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Abstract

This study examined the effect of ambivalent fashion consuming tendency on continuous information search and
fashion store selection. Surveys period was from Jan. 8th to Jan. 20th in 2014. The subjects of this study were the
young 218 women who had the shopping experiences with ambivalent fashion consuming tendency in their 20s of
Pusan and Kyung-nam. These surveys referred to the relevant preceding researches and were completed by some pilot
researches (focus group interview, paper-pencil test). The data was analyzed by frequency analysis, reliability analysis
(Cronbach’s a), factor analysis and regression analysis.

The main results of this study were summarized like following: First, this study was based on the definition and
characteristics of the ambivalent fashion consuming tendency. The current ambivalent fashion consuming tendency
consisted of price ambivalence, trend ambivalence and brand ambivalence. The consumer’s demographic characteristics
affected trend ambivalence, brand ambivalence. Second, continuous information search was composed of entertaining
information search and rational information search. Third, ambivalence fashion consuming tendency had a strong influence
on continuous information search (information search and share activity). Forth, the price ambivalence, trend ambivalence
and brand ambivalence, which is the factors of ambivalent fashion consuming tendency, significantly impacted on selecting
the fashion store. In conclusion, ambivalent fashion consuming tendency is main related factor impacting on continuous
information search and fashion store selection.
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20-23 137 62.8

Age 24-26 38 17.4

27-29 43 19.7

Residential Pusan 179 82.1
area Kyung-nam 39 17.9

>100 28 12.8

100-200 5 2.3

200-300 26 11.9

Mo?fliloymzverage 300-400 77 35.3
400-500 31 14.2

500-600 20 9.2

600 < 31 14.2

Education In college 11 5.0
College graduation 207 95.0

>5 17 7.8

Monthly average 5-10 82 37.6
cost for purchasing 10-20 76 349
fashion items 20-30 28 12.8
30< 15 6.9

Less than 15 6.9

once a week
Fashion Monthly 114 523
. 1-2 times

shopping frequency Seasonally p "
1-2 times '

Yearly 1-2 times 43 19.7
Total 218 100.0
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(Table 2) Factor analysis of the ambivalent fashion consuming tendency

Factor
Factor Questions
loading
I buy everything without distinguishing between the high and low fashion price if you 779
prefer. '
Factor 1. I like to buy clothes with high and low price, depending on need. 750
Price
. I buy either expensive clothes or cheap clothes depending on fashion items. 724
ambivalence
I well know the fashion items that are worth to pay a high price or low price. 712
Eigen Value:2.298 Cumulative: 22.982 Cronbach's a: .693
I tend to have both the current trend style and basic style. .814
Factor 2. I purchase and wear the basic clothes to wear similar to the people  around me 290
Trend and who have high trend fashion. '
ambivalence | I purchase a current fashionable style and wear this to coordinate with the past 265
styles. '
Eigen Value: 2.123 Cumulative: 44.212 Cronbach's a: .736
I buy fashion products depending on my preference without distinguishing between 817
Factor 3. the popular fashion brand and general fashion brand goods. '
Brand I'm not even awkward to use with a popular brand and general brand. 137
ambivalence I like to buy both internet shopping brand of a convenient & affordable purchase price 13
and department store brand of high prices and good service, as required '

Eigen Value: 1.914 Cumulative: 63.353 Cronbach's a: .647
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< B3] S8l T3 49 Varimax 2|al

3 M-S 0] 83t A= <Table 4>} 2t} Q18X =

2 68.701%°]0 0™ a3l 7] WfHdvAd

2 7} B3}71o] Cronbach's azk-S A& Az 770004
8752 thad 2 B U dide e

A&7 AReragEe] A 1 gole “Fujol A3ukgl

o] W FFS FotR I Aok ARZE ST, “Hf

ngolud AlolEe|| FAR SYA dEdd FRE

Q3 ool obel WEe) AHd, 4, dae
Felom Gast Aol ol waow FAHol
GeH gy ole Wik ol X4 Augae

Q91 oA B, Frz g, gy geqlew
=Z3 Suck et al(2011)9] AFddeh= g o]
24, FelH g acve] yeht =29 all §
ety gAacle wes] JRE SHAT] AR =
A ool AEHow PRGNS M E7Eont
e A AT 54 7RG ol AHA F
7PE AEH AR fold 9% vRve

Bloch et al.(1986)2] 937 Z3}e} FAlSE w2tolc),

(Table 3) Difference of the ambivalent fashion consuming tendency according to demographic characteristics

Dependent Independent )
variable variable B s ! R F
Monthly average income .062 .037 1.677
Price Monthly average o 031 072 437 027 | 1994
ambivalence cost for purchasing fashion items
Shopping frequency -.090 -.108 -1.590
Monthly average income .074 .149 2.062°
Trend Monthly average o 095 096 1.338 060 | 4562"
ambivalence cost for purchasing fashion items
Shopping frequency -.130 -157 23417
Monthly average income -.128 .036 3579
Brand Monthly average =
ambivalence cost for purchasing fashion items 006 006 080 069 3265
Shopping frequency -.027 -.033 -488

"p=<.001, “p<.01, p=<.05

- 579 -
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(Table 4) Factor analysis of continuous information search according to the fashion consumption

Facto Questi Factor
actor estions
loading
I am fun to go out to buy and explore fashion items regardless purchasing. .819
I enjoy searching the product-related information from time to time in the fashion %13
Factor 1. shops or internet sites. )
Entertaining I tend to share a variety of information on fashion items with friends. 778
information search I am fun to find information regarding discounts and coupons, benefits for fashion 730
items.. )
I am interested in monitoring and searching the fashion items usually. .686
Eigen Value:3,168 Cumulative:39.602 Cronbach's a: .875
I carefully purchase the fashion goods compared the information in the many shopping %35
malls in order to purchase an inexpensive fashion item. ’
Factor 2. Rational - — - —
information search I compare and search various products and price information on similar products I 796
want to buy.
I tend to search the product’s price, quality and benefit at both online and offline 746
stores. )
Eigen Value 2.328 Cumulative: 68.701 Cronbach's a: .770
2) FdA AL nite] A& AHEHA 3. oA mdLH|Mdeto| XN FEEM O|x
(IR, AR -
%‘C”W AL o] A5H ARBAFECIETAN, 1) opma spdsngsko] A& ARERY gol
)l PIAE dEFE 8] s WA, 254 n)x|= oJa}
@i%wz(w%éﬂ, ARFH)l B g Az
B oFA M n]|Ako] X|L&x A HERA o] 51573
%7‘:%{ 7éd4~—<TableS>°1121]] giq_ [} 'IJ'H —'—100] ]—1’1 %ED"IB- Oﬂ ]]
FEFS A7) Hll A g iR

Cronbach's aZt2 A=3 A3} =% 700 o|o g &

3lo] Ao =gkt AHFE ol 87 FHHUICE 37

{
™ 1 A3R= <Table 6>7} 2t} 2|&2 4

(Table 5) Reliability of continuous information search (information search and share activity)

Factor Questions Cronbach's a
Continuous I continuously search the information about fashion regardless of purchasing.
information o . . 155
search I have a specific internet site, magazine and TV program to search
fashion information continuously.
I usually share the fashion information with friends, colleagues
. and acquaintances.
Continuous d
information I search comments & opinions of another purchaser and share those. .833
share

I write a comment in blog or purchasing site to share the information.
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(Table 6) The effect of ambivalent fashion consuming tendency on continuous information search

Del.)endent Ind.ependent B B ¢ R r
variable variable

Entertaining Price ambivalence 152 152 2.505"

information Trend ambivalence 436 436 7182 213 | 193177
search Brand ambivalence .019 .019 -.309

Rational Price ambivalence 246 246 3780

information Trend ambivalence 133 133 2.043° 091 7.112"™
search Brand ambivalence 11 11 1.696

"p=<.001, p=<.05

(Table 7) The effect of ambivalent fashion consuming tendency on continuous information search and share

Del.)endent Ind.ependent B B ¢ R F
variable variable

Continuous Price ambivalence 217 219 3.602"

information Trend ambivalence 375 377 6.208 210 | 19.016™
search Brand ambivalence 142 .143 2.353"

Continuous Price ambivalence 279 341 5958

information Trend ambivalence 342 419 7317 297 | 30.168"
share Brand ambivalence .057 070 1.214

"p=<.001, p<.05
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(Table 8)The effect of ambivalent fashion consuming tendency on fashion store selection

vaable variaple B 8 ¢ R F
Price ambivalence .064 .070 1.089
Department store Trend ambivalence 052 .057 .884 124 10.074"
Brand ambivalence -310 -340 5316
) Price ambivalence -.084 -.096 -1.443
;fﬁe clothing Trend ambivalence 153 176 2.645" 048 3.578"
Brand ambivalence -.075 .058 -1.288
Independent Price ambivalence .081 .085 1.290 .
fashion specialty Trend ambivalence -.015 -.016 -.246 .068 5.225
store Brand ambivalence 235 246 3735
Price ambivalence 146 162 2.492"
SPA store Trend ambivalence 236 262 4.034™ 095 7506
Brand ambivalence -.010 -.012 -.178
Price ambivalence -.095 -.106 -1.641
Discount store Trend ambivalence -.259 -.288 4457 .104 8.247""
Brand ambivalence .086 .096 1.477
Price ambivalence .169 .186 2.820"
Street store Trend ambivalence 169 186 2.820" 070 5357
Brand ambivalence -.024 -.026 -.396
Price ambivalence .086 .091 1.379
Outlet Trend ambivalence 241 255 3.880"" 074 5676
Brand ambivalence -.016 -.017 -.264
. Price ambivalence -.037 -.032 -.504
ig;?lmet shopping Trend ambivalence 317 274 4316 137 11314
Brand ambivalence 285 246 3.881°"
Price ambivalence -238 -248 -3.805"
TV home shopping Trend ambivalence 144 150 2.297* .089 6.966
Brand ambivalence .067 .070 1.070
Price ambivalence 123 124 1.845
Traditional market Trend ambivalence .064 .065 964 .034 2.530°
Brand ambivalence 120 121 1.805
Price ambivalence 162 172 2577
Multi editorial shop Trend ambivalence 111 118 1.772 049 3.652"
Brand ambivalence .068 .072 1.084
"p=<.001, "p=<.01, p=<.05
Zopul, SRR, JEFEAS HAEE Wekd  Zlow ehdnt
(R= 124 F=10.074"), HFJFaPER= 048 =3, Betaph Saf 7HAFade SPANE, 7174,
F=3.578"), HAH[R>= .068 F=5.225"), SPAYEZR’= TVExd, d9e] AL o A5sd, Saokane
095 F=7.506""), th8 & H(R*= .104 F=8.247 ), 7}F+ 3 oFaW= SPAYE, gk, 7154, ofed, <l
AR’= 070 F=5.3577), ol&(R>= 074 F=5.676 ), ElYagEg Azalglch FuPFade wshd, 45y
QYA ER = 137 F=11.314%**), TVEARIR= < ] Az31ch
089 F=6.966***), AAAIFR= 034 F=2.530"), el <pula sjuizngge A, A7), HACE
BINHR= 049 F=3.6527 )0 frojnlat JFde vixle 2 A1), BEGEEE, Qe SR s
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