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Abstract

This study examined the effects of cultural communication on the fashion distribution type and the shopping benefit
in fashion cultural complex space. Surveys period was from Sep. 17th to Sep. 21st in 2012. The Subjects of this
study were the young 207 people who had shopping experiences in fashion cultural complex space in their 20s ~30s.
The data were analyzed by a reliability analysis(Cronbach’s a), factor analysis and regression analysis. The main results
of this study were summarized as follows. First, cultural communication in fashion cultural complex space were impacted
by cultural brand, cultural display, cultural support and beneficial effect of culture. Second, customers pursued the
shopping benefits to get social value, personal pleasure, individual style and economic value. Third, the preference
of fashion outlet was effected by cultural brand and cultural display. The beneficial effect of culture and cultural brand
influenced on department store preference. The preference of fashion multi-brand shop was impacted by cultural brand,
cultural support and beneficial effect of culture. Fourth, cultural communication in fashion cultural complex space had
an effect on pursuing shopping benefits. Fifth, customer’s demographic characteristics impacted on cultural brand, cultural
display and beneficial effect of culture. Especially, these 3 cultural communications were effected by monthly average

fashion spending than age/total income.
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(Table 1) Factor analysis of cultural communication

Factor Questions 11;‘ 2?:)1
Representing brand value as culture company .839
CI;lrl;l;lal This fashion brand enjoys and contacts with a variety fashion culture 745
The leading brand in fashion culture and emphasizing on culture 715
Eigenvalue:2.432 Cumulative explanatory: 20.270  Cronbach's a: .774
Interested in a wide range of fashion display and style express 817
Cultural to produce outstanding cultural and artistic sensibility
display I can shop scarcity fashion items of young designers 769
Variety culture products exhibition is held 741
Eigenvalue: 2.322  Cumulative explanatory: 39.624 Cronbach's a: .782
This fashion distribute channel is actively supporting the field of culture .895
Cultural I can often encounter the support events themed culture and art .805
support I can be fun, shopping sponsorship products shown in movies and 516
TV(PPL) ’
Eigenvalue: 1.876 Cumulative explanatory: 55256  Cronbach's a: .650
) In addition to buying fashion goods by providing a global fashion 883
Beneficial  lifestyle is unusual
Ofefuel(;ltlre There is diverse assortment of products design and world cultures 11
I can experience global luxury fashion brands S14

Eigenvalue: 1.674

Cumulative explanatory: 69.209 Cronbach's a: .706
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(Table 2) Factor analysis of pursuing shopping benefit

Factor Questions fl‘;(c)?(?r
I like the product looked attractive to other people .802
I want to buy fashion items which make a favorable impression on 791
Social friends and colleagues
relations I'd like to buy a product which the people around me can say
"You have the fashion sense" 763
I pay attention to an eye-catching product 741
I quickly accept a new fashion and trendy style than others 675
Eigenvalue:3.416 Cumulative explanatory:21.350  Cronbach's a: .850
Looking around fashion stores is fun and interesting 792
Window shopping about a new fashion item is exciting 769
gfgzg 3;3 }V?;rlll flin%u{[flléaii ;E(Iiré}slc\évh;l& J!g;),k good in my body shape and image, 739
I enjoy shopping for clothes and this can refresh myself 721
When shopping in shopping areas which propose a new fashion culture 586
I feel pleasure
Eigenvalue:3.234 Cumulative explanatory:41.562 Cronbach's a: .865
I prefer the unique style products to common style .800
Individual ~ I'd like to purchase scarcity fashion items 788
style I want to buy fashion products which can reveal my own style and 700
personality )
Eigenvalue:2.323 Cumulative explanatory:56.080 Cronbach's a: .787
I economically go shopping when I can get the gift items, reserve and 01
Economic _Prizes
value I reasonably buy the products planning ahead 754
I go shopping at the stores to find cheap and affordable prices 707

Eigenvalue:1.885  Cumulative explanatory:67.863 Cronbach's a: .686
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(Table 3) The influence of cultural communication in fashion cultural complex space on the preference of fashion outlet

Dependent

2

variable Independent variable B B t R” F
Constant term 1.171 2.765%
Cultural brand 496 361 4.817 5%
The preference of Cultural display 225 182 2,333+ 181 11,189+
fashion outlet
Cultural support 035 025 370
Beneficial effect of culture -.210 -.146 -1.918

*p<.05 ¥*p< .01 ***p<.001
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(Table 4) The influence of cultural communication in fashion cultural complex space on the preference of

department store

Dependent variable Independent variable B ) t R F
Constant term 1.504 4.410%**
Cultural brand 173 151 2.081*
The preference of Cultural display -.080 078 -1.029 239 15.893%*
department store
Cultural support 117 .098 1.520
Beneficial effect of culture 491 409 5.571%%*

£p< .05 **kp< 001

(Table 5) The influence of cultural communication in fashion cultural complex space on the preference of

fashion multi-brand shop

Dependent variable Independent variable B B t R’ F
Constant term 2.781 8.587***
Th Cultural brand -257 -237 -3.260%**
e preference
offashion multi-brand Cultural display -.103 -.106 -1.400 234 15.457%**
hop Cultural support 435 385 5,945
Beneficial effect of culture 334 294 3.988%**
**¥p<<.001
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HAE Ao et O FolE B8k e (b=
307), EslH A= Q (B=.276)7} £3FAE 8 2 (B=
198), E8HA A a2(B= - 1191} 7HH 8573
o o & 9 T Ao yehdtt. 5, 229 sjus
A= saEslE Frshe HAsolv||7} gle] £7]

O O = =] 3= o) e 5] -
& 7ok 2gshe o 3HH GFL vAE
DIPS R AR 5 o5 5] 2]
PAFdESFERe] E37FuUAlCl Fdel ARlH AS oF % ok B4 EahALa (B - 119)= 7ol
AFTe ol WA FFS G A R7ro] 148 S ey 5 -
e 2 falE F7shed 22 9FAL dehlol
24 3]ARF ] drEo] 14.8%= VRO F=9.947 - =1 ol 5o = .
N e Ot Bofolitobs] T Fol olfolAn g 2
S| HREEo .001 F<Follx olm)glk Ao _
= SARGE] pe001 TR FATIE AOE L)) o) mge) 514 etk Qajshs Ao B
th. Betaghs BW #81-5482(B= 3077} ALSlA @A) 9
(Table 6) The influence of cultural communication types on pursuing the social value
Dependent . 2
variable Independent variable B ye t R F
Constant term 2.039 7.247%**
Cultural brand 121 .068 1.772
Social relations Cultural display -.025 -.031 -.395 .148 9.947%**
Cultural support .092 .098 1.453
Beneficial effect of culture 290 .307 3,991 ***
*p<.05 *Fp< .01 *HFp<.001
(Table 7) The influence of cultural communication types on pursuing the personal pleasure
Dependent variable Independent variable B B t R’ F
Constant term 2.080 9.007%%*
Cultural brand 234 276 4.167%**
Personal pleasure Cultural display 151 .198 2.872%* 350 28.721 %%
Cultural support -.105 -119 -2.018*
Beneficial effect of culture 272 307 4.565%%*

<05 *p<.01 **p< 001
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3) BaARUAN FFol YA FFadel vlx Aoz ABY sbsdol vk Q4] upel 294

= F BAA Frade] JEFs F= o= Heltk
shsgalEire] RaARUACIA 3ol H4A e e
O|LEJ|EIY EA M EstRsl o] =

el A odie e s Kol smw 5 DTS SMo| mhdssiRsSToinel £
_ _ 3Z{ UM o|xl= FE
3|y o] Aol 37.4%= Vel o™ F=31.818= 3|
Fmgo] p<001 FEelA Trwlﬂlf"a Aoz WEETh  gpuugrslaziel qrEAst B4 uRgR
Betaghg Rl B3Il & B3AERLEB gt RauAoldel nAs ke B
= .592)ute] 7§37 FTedel] FE Fo AR UBt Am malsaoa] 37 wnae] Mo 14.4%R=.144,
ek =, AAAIT o MElzel] ESfolHAIE Hol APE pg spgrrx) malodZoiE  FAmEe] Ao
35 Fe £3dE040) ATt e 55 & 9.2%(R*=.092, F=5.101**%)2 3|Ax3 o] p<.001 FZ=o]]

Aol 4EFS TostaA she AYH 27 Any
& 74 Qo2 fEsE & v

A Froln|gh Ao g Uehtt Betaghe W #3153
2o(B= 258)7 F3IZ 24 (B= 222) BT Ao} F5

Quch e PF HHAZUL G ST ol vlAE
4 ZFIFUACIA ol BAE JRIFETEE A Ho e Yehdt) Q= 2553 24(B=.187) =
FIARE 9% £ 2alARUA I g2lo] ol glgiort #a5gol
AHERET] BT A fol Ay = T WS TG 5, ANFERIT wES
TSI sl e Eae A Rgro] 176 ARG EaERent BeldEass o s
2] 3R o] Mugo] 17.6%2 e F=11.990 AE & T ok &, dFold T4l e AR W
= BRG] p<00l oM Gojujsh o vept ARl HIE, EEFEEAE © 1Mk slom vehd
t}. Betazts B E3bA| Qe (B= .178), Bleg o o o= =2 B AEs} Po] &3k 54o] 3=
(B= .177)7} B8}z ax(B= 153)31;]. 2 ojgpeio ) BUES] F ERAC] 82 SdTE AT 7kl
ERRRICE ol £51AI2le] A5 Estoldizore] frglo]  FThe Solomon(O0T)E] TS Awct
A A2 B A HEE A 7
(Table 8) The influence of cultural communication types on pursuing the individual style
Dependent variable Independent variable B B t R’ F
Constant term 1.725 6.486% %
Cultural brand 121 121 1.867
Individual style Cultural display 531 592 8,758 374 31.818:::
Cultural support -.062 -.060 -1.038
Beneficial effect of culture -.051 -.049 -.736
wkp < 001
(Table 9) The influence of cultural communication types on pursuing the Beneficial effect of culture
Dependent variable Independent variable B B t R F
Constant term 1.722 6.291 %%
Cultural brand 092 .103 1.375
Economic value Cultural display 123 153 1.967+* 176 11.990s%33%
Cultural support 166 178 2,678+
Beneficial effect of culture 166 177 2.340%x

<05 *p<.01 *p< 001
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(Table 10) The influence of demographic characteristics on the cultural cmmunication

Dependent . 2
. R F
variable Independent variable B e t
Constant term -1.182 -1.325
Age 131 052 694
Cultural £ 018 900
brand Total income -.004 -.011 -.150
Monthly average cost for purchasing fashion items .051 .082 1.026
Constant term 1.259 1.468
Age 219 .088 1.206
Cultural d 092 5.101%#*
display Total income .000 .001 015
Monthly average cost for purchasing fashion items 137 222 2.879%*
Constant term .560 632
Itural Age -282 -113 -1.500
Cultura £ 030 158
support Total income .015 .040 .536
Monthly average cost for purchasing fashion items -.085 -.138 -1.734
Constant term .895 1.075
Beneficial Age -638 255 3613w
effect 144 8.528%*
Total income -.070 -.187 -2.633%*
of culture
Monthly average cost for purchasing fashion items 159 258 3.447%%*
*Fp<. 01 ***p<.001
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