
leadership
**kp<.001, **p<.01, *p<.05
Table 10. Results of simple regression analysis on purchase of celebrity fashion hot items
Independent 10s male 10s female 20s male 20s female
variables B t F®) P . F®) P . F®) P tF®R)
Product .629 .680 S13
44.542%%% 39 848*** - 4 868*** 264
involvement (6.674%**) > 3% (8.297%*%*) 68.848 63 (6.0727%*%) 36.868 6
274
Medi x .500% .0
edia dependency (23457 5.50 75
Fashi formi 71 38.645%** 326
ashion conformity (6.217%%%) . .
Need for .595
doksk
identification (5.880%ks) | 1O93TE 354
Fashion 498
kkok
innovative-ness (5.139%**) 26404 248

**kp<.001, *p<.05
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