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A Study on the Image Types and User's Preference on Image-based Fashion
Curation of Domestic and Foreign SPA Brands

Ji U Kim and Kyung Wha Oh'
Dept. of Fashion Design, Chung-Ang University; Anseong, Korea

Abstract : This study classified and analyzed the types of images posted on official accounts operated by domestic and
foreign SPA brands on Instagram and Pinterest, which are image-based fashion curations, and performed a survey on pre-
ferred image types in the fashion curations of SPA brands. It aims to induce active apparel purchasing behavior of con-
sumers through the suggestion of image types about fashion curations for effective communication between fashion
brands and consumers. The survey to targets the 20s and 30s was carried out from October 23, 2015 until November
22 and conducted factor analysis, paired t-test. The above images were classified into four types based on previous stud-
ies: product images, brand images, lifestyle images, multiple images. The results of the survey were also divided into four
factors in line with the classification of image types. Generally, foreign SPA brands(H&M, Uniglo, Zara) used image-based
fashion curation services more frequently than domestic SPA brands(8Seconds, Mixxo, Spao, Tngt). The analysis of image
types in the fashion curations of SPA brands showed that product images accounted for the highest proportion of images
used in the official accounts of SPA brands. However, the comparison of averages on the preferred image types of survey
respondents showed that the users who had once visited the official accounts of SPA brands on Instagram and Pinterest
preferred in the order of lifestyle information > product information > brand information > multiple information provided

by SPA brands, which was statistically significant.
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SPA(Specialty store retailer of Private label Apparely= ¥
W Slegolep|Erhe FR e, dE9] I {5 #olol
A AMEEE ZEOE SPA Bl V)8, Akl §59 =2
A2=E Fgste] A&l 284 Ak dnjs 54o=
3 (Kim & Lee, 2009) ©]& 1986 ©]=+ GAP jite] ZA4t
BRI N2 AFGAA s =Ed= 34 (Donald
Fisher) 3]°go] AelstHr] AAG 2o HEZ} PB o7
ghdolo]th(Shim, 2002). T3+ Shin(2011)0)] 23FH SPAE A
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Table 1. SPA brand rankings by Brandstock(October, 2015)
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A=s Z7MF o Fodsle] AES AL 2 FjsleR A&
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Aol AR dFe] S HAmde 2 (Steven,
2011))S §13F FaolXd &5 B FeAEg 2 4 9l
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2| Felold(Curation)y Pl HaHollN A S &
z]—i o= xl—ﬁo A‘]PH 2 x%A]g}L: ‘_‘,_1@,4 x]-%o tc~p—_ %_
oA k(Steven, 2011), HZ 25 ZntE 7]7]9) IEYlS] B
TR QT AE 5 5 ¢ FE AN FH 9 gite
2 JEZe FE oY de tlES Pae] Felze) o
g "EolE 53 o] ARE tFe FROE 1 et
g AMEE 2 TJoo, 2014). Wk FHlolAe] AEge ©
T AE ] YAE HolA FE AT 9 ARRE
Fote] AdoelAl AR AR 7IXE Aitsts ZgolH 71

Brand share Consumer survey

Itemizes consumer survey index

Ean Brand BSTI index index i . . Purchasing
ng (1000) (700) (300) Cognition Favor Trust Satisfaction intention
1 Uniglo 856.21 619.2 237 84.1 843 76.7 76.6 73.5
2 8seconds 736.55 5214 215.1 83.0 75.0 65.8 68.6 66.1
3 Zara 727.13 511.8 2153 79.6 772 67.3 67.9 66.9
4 H&M 684.24 469.7 214.5 77.5 76.5 68.9 69.3 65.3
5  Mixxo 619.8 413.1 206.7 79.9 71.8 61.9 65.7 65.2
6 Tngt 585.88 381.8 204.1 784 70.9 63.4 61.2 66.1
7 Codes Combine  551.18 3535 197.7 73.5 70.2 61.4 63.8 60.5
8 Spao 532.11 3253 206.8 82.7 74.8 60.9 65.2 61.1
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Table 2. Classification of curation services due to the type of information

Type of

. . Function Curation service
information
Images . . . .
& - Image creation and sharing - Pinterset, Instagram.com, interest.me, Tumblr.com,
movies (in some cases, link to the purchase page) Visual ly, stylesha.re, The fancy.com
Vi
Shobpin - Sharing contents that user edit, link to buy the product page - Polyvore.com, Selectshop, halfclub.com
PPig Shopping curation based on the big data or experts recommend - Mom Pic, Shoedazzle, Fab.com, Cova.kr, Buybox
News - Users create and collect information in a personalized newspaper . .
P pap - Flipboard, paperli, editoy
& format to share . .
. . . - Kakao topic, Cash slide
contents - Personalized content recommendation service
- Earn ‘bedge’ authentication check visited places - Foursquare
. - Directions to someone in an area where the user - Facebook places
Location . . . . .
- Fashion information sharing, conversation on each country - Fashion map
- Connecting with user’s friends in a nearby place - Seeon.kr
- To recognize the speech patterns, generated a list of topics that you .
Sound specify gi deos P P g P 4 - Blinkx.tv
\'% .
& etc P - Umano, Melon radio

- Customized news or establishment music channel
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Fig. 1. Sample configuration of Instagram & Pinterest screen.
https://www.instagram.com/tngtagram, https://kr.pinterest.com.

1| Facebook
3 - eBizMBA Rank | 900,000,000 - Estimated Unigue Monthly Visitors | 3 - Compete Rank | 3 -
Quanteast Rank | 2 - Alexa Rank | Last Updated October 1, 2015,

The Most Popular Social Networking Sites | eBizMBA

fa

L J

Linked(fJ.

Dinterest

book

2 | Twitter

12 - eBizMBA Rank | 310,000,000 - Estimated Unique Monthly Visitors | 21 - Compete Rank | 8 -
Quantcast Rank | 8 - Alexa Rank | Last Updated October 1, 2015

The Most Popular Social Networking Sites | eBizMBA

3 | Linkedin

18 - eBizMBA Rank | 255,000,000 - Estimated Unique Monthly Visitors | 25 - Compete Rank | 19 -
Quantcast Rank | 9 - Alexa Rank | Last Updated October 1, 2015.

The Most Popular Social Networking Sites | eBizMBA

4| Pinterest

22 - eBizMBA Rank | 250,000,000 - Estimated Unique Monthly Visitors | 27 - Compete Rank | 13 -
Quantcast Rank | 26 - Alexa Rank | Last Updated October 1, 2015.

The Most Popular Social Networking Sites | eBizMBA

5 | Google Plus+

30 - eBizMBA Rank | 120,000,000 - Estimated Unique Monthly Visitors | *32° -
- Quantcast Rank | NA - Alexa Rank | Last Updated October 1, 2015.

The Most Popular Social Networking Sites | e8izMBA

6| Tumblr

The Most Popular Social Networking Sites | eBizMBA

7 | Instagram

| 77 - eBizMBA Rank | 100,000,000 - Estimated Unique Monthly Visitors | 49 - Compete Rank | 145 -
| Quantcast Rank | 36 - Alexa Rank | Last Updated October 1, 2015,

| The Most Popular Social Networking Sites | eBizMBA

8| VK

97 - eBizMBA Rank | 80,000,000 - Estimated Unique Monthly Visitors | *150* -
*120* - Quanteast Rank | 21 - Alexa Rank | Last Updated October 1, 2015,

The Most Popular Social Networking Sites | eBizMBA

Compete Rank | “28*

| 34 - eBizMBA Rank | 110,000,000 - Estimated Unique Monthly Visitors | 55 - Compete Rank | *13* - ask ﬁ»n 779 - eBizMBA Rank | 37,000,000 - Estimated Unique Monthly Visitors | 2,046 - Compete Rank | 113
Quantcast Rank | 34 - Alexa Rank | Last Updated October 1, 2015, . - Quantcast Rank | 179 - Alexa Rank | Last Updated October 1, 2015,

Compete Rank |

9 | Flickr

123 - eBizMBA Rank | 65,000,000 - Estimated Unique Monthly Visitors | 138 - Compete Rank | 139 -
Quantcast Rank | 91 - Alexa Rank | Last Updated October 1, 2015,

The Most Popular Social Networking Sites | eBizMBA

10 | Vine

581 - eBiZMBA Rank | 42,000,000 - Estimated Unigue Monthly Visitors | 237 - Compete Rank | 335 -
Quantcast Rank | 1,172 - Alexa Rank | Last Updated October 1, 2015.

The Most Popular Social Networking Sites | eBizMBA

11 | Meetup

596 - BizMBA Rank | 40,000,000 - Estimated Unique Monthly Visitors | 791 - Compete Rank | 701 -
Quantcast Rank | 296 - Alexa Rank | Last Updated October 1, 2015.

The Most Popular Social Networking Sites | eBizMBA

12 | Tagged

T‘m 702 - eBizMBA Rank | 38,000,000 - Estimated Unique Monthly Visitors | 1,082 - Compete Rank | 615
- Quantcast Rank | 408 - Alexa Rank | Last Updated October 1, 2015.
The Most Popular Social Networking Sites | eBizMBA

13 | Ask.fm

The Most Popular Social Networking Sites | eBizMBA

14 | MeetMe

1,457 - eBizMBA Rank | 15,500,000 - Estimated Unique Monthly Visitors | 1,407 - Compete Rank |
635 - Quantcast Rank | 2,328 - Alexa Rank | Last Updated October 1, 2015,

The Most Popular Social Networking Sites | eBizMBA

meetmee

15 | ClassMates

1,487 - e8izMBA Rank | 15,000,000 - Estimated Unique Monthly Visitors | 153 - Compete Rank |
285" - Quantcast Rank | 4,022 - Alexa Rank | Last Updated October 1, 2015.

The Most Popular Social Networking Sites | eBizMBA

Fig. 2. Top 15 most popular social networking sites(October, 2015).
http://www.ebizmba.com.
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olmr] FYS R/ 9 BAg B4, 12T AL
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3o, SPA HEl=o] Flo|d AR}t SHe As oln|#] £
3} SPA BA=/L ARH o2 AMgeh= 111]11 s vl
3 2oz SPA Hal=o g3 A Fyolx
A &g FAHA WS BAg)
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L}

917k olm

32. Xz =1 A 24
A ol A ol
2Rl &g Egsle 300 A4e fIgk A FEleldJoo,
2014y, ‘A vit]o]E 43 oA Bals miAge] Bt <
T(Lee, 2014y, “Z2H SPA Ha=¢] oJu|R)7ut wAE =
Bl 2B &3t AlEEA] A (Lee & Hwang, 2015) 52
AP, Al RS &85 o]&8F 1S sl Q&
El3is} FEFZEA o]FA|E SPA BAEo] s o]n|x|
Felold 43 57 ¢ 48 vEoE A 2AE Hdse
AFH A5 BT A7 HE 20159 S/S Al oF
3t go] 7|7kl AA AHHAE BE ouXE B3 A3
T(Lee & Hwang, 20152 BlElo 2 F 219 APd 24
SAIE AR W A2 20159 109 23U %H 119 2297}
2] 717k B 7F B = W ArEE oA E Tt 313
th2015d 1Y 22 71%, ¥ 17,307%). =4 omx] Fo]
Ao 3 24 = ?3—8— WW"] opde] s Hof AEI} 5
°Ur A FARNZ T2 160719 oMAE 71EHE 471
PO Z omXE ®F3 }~ F ] A B gAE A
;q, 60% o] 97 FAXEE Holg o|uAE 7|FLE J
o A7ES Ul AA o] E BRI Iz el ) A
H2Eo| Ueid A Tl olnx] {3 MEE A
AR 2ARE olHA] H8 EF7E B3l AF FERAE, B
= FRAY, gho| =2l HRAF, W—i AEAF o]HA]
£ A8k AR olnXe] gk A

>

=

L

rlr

£ ARESIeH, 5088 tideR o oﬂﬂl@}%— o g 5
Asle] B AN E £ 1150 o3 AES A7siio.

A2 SPA BE=S] F o]g AEZ? 20~30t] YHE U
dog -8}MJKL AXER1H H= FEHZEA 24 F<l

o B 7Ex] Byt HE 713891 ‘E# =B (Brandstock) ol
A FAS B#E 71X 24 (Brand Stock Top Index[BSTI],
2015)2 7150 % (Table 1) FH2ET A Folke] Bl Fojx
el AEHEES S8ah= ollo)X|ddl, FUEE, &
2, oSlAH=, v, A E, 28] Tl HAEE thyd
o2 ek S FEold AHlEae AF HddEo] =2 o
v 71ke] AfFUAol o] o] A e EA& AU EE(Choi

Table 3. The general characteristics of the sample

Variables Category Frequency  Ratio
Male 49 24.7

Sex
Female 149 753
20~29 148 74.7

Age
30~39 50 253
University/college students 123 62.1
Highest level  University/college graduates 46 232
Graduate school 29 14.7
Under 100,000 won 52 26.3
Clothing 100,000~199,999 won 32 414
expenditure per 200,000~299,999 won 48 243
month 300,000~499,999 won 7 35
Over 500,000 won 9 4.5
Under 1 hour 4 2.0
Average daily Over l~under 2 hours 63 31.8
time on the  Over 2~under 3 hours 75 379
internet Over 3~under 5 hours 41 20.7
Over 5 hours 15 7.6
Under 1 hour 117 59.1
Average daily Over l~under 2 hours 37 18.7
time on the  Over 2~under 3 hours 33 16.7
curation service  (yyer 3~under 5 hours 6 3.0
Over 5 hours 5 2.5

et al, 2015) & AFolxe oJw]A] 7Inke] Falo]Ad AH|ASl
Qe FHHAEE FHoRE ATE st
AR SEAe] A”dls 20007 74.7%, 30017} 25. 3%?;_'—,
FHF sHH2 SEA] 62.1%7F tSH, 232%= theh &%,
14.7%7}F ekl A&k ojatolith mrldE =31 eyl ;g:
= 3 dBe AU 08 AIZEE 1AZE o) 2417 mgk

o] 31.8%, 2AI1ZF o) 3AIZF HHlo] 37.9%= E2 H&S A
At PR, A2ETH EE A AES] AHF o] g A

7k 1AZE BIRK(59.1%)°] 7S ife TR JAEATT AE

SEAR] G o EHE-2 107 9 o] 207k & w]Rk
o] 414%= 7P e H]‘EE 2o, 109 ¢ wRke]
26.3%, 209+ 9 o)Ak 305 1 nwho] 24.3%9] WkAS ®ITh
(Table 3).

3.3. 0[0|X] REel 27
ojulx] 7]RF FHolAd Myl HEHAES} 2~El13
Al o]FojA]= SPA EAl=9] A Feold £3 ERe BEAl
olmA7} FHE= Fefol el A Aaker(1997)9] A3
AT} o5 niEro 2 AsNE Lee and Hwang(2015)2] HE ]
2E ]l #Ho]A] BE oln|z] {8 AR #3 AFE vig
ojFoFlon, olE HIEHOR tEE {32 AF HEA
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Aaker(1997)

Forms represent brand image

{ Product Type ] [ Product Attribute } [ Reputation } { Lifestyle & }

Personality

Lee & Hwang(2015)
Image type on Pinterest's

main board - brand's product

- pidures wearing dlothes

- store guidance, logo
- events, fashion show
- advertising and
promotional material

Product ‘ Brand reputation

e = ,

Lifestyle Others
- more than two
brand & consumer- types mixed
related lifestyle image - images that do not be
included any type

———————— e

Product image

one or more information
of the brand's new product

Brand image

store information, events,
collaboration etc,.

1

1

Lifestyle image Multiple image
blended picture two more
types or provide others
information that is not in the
analysis types

brand & consumer-related
lifestyle image

Image types on Instagram & Pinterest

Fig. 3. The classification of image types in Instagram & Pinterest.
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ARESIAL = oA HE B4 HROR Anj: FHE9
o] w2 oln]x] f3e] vl& B a9k 59 SPA EA=
o] olmA] f3e] Hlg gk vl AL o, olE F
sk Azl oS3 ZTH(Table 4). U SPA Bl =S4
=, vz, 2319 EJIXE] )9} 59| SPA HA=(eo]x]qllsl, &
YZE, Aghe] ovx] {8 48 AvEH, 94 AF R
o] ojulA] {3 Hl&e] 7P¢ Eohe A3t 7} onA] {39
Hlgo] 3 I7k fA1SE S Btk 35 E a4e ki
T Atk oluR|e] A ko] A, AT W el Z
HAE F o|m|9] £ 2| SPA HIM=7} = SPA Hdl
=R} 108 ol B Zo|7t YR, 59| SPA BEAE=T7F B
o 5o o ARE Sole] AHReA B olnAE
E3A7IE ARUACIA 85 32 eS¢ Uk =
3 QIzEla# sy} AHHAES Pk ovX] £33 H&S
QIZEfge] 7 AiHo s Hals FRAF owA|7f, A

HHAEE Zlo|Z2Eld HREAF o|v|R|9] vFo] =4 UE}
=g

HAoHa AuEH, do]X|Qliqle] -5 AEHZE AdolA
o] AF AEAF omA| {3 HSo] B Hillsof Hs] A
A8] wokoH o] AHYZES HEE /43 9o, TPO.
£ 783 ‘Party time’, ‘Dive in to swimwear’, Z=}Rd|]
A AES AAE ‘Balmain x H&M® 5 ThFsk 78| 28] =
T4E 2570¢] RETt AlES) dEE ZRE AlFsial 7] o
o2 {53 B & vk AZEHAM = AF HY BA
= 3 7P 2 22920159 1€ 238 715 10,900,000
HYE HR{3laL e AHHLES) vlusie] Bt gH

Al omA7E w2 WSS 2RISR AU

l

ZAF U BAlE e T "B 7MY B g2
o153 1Y€ 239 715 179,9000] B)S HH3l JE

UE2E AHHEES} JAXEad RFoA AF HRAF o
mz18] vlgo] 7P A Ukt ABEAEANME AlF
vz 3 F ‘Uniglo cashmere’, ‘Uniglo flannel’ & 44
UehflEs Bere] ARgollx Bl Hal=ste] xjolfjo] 2ty
Jes & T At JAEEaHeM = Elo]Z e HRA
Y = 59 JrAT oA 99 vleo] Yk
= FEolM Hall=e] 54o] =eton] olE Fojo] oA, A
3

b5 AE A4S Agsiee R Al AFsiar USS

N

ofl kI

Apete] QI&Ead 34 AelME A EAES} Blaslil
= W, AEQl ojmA|e] 7F Aot AlF ArAE olv
A frdol 7P w2 vES AAEL Jivks HollA v B
H=st FARE FFE B B3 FEEAEdME Bl
= = B=9] FAoA “‘Campaign
awl2’, ‘Campaign ss12’, ‘Spring summer campaign’ 52 AM&-
sto] Hallzo] FRE A7 ok =g AA onjA] A
FollM e B JRAT olvA] £ Hlo] 2 FellA]
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Table 4. The frequency changes of image types in curation platform of each SPA brand (unit:qty)
Category Instagram Pinterest
Brand Date product brand life multiple total product brand life multiple total
2015. 1117 534 57 33 1741 4948 - - 239 5187
HEM 1023.  (64.2%) (30.6%) (3.3%) (1.9%) (95.4%) (%) (%) (4.6%)
2015. 1168 544 60 45 1817 5212 - - 272 5484
1122,  (64.3%) (299%) (3.3%) (2.5%) (95%) (%) (%) (5%)
2015. 422 245 3 7 677 1840 24 - 220 2084
Interna ) 1023.  (624%) (362%) (0.4%) (1%) (882%)  (1.2%) (%) (10.6%)
“tional - Uniglo 2015 446 258 3 10 1840 40 294
brands ‘ 717 ) 2174
1122,  (622%) (36%) (0.4%) (1.4%) (84.6%)  (1.9%) (%) (13.5%)
2015. 577 215 15 9 316 2019 570 1653 - 04
, 10.23.  (70.8%) (26.3%) (1.8%) (1.1%) (47.6%) (13.4%)  (39%) (%)
ara
2015. 608 219 15 10 852 2114 593 1653 - 4360
1122,  (714%) (25.7%) (1.7%) (1.2%) (48.5%) (13.6%) (37.9%) (%)
2015. 630 223 5 18 376 17 2 5 4 28
8Second 1023.  (71.9%) (25.4%) (0.6%) 2.1%) (60.7%)  (7.1%) (17.9%) (14.3%)
econds
2015. 652 234 5 40 931 17 2 5 4 2
1122,  (70.1%) (25.1%) (0.5%) (4.3%) (60.7%)  (7.1%) 17.9(%) (14.3%)
2015. 149 91 3 6 249 13 - 3 - 16
Mi 10.23.  (59.9%) (36.5%) (1.2%) (2.4%) (81.2%) (%) (18.8%) (%)
1XX0
2015. 165 106 3 6 280 13 - 3 - 16
National 1122, (589%) (37.9%) (1.1%) (2.1%) 812%) (%)  (188%) (%)
brands 2015. 111 47 1 9 168 - - - - 0
< 1023, (66%)  (28%)  (0.6%)  (5.4%) (%) (%) (%) (%)
a0
P 2015. 135 63 1 12 211 - - - - 0
1122, (63.9%) (29.9%) (0.5%) (5.7%) (%) (%) (%) (%)
2015. 151 112 5 46 314 - - - - 0
T 1023.  (48.1%) (35.7%) (1.6%)  (14.6%) (%) (%) (%) (%)
n
¢t 2015. 163 115 5 55 138 - - - - 0
11.22.  (482%) (34%) (1.5%)  (16.3%) (%) (%) (%) (%)
2015. 3157 1467 89 128 4841 8837 596 1661 463 11557
Total 10.23.  (652%) (303%) (1.9%) (2.6%) (76.4%)  (5.2%) (144%)  (4.0%)
ota
2015. 3337 1539 191 178 5245 9196 635 1661 570 12062
11.22.  (63.6%) (29.3%) (3.7%) (3.4%) (76.2%)  (5.3%) (13.8%) (4.7%)
e AEFF golZiEldo] EJE ou|R|Y AAIZE Bl ©] T A5 FF 71 B omA] £ BTl glYleng Q1A
FAR L 7] wgel] vYehe Adet &+ vk EldS FHOE o] £3 HES AT EITh AL thd
oAM= 79 AXEll AHHXE F 7HR] AfH| o] T HA=EH nRPAR AF BREAF oA 9] H|&
BRA 32 ARES IR ¢ o ABFZES] A o] 7PE =skom 7} ojux] {&ol gk HEE & Y7b

EN
F ZAE 717 &9 olvlA] JHe] WSkt 11 710l A

AYel S BTk A} 7

wo] e olwR]e] 7} Hof, IAEaS FHE R ol
A el #e BAS et IzElagelx] Bt
ARgERE AR B F9EE AlF BEAE oA F99 BlE
o] 7P wkom, AL 717 Ftelle AF ARAT ovA|
oF 5914 FEAF oluR] 4] WEe] 7P B FE B
Atk Fme] Felre dadt TP B vehue 544
1 o] =iyttt

n)zo] 9= ) SPA HaAl=2A QX Elay) dEEA

E 5 AMH|E 1ol 3] Aol iglon, dEHAES] 7

&

ol 38,6000 HOR FIISIANL Ak B B
= oA AXNEE g BEY ST Fol7t AR
ge] =2z YT

23k9= 1)) SPA BA=Z ZA} 7|7} S| QlAEl@ o]
ARE 32 ARE Gk e, el MulaE F
Hog AmE A AF ARAF olnA] {3o] /Mg =&
HIE-S AL Uik Z12ke] ojulx] {3 gt Z
Ab 717F &Rt WEol A9 glo] FARME:
HAMAo=E olmz|e] o tigh WFe| Fo] Agtor} H= Q]
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RS HEAEA] 355k A7 Bker, £ rd9] Instagram &
0]11]2]7]- HIA]E]}C oT -éiﬂﬂ =] "101'71] /o\ol"‘ o“[‘ﬂ' Pinterest,

ST a1
=] SPA EME=2l ElQIXEE 23199} w2 EA| Instagram,
AZEf2HA AT 2] AR 283 Slo] °o]F 7IEe 55.1

W3l FolS AuRIT ElQIXElS] A9 AL tide] B B
=

Aol vjsh Al FEAE olnA] F¥0] AL FEE HIAL

Pinterest,

o, o]¢} tiEe] B34 ArAlF onAI7t A5 £ HE

S UERH IAeh 591 BRAE WA 9] 75, mhA] H 3

= EEAE oAy 7H9] omR7F EAA she] o= 14 Fig. 4. The experience on Instagram & Pinterest(%).
He FHE oMAIE AXske WAe] v Aoz Qlat

of I H&o] oS & & Utk £

4.2 Feo|M MH|A EHE0| mE SPA 22i=9| o|O|X|
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B Aol oL sle olrlA| 7Nt FEleld Muls E
Q) A2Ela ) AHYXES 7|E0 R HFslsle] SPA i
Ha=e] omR] §3 FAS ATEF, JIXE a2 AR
2E9} HWEINE o °l‘1]2]°1 AH 7 Hes g F
Rlom, Ea Q2Eage) A9 Helgl2Enr vAE An
2 AFHE om9) Wae] S ol T BHAT o
nA) fge] Hlge e HFS Bl ol ArEae] 7
& AHATE 217k oluiAE AeH o A7 QA7) Ais 1
ShES QUEsolsrl FAseIle] 7 Bak=e) olilE Hurt =
27 olulAe] wF sl e S4o] ueld Holeky ¥ £ S
& ik, WElglaEe] 49 REE olgsle) take FAE 4
AgslaL ol Feele AEES }‘]”Q'Z}oﬂﬂl =29 5 9on, Fig. 5. The selection of the most visited SPA brand(%).
AZE L 23 A9 AT AEL P 4 A Aol
ERo] A%o] ool Aulze] Y, o} BEH AF  Fele BYES Mulsh BRoldE 823%% Akt
BREAZ owAol] thek HlEo] EoS & 5 SUTh o] SHAE AZElaAS MEsin. 7 FYEe] A5 o]
ol gk 2t e EdoMe s Msshe 45
4.3. 0[0|X] 7|4t ojM 2ol o|&Xte| o|O|X| Ms © “FH AlgEo] Bol ARt tisskE Al A=} E7]
A= SPA HAl=o] oA Feleld ofw]A] A3 el HZrolehs Sl 7MY Beken Qo] xe] e e
ek A ZAS Al3sle], SPA HaAl=9] Faold ARAr} AHHZES &A] FeA, “Fx2 H3 Mujzeluzg os
ST AT oA F83} SPA HA=r} ArjA o ALg-sf A, “aE el " o vtk 3 QIAE
€ oA F¥E& Hlwsl So24 SPA Hal=e] g3 siA S Asshe SHAES FAoR 3 Jue| S 9
FHlolAE 9% omA] Fgo] FAZ WS BA SR} & BEHo2s AHYIES} Holdg I Audke A9t
siich i A A3 FHlold AHlA FRE JNEe R A o ATk W AHHAES A 3gate «dEY o
F& Mg AEE B FEAAME 30.8%2 SEAVL T &t AR F50] Lolghg HFe] yPY & olfE 71Ed3l
Aol e Aow ko, QIAEagoly AHYAE o om 53] ojwx] M} £ 9 I Heldks M Ve
£ A, 7P Bo] WHEshe SPA BIlE= GUFEE, do)x|el &k,
o, AEte] og Fo] Hallsd] tigh At =2 e & AHEAFEC] oluA] AT fol B3 AR A= Table 59}
AEATHFig. 5). A=t H I} TﬂEﬁﬂ/\Ei’J ol-§ el Atk AL oA /§8 RS B3l Aol AF HEAY,

& ARNE ALETY 55.0%, HALE 3.0%, F K BAE ZRAIE, delzirel AuAlZ, 2394 JuAlF ol
W ol §ATHE 419%E UEhIROtkFig 4), 78 8ol At IS TS AR olnlAel tid AsEE B ggow
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Table 5. The factor analysis for measurement of image preference value

Items Multiple Lifestyle Brand Product
information information information information
Images of the brand story 911 119 -.103 -.164
Fashion-related video images .822 025 -.089 191
Various images of design inspiration .816 209 .007 -240
Images of user's fabric style and fashion trends 127 834 281 -.055
Coordination images of fashion products -.046 756 -.094 306
Lifestyle images of consumer wearing the products of its brands 257 710 281 .020
Images of store information about the brand -.079 .144 761 139
Brand events preference regarding price reductions -.249 350 714 -.060
Information of brand collaboration .500 -.180 612 393
Images of product price -.350 -.025 .163 790
Images of new product images preference .190 417 .064 710
Mean 2.733 2.181 1.678 1.522
Variance(%) 24.845 19.823 15.254 13.837
Cumulative(%) 24.845 44.668 59.922 73.760
Cronbach's o .852 748 572 .501
Table 6. Paired samples statistics & paired samples test 5. 72:‘ =
Variable Mean S.D. t P
Lifestyle information 37273 75902 0 B A7 oA 7kl FEold Murt At & :‘15} a}
Product information 3.6035 57937 AY o] ol wh, = - 9] SPA Hl=rh S-8-8a 3)
Lifestyle information  3.7273 75902 = oA & FAs B, onA] ol MEleE A
Brand information 35000 6138 00 AE ARESh= o84S R Hoshe ofuiA f3el o
Lifestyle information 37273 75902 e g RS Afste] 7192t ke 284 AR j Ao l/‘:%
Multiple information 31380 84502 ' 7FesAl she &9l A FEolA o] 1 82 Astst
Product information  3.6035 57937 . A S °i°“4 7] A7ARERE v e RS it
Brand information ss000  eizss o 3, QIZERH, B SER A o] FofA= SPA HAHES]
Product information 3.6035 57937 5049 000 j]]—/\q o)A olmA] F3 ‘%‘O—Evj’ﬂ sk 7%_3"]45&‘:}:%74'
Multiple information ~ 3.1380 843502 2t SPA BHl=e] ol o] el tieh e A
Brand information 35000 613 e Zg]fﬁ;ogf:i ]ﬂfiziﬂllE1°2“!;fi£ﬁj}iﬂli;}
Multiple information 3.1380 .84502 > — — 1= c © > TTH © ©
R o oz FRagon, AsEads) NEYiES e
= U - & SPA HA=o] F2 Aol AlFE oWA] {32
ARkH oz AlF HHAE owA] Hlgo] 7FE EUdTh 53] &
TAsaTh 291E 2 AFE #4E st A5 47t HZo wet A olm|A] FF el Aol7k U= A
Z18] s FEold s ow|A] foll it e ol A o] AZ FAE 2B o] 9 AHHRERT UA|
LT F2 WM FAF R foldh xpol7t eA] AR oA F4€ °1 HE, Aol & HIl= AuE AlF
7] $lete] &HE AR ORE Hlawgh A3} ow|x] 7k S Sk olm|A|] Hlgo] %1 3}014*5}& w2 el mle
old MH|A AREARES Blo| 22BN ARAE oA 3 & e AYS o} W, 2zt om|x] F= A AlF vt
AR fresil 7P dushks Zlow veikth s 7hsd BlEe] 34 *POI_E o] 5o] 7hsslES Al&Fe]
o 2e AF ABAT oA FE& Husin, Hl= HrA TEE] L, RES o]gslo] thdet A AH g ofo F
& ouA g E9H FRAF onjA] £ow =E:Ht Fole AFES ARA A =58 5 Sl ABHRES] A
(Table 6). $- AF olWA Ao that Hlgo] AiHoR =Tt
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