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Mobile phone as a fashion product: Comparing fashion behaviors in
clothing and mobile phone
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Abstract

As mobile phone has acquired a status of a fashion item expressing one's character, it is necessary to understand
the fashion needs for this new fashion product. The purpose of this study was to apply the fashion orientation construct
developed in the clothing research field to mobile phone and explore its validity. The multi-dimensional construct
of fashion orientation which most widely represented the fashion aspects was examined for the two product categories
of clothing and mobile phone. Data were collected from an online questionnaire survey, and a total of 1,136 responses
were analyzed. The construct structure of fashion orientation of mobile phone resulted in individuality, innovation,
and fashion was different from that of clothing extracted to interest/importance, fashion/innovation, and individuality.
Fashion sensitivity and an early adoption of a new product were two different dimensions in mobile phone while
not separable in clothing. Despite a higher predictability of the fashion/innovation orientation of clothing on fashion
orientation rather than on innovation orientation of mobile phone, innovation orientation was more important to purchase
behaviors of mobile phone. The study still implies that it is valid to use clothing fashion innovative consumers for
mobile phone marketing.
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(Table 1) Fashion orientation structure: Clothing

i 1 liabili
Factor Items factor loadings e;%:ia:liel;e re(r\b;lEl)ty
It is important to enhance my image through clothing %3
styles. '
Factor 1 I want to impress others by dressing well. .82
clothin .interest y Well-dressed is important. .80 7.95 .90
i ortagnce It is an important part of life to dress well. .80 (49.70%) (.68)
P Clothing style represents a person's personality and 74
image. '
I observe other people's clothing styles. .67
I don't wear an out-dated clothing item though it is a 81
high priced one '
I am sensitive to fashion of clothing or accessories. 79
Factor 2: ; : 5
fashion/ I always pay attention to fashion when I buy clothing. 78 231 91
. . I purchase a latest style of clothing earlier than others. 77 ) '
innovation (14.42%) (.63)
. . I am the one who first purchases the latest style of
orientation . . . 74
clothing and accessories among my friends.
I know the new fashion information earlier than 70
anybody else. '
I like clothing styles showing my individuality %3
different from others. '
Factor 3: ; ; ; :
individuali I like exclusive clothing or accessory items not worn %3 1.42 92
orientationty by many others ' (8.87%) (.74)
I look for unique styles of clothing or accessories. 81
I want to look different from others in clothing styles. .76
(Table 2) Fashion orientation structure: Mobile phone
i 1 liabili
Factor Items factor loadings eégzria:liel;e re(:llj/ll;)ty
I like a mobile phone showing my individuality
. 87
different from others
I want to look different from others in mobile phone. .85
I like an exclusive mobile phone or accessory not used g5
Factor I: by many others '
individuali I look for a unique style of mobile phone or 596 Il
dividuality . e sty P 75 (49.68%) (.60)
orientation accessories.
Mobile phone is an important tool to express my 74
individuality. '
Mobile phone represents a person's personality and 67
image. '
I am the one who first purchases the latest mobile %8
Factor 2: phone among my friends. '
. . - - 1.79 .89
innovation I purchase a latest mobile phone earlier than others. 87
L . - . - (14.88%) (.72)
orientation I know the new information of mobile phone earlier 23
than anybody else. )
I pay attention to fashion when I purchase a mobile %
Factor 3: phone or accessories. ) 115 %4
fashion I don't use an out-dated mobile phone though it is a ) '
S . . .80 (9.57%) (.66)
orientation high priced one.
I am sensitive to fashion of mobile phone. 78
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(Table 3) Fashion orientation of clothing to mobile phone

m9bile Phonej . c?othin.g beta ¢ F R
fashion orientation | fashion orientation factors
clthlng interest/ 18 6,507
1mportance
ind?vidue.llity fashio.n/ innc?vation 07 ) 5g% 291 75k a4
orientation orientation
individuality orientation 49 16.00%**
clthlng interest/ o1 18
1mportance
innovation fashion/innovation 38 111545 96.78%+* 21
orientation orientation
individuality orientation .10 2.82%%*
clo‘Fhlng interest/ I ©
importance
. . . fashion/i ti
fashion orientation astionintovation 57 19.09%** 230.59%** 38
orientation
individuality orientation .06 1.72

* p<.05, ** p<01, *** p<.001
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(Table 4) Relationships of fashion orientation to related variables
fashion orientation factors beta t F R
clothing interest/importance .03 1.35
purchase fashion/innovation orientation .61 24.91%** 530.85%** .59
behavior
individuality orientation .20 747
clothing interest/importance 49 18.45%**
theti
clothing ACSTACIC | fashion/innovation orientation 07 243* 354,76+ %+ 49
benefits
individuality orientation 25 841%**
clothing interest/importance 12 3.84%**
symbolic fashion/innovation orientation 49 14.84%** 122.31%** 25
benefits
individuality orientation -10 -2.88%*
individuality orientation 23 9.30%**
h: . . . .
bure a?se innovation orientation 40 17.13%** 444 13%** 54
behavior
fashion orientation 28 10.77%**
individuality orientation 42 14.73%%%
mobile aesthetic innovation orientation 18 6.17%0x 240 474+ 39
phone benefits
fashion orientation 15 5.51%%*
individuality orientation 15 4.93%**
symbolic innovation orientation 33 10.38*** 140.53%** 27
benefits
fashion orientation .14 4,68%**

* p<.05, ** p<Ol, *** p<.001
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(Table 5) Clothing fashion orientation to mobile

phone variables

mobile phone clothing
. p fashion orientation beta t F R’
variables
factors
clo'Fhmg interest/ 7 0.10%**
1mportance
fashion/i ti
aesthetic benefits ashion/innovation 21 6,845 205.97%%+ 35
orientation
individuality orientation 24 7.14%%%
clo‘Fhmg interest/ 29 0.43%Hs
1mportance
fashion/i i
symbolic benefits ashion/innovation 39 12,175 158,51k 30
orientation
individuality orientation -.06 -1.58
clo'Fhlng interest/ 11 3.30%%
1mportance
fashion/i i
purchase behavior ashion/innovation 42 12.90% 146,254+ 28
orientation
individuality orientation 22 6.34%%*

* p<05, ** p<.01, *** p<.001
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