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Effects of Self-congruity and Functional Congruity of Luxury Fashion Brands
on Purchase Intentions: Focusing on Self-construal Moderation

Seo, Jiin" and Lee, Eun-JungJr

Graduate School of Design, Kookmin University, Seoul, Korea
Dept. Fashion Design, Kookmin University, Seoul, Korea

Abstract : The global volume of luxury fashion industries has continuously grown with the influx of young consumers
in 20s and 30s, yet little research explores luxury consumption patterns of the young consumers. Given the crucial impor-
tance of socio-psychological shopping values in luxury, the current study explores the effects of self-congruity and func-
tional congruity on purchase intentions of luxury fashion brands, and the moderation of self-construal in the mechanisms.
An online study was conducted through Google Forms with a total of 227 Korean respondents of actual luxury con-
sumption experiences. The data was analyzed using SPSS 18.0 program. The results of the study reveal the following:
(i) Among the three factors of self-congruity, ideal and social self-congruity factors have significant positive effects on pur-
chase intentions; (ii) actual self-congruity has no statistical effect on purchase intnetions of luxury fashion brands; (iii)
functional congruity has a significant positive effect on purchase intentions of luxury fashion brands; (iv) no moderation
effect of self-construal was found in the relationships between the three factors of self-congruity and purchase intentions;
(v) the moderation effect of independent self-construal is significant but negative in the relationship between functional
congruity and purchase intentions; (vi) the effect of intdependent self-construal is not found to be significant in the rela-
tionship between functional congruity and purchase intentions. Managerial and theoretical implications are discussed.
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1. M =2 H3 e}k 71 AAAMERS 2017d% 20300 AH|=Re] S
HE & AFEo] Adwe} Blws] 20163 30%t, 20173
A7) AAZ sk ¥kl A Age] HAF &M AlE 40%S 7123tk SEICH“Young consumers”, 2018).

AFol= F3al GAE (luxury) A A FESE F7HA El AlFol vl gME A LHel TP FrEeRle &
g 2o b, 2 F4lde 3-S5 AHR] A A1l AL BAHE 2nprt 222 s gAY Zdiske A &
o] 9ol AthAhn & Lee, 2017; Lee, 2017). ©] & ALS] Bl g I 2= &4 95 A-EEY Advks Aotk
A A 2ATEA] 40-500 Az A= o] Jdd AEZ (Berger & Ward, 2010; Choi, 2011; Dubois, & Duquesne,
ol BME SEQA 2 HAtEo] Rz r H 7As) 1993; O'cass & Forst, 2002). ZH|Zb= A|EY Fojé} 262
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Fate] AAlel FAPES BRIF AFeth(Berger & Ward,
2010; Choi, 2011; O'cass & Forst, 2002). EAg] WA B
=t SFATIE A AR &= Ao} oulx| ] g g #

S Aol UX|AJWAE ofZHAhn & Lee, 2017), BH=9]
7153 #AAE e AAA E=S WESTHA & Lee,
2017; Dubois, & Duquesne, 1993). & AH|27} s A&
T & o Zdishs AR 7158 FE

5 o] glom, o]y st
Azt s BAEe] 715 R Axe AR 2 BlES
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Boksk 7 HAse] it 49 20S APAE Fed
%l T ShpolthAhn & Lee, 2017). &H]AFRE0] ARdlo] AHE)
BA=E BRI 24 ), S AFe) $50 sk 4
5 EE AL EQls WS A71E Fa8 2ot
A AATES A A8 Aol A &
H] Aol FEa] B ouAe] Fo4 B HME Has
o) A8 AP)A &7 F5e] e R 9T (Ahn & Lee,
2017; Berger & Ward, 2010; Choi, 2011; Lee, 2017; Park,
2012). ¥HH, HAG AFolzke do A= *HM M ES

3 AslEIEe) 7ho) i B AARTES ov, A
o) Bl Aol Avae] Aol 2 7 QAHel diet &
F7h 20l B 2 ool wxE gl tek 45 A
T ok W& APolth. 53] AW 4 Eok 4EA o
Hel W] 34 Fo= FaET Qe 20308 Fe A%
B HEOR U A9 9T o SEAS. A 5 4

2 3P 1 ofuurt el Ao etk ARE
M A2 5 9 B wHulo] gowA A HA
5 oo ok A4 Aol B, ABEE TS A

o]
7Hg B go]Z 2eje] shko @ ARARRS 918k X FA)
7F d2kstElo] IthAhn & Lee, 2017; Park, 2012). ]l
upg} o]Eo] AArE S8l AEdhe T RSl Sk
A, AN a5l AAA 4RE L FPAF 245
w22 FEEQE G A Ao Azl thekst AEA
3 dEIFeE 3 9 UFsE de FAOITH“Young

consumers”, 2018). Wekx M) S A)Ze] FQ LH|ZO
2] 20300 FE AnAEe] GME A Lo gk o

T e AFHoE NZ AXEE AFE Aol

£ AelXE gag Bz tis] &Rt Xzbske 2
oF U4 9 7|5 dxAol sl Bz tigh ujelzo
vRE dES AFH R ATt gt BEgl o]t zlo}
AR B 71 IR Gl AEste MR 27E|
2(Cross et al., 2011; Voyer & Franks, 2014)%] ZH &3}
et FAE APElAE A An) A ddEe T8
Sk AH)Rle] 791 EAJ O 2 (Cross et al., 2011), 7121<] =p7]
M) §3-2 S HMT 2HREe] ot XY Bl 7 ¢
2739 A Fadt IS A=
uem, HAY S AoIx ] ARt fEe] thddE ols)
slaL d&ske T3k AAS AlgE Aotk ackshd & A
7o FAH BAS v 715‘:]'. AR, APAT 2&4S Z3
HAg] i B Aol AEE 2ol A4 9 7)E %1‘]
’3¢] ‘:]'ZH7517”‘?' 55 1o ?Z]'%H grg 2l
2ol AxGF 7% Aol &

A& FFS B3 A, A8 B
71 dx|go] &M

Ae) A7Na e
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2.1. Luxury fashion brands
W8 B Ml luuyye 3ED, 174, s, 2
493+ Ak, ABlE A 9Isk F9ist Al g
THDubois & Duquesne, 1993). 3HA 3220 FolA2] EAM
(luxuryy= 479 DHAER] £E F s 58 AF
< A8 YH(Dubois & Duquesne, 1993; Shah, 2000). Xr}
TAH R, Shah(2000)= HAM AFS 3L F4, s, =9
2, 3o, 824 Fol Hdor Fgnh. olsh Azl
Suh(2012)—— By Aok Hao] F&3 AEL 7k v}
Aol fdE AFLR U BAS vERIYL vt B
St Lee(2014)= BAE] Hal=gh Iyt Bal=Rt) =2 A
A 7AE A k] 98 Biseka Aelsisitt. ol
g AHA gAY NES Ad 4 d SR HAE WSk Al
A MR E-EES vigshs WHalEo] e,
Mg Ao ) 4]
2ITh(Lee, 2017). 53] At 4 @ Bt Al ARl ]
M| 2] FElo) v, 514% °F 10
Ae gME] Age] W
A G Age] F & l A2 40~50 350102 HAhn
& Lee, 2017), 2 ARlwte] E535+ 3 71dS 4Hlo] vE
F3h= 20300 F2olE AllollA A PYMz] Bzl JE
& Adsske Fdol A sk, BME Al %E—i— HHr
S{J%(Lee 2017). FAE] S o] AHRES BAME B
el A S4doll olsl = YIS wem AlF AHA
Hojdh aFA, gMEE e EA 5%
Eoithe -9 gXe] BAEE B3l AlolA
FoL Alo] SHH(O'cass & Forst, 2002).
A APRllA HME] AFL] 2H7ER|Y] S &H
2= 1/—47L,)r AR ZZolth, LHRF=S] &
Mgl i 3718 B AlFe] S5V FEFE AlEe
3|2 3 SHERL gMEIE ARSShe aHIAES] A4
ZE WSAIZItKBerger & Ward, 2010; Dubois & Dugquesne,
1993; Verhallen & Robben, 1994). Dubois and Duquesne
(1993)= A AA7E 2= RIS F4 5] WRA<l ©
M7} oPd VA, AR o] 914 w7t eazle] Bxolet 8t
At olMH AnAs GME AFS LHERA 2 7S o}
et e A v St ERIEENE e A
I e AR 7IXE AH|ske Zlolt) Bg EAME Bis
dAE =l LHAE A YME] HAEE Fa ot
& S SR A fFHBAE 8L ol
&0 2 {FA5k THAhn & Lee, 2017). 2HIAES &
g Bz ANE A RHe oz 1AL, AR
Aot FARIGL AR AES Fofeh Hal=slel
FOHAZS FA8lLAt StHAhn & Lee, 2017; Choi, 2011).
FESE LR 2R e] Aol oJu]R| g} fALe oW|AE TR
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Ue AFelt Bl % ARESHO B ApolEFAt Aot A
2ol tigt 815 558 & JthKwon & Choi, 2009; Park,
2012).

wolur} HHe S A AT AR walsh s
Aol Wsle F49 fUHE B 3 ANAEY o5 2
Z08 27HReIA WskE 1ol o)F Fe
U AEvEe) FA8 s Ad a4 d
2 A4 7)x) ﬁxﬂ o i
95} 2

(Berger & Ward 2010) Etfﬂ SNS & 01—;—17471101*3 T A=
& HZEH A9 AR ¢ =
o] o]gfgt Al&sta A= AFUA S A
HcoAE 7|igict, =3k Folunt o] Mg A o
e aRAEe 2EAQ 54 Sl
v 712 - E=g v d &
Wee, 2016). 0123+ 322 iﬂ]
Mg i AP g e 5 33
A EAol ek &n|Ate 7ltH;<1 ol ’%31:
o] B% ZQaAL UthKim & Wee, 2016). = 2H|A7}
7Itiehe Aok BAVdS Auht HAlsolx Als]F oz 4n]3
o= & FHE F A=AVt 2R FujoabAge Fa

[
NoﬁiﬂllO
N
EM‘IE;*_E
gk g
> 2 o B
4>
= =
o L &
Foh Y
N
mﬁa%
Jr—-
;‘3 =
N

.l.;
é
=
_0

IU‘- »
o
=)
R
o
N

2.2. Self-congruity

Zlol DA (self-congruity)o |2 ARI2P7E 1|8k E12] 2;
o} olm|z|e} B = oujx]7} drpt AA|=E=7e] ARE €]
v3l= /g S ZE(Jang et al, 2011; Johar & Sirgy, 1991), L
7]RES o} o]uX](self-image) &2 Ao} A4 (self-identity)
of 7|3t} zjo} o]u]x|(self-image)Tt AF7] ARxe thal st
o i} =2 AAE 7= JHRle] =% AZH(Rosenberg,
1979), == JlQle] ERRlo o Alesd Este] AART)
zk1 Qe shte] AAolth(Kotler & Wingard, 1989). ARo}
oJu|A= AH|RFEC] 27| ARalRke] ol olu|X]|E 7IA|AL
glotq x]_o]. o]u] ]L: Hal= ;q]%_ HBJ /\] ZIL]-/'GO] 036’1—_9_
332 ATH(Choi, 2011). WehH 2L ARA19] Ao} 711
W S FASA SR Aot A W] @A) Aple]
Ao} olrlA|s) AXFhe HAEE Assha Tofsks FFe]
ATHKim et al, 2014). AYPAFEof 2l5tH =Ko} %xlé
(self-congruityy> wIAI® 2 Balg $7dox 7pd 7|24 0]a
ZF23 WMERA(Sirgy et al, 1991), AHAES 2xw x|zt
3R Ao} olmlAlel YRS FAS] Slo) HAls FANS
golo] Ale] AAH EE o)A Aok olulAst fARSAL
Yok om|9] AlF -2 Ha=e| diFl 3| s
Fol Bl=Z F3tH(Lee & Ra, 2002; Sirgy, 1982; Slrgy et
al, 1991). Lee and Ra2002)= Alo} dXAo] 2245, =
Ao} SlEIRS} A2bee Bl oAz} AR, L)

Al Bl HAlles S837F ouE 2he &freo] Hal, 2

]

Ao gk 384 S

(2015) T3 ZJo} ofm|x] Yx|Ado] HaA=o] AFujeze] f
& FFE mRITL ok v Kim(2012) 17-lM=
ARA zJol A7} o)A x]—o]. 1A RE 344 Bl

18l Y, Jang and Moon

Q- 1111'

BLEst AH HAS ofFo] ol JFS vIH, AAH 2
o197 Ao} Aol PHA BAE 2 N slo] Bl
= B4 RAU AUE uS Jun.

ShH Aol XA tigh #HH ATEL v Ao} o]
v|R] d= G, AR Azl Aot A4 Bk A
Al A7 xpo} UX]A (actual self-congruity), ©1432 Ao} U
XA (ideal self-congruity), A}3]2 =A}o} U XA (social self-
congruity) 5 Al 7HA sieIxkeR FAEE tiE sde
2 AolgithAhn & Lee, 2017; Malir et al, 2011; Sirgy,
1982; Sirgy et al, 1991; Yu & Kim, 2012) HA AA A 2}
o} U] (actual self-congruityy> AHIAZ| 2143511 = EAY
o B, & AR BRlo] AGslal »rl= Z}GF olux] 2} Hal
= O]U]X] 7re] YR Aol thgh An|Rte] FRE R|Ze|t}

oA xlo} U] (ideal self-congruityy> AH|Z7} B3 4]
st o)FAR] omR| ¢} #F HAl= ouX|7} dupt UX|3)
=710l tigk A Q1oln, o) Ao} ow|A|= 4HA} A}
Alo] 3 Bz sk o|wR]|o]tk(Sirgy, 1982; Sirgy et al,
1991). oJe} PHEE ARSI zlol U/ (social self-congruity =
ARElA Ao} olmz|7F B oju|R]e} Yx]w= x| tht
AZko &2 AR ol olm|A|gh A7} AAielAl ZRAlo]
HAX Y A& ti9]g- 3% o} oA & oJu|ahH, AAZ A
oigellA] Apale] ofi Algo g HAXEA] oS5sk= Hdoelth
(Ahn & Lee, 2017). ©] ] 714 §89] #lo} AL BaA=
Blxe} ol 2] F93F J3FEL ujFo] Foly 1=9=d), 7t
% Malir et al.(2011)2] AFollME HAH Ao} Ax]Ao] o]
73H Aol YAFHTE AAZ BA= ozt o & JIE 1

W, Kim and Kim(2016) 3ollXE o34 zlol x4
| AAA 2o} ANAHETF AAH Bale o)z T = o

_4

&
[e

o

< F9tk. 3 Yu and Kim(2012) S7olxE AA1E Ao}
ARG o FA Aol AAF BF TAHA HAE vzt A
2 HAE ofZe] frodt Js wIHL, AAA B o] =
o} Ux|AJo] AXZA B oS njyiE 3l HAlle AT
o FJ3 IS HHlES gl %E} TS o)A Aot UAA
o] HAA Ao} AR} Hale gzl nXe FFo] Jh
Aoz ¥ =A YeRdth Ahn and Lee(2017)8] GolX e v}
AR o)A Aot AR, AAIA Aot AR, AkRlH A
o} YA o7

Bale gl 2 A0] ks nx= 2
o= gy} ek YMza] i Halze thal] A7 Kim
and Wee(2016)= A Fo et Anjzte] o} dAFS B
W= FUAY] g od Haah oy TUAl, AREA 5Y
Al, AAA FYAY] o2 Bl v
=

ol o] AYPATES oz B Ao AH|r} g



gije] B Bel=o] xjof Y)Y B I]e YRIGo] Frjeli=e] rlAk=

el BR=e] s Azshe Aot YL AR Aok 93]
A, o4 Ao} AR, AH Aok Qe A 9%
A2 7 A9 Aoz Folste] 2mlAe] B Bas
o vhg polelEe] FAE e AT,

2.3. Functional congruity
71 YA (functional congruity)o]@ AF AJ50] AH|x}2]
7H FEE FEAE A=l e LnlRke] FEE Ble)
TH(Kressmann et al., 2006; Oliver, 1980). Y% %7] A7l
A Vs QAT Ao} Aol FAHe saw A7HY
o, AAl aRAEEAME 7 A Aot AAES A
2 OE 2] ade]i Jls dAge] Aol Aol HIs)
/\H];(]:cngq] 1:1 7]—6‘]— JskS w =
th & Sirgy(1982)y= 715 4R 891e E, E814 B4,
A% 54, A9, 7V, Zeed, 924, 98 Ause 2
s, anlaEel 715 YA
27F SAAR] 715 Sk Bl ook AAEA, Sirgy et
al(191)= 71% 4A1/do] &Hr7t

e Xﬂw—J é%, *Jfé]*é, 4 T AT AR o)A
H
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SR 7}-1 sk 7o hdos Bk ol
3 B AYRTES] A4S o, B AT An)A}
Az @M Base] 7% AL tiRl, ¥4, 74,
Pisel e Ae) F5e) ol TS,

B APATES A7} ALIE N Aol 2

¢

3l FAEE =o|Z(Kim, 2011), A¥H o Has s =
7WNZItkJang et al., 2011). Kang and Nam(2013) Ha:x=
9] 7154 &0l gk AnAe] Tldiasee] 52 73F A
S S 275, FAETE ZoH ATz 94
o2 Aok Yu and Kim(2012) A7l E =jo} dx)4do]
e %}_1,:_ ] U]X]“ oﬂzsh,]_ Hal= E}]Eg} 7(4}\‘11-1 Hac oH
o] w7i2hg-, AAH ol DxdF o) ot Pxde] B
_‘.:_9} Z4A~]X4 Hi= onl—oﬂ U]X]‘_ OH:H)Q %_&7‘4 v
1524 dxAde] 3ol mE xjolg ATH R HoFl
ol Kim et al(2014)9] AFdMe &HRPL JIASE 7%
AxAo] BAE "o FAA 93-S mFH)

AF7A ALSAH A on|e] Fawrt w2 HME A
ZH] BAolA 7% ARl gk Age oFF gllen, H
< Wl dS AR FEA AP B HXe] Bl
o thgh =2 AE7 1EH G50l nlFo] B, 7% %_‘il**" g
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2.4. Purchase intention
FojolEet A} AR FolE @ Azl JeAel o

G Rplajs) 2F aFE HOE 53

5 UER 2108 AlES Teletel o] e v e
slaA} she oJxle] A=s 94‘3]3]"3}(80115;, 2013). ol 2H1AF
7F Azbeke gle] e B 1 AlES Felshltke dAket
QA Fulert woldas AAR it dojd 2E
5 Folxith(Lee, 2009; Song, 2013). FrelEe} A1)
HIAE dms g JHAE IS sl B 5 A
(Lee, 2009) Z2B1A7} AZo thafl 42 AZ-e 2t ot &l
= ofwl aRlel| ofs] 2 AEE T 7ol A i
oA 72 olojAE A7k Atk oA Fulelee A
7k A, w4 5ol AlEld 891l FR= olojx]7] wiiel
SRR BTt Feke AR o] o)Fold Ths
7ol A wer, Fujelatel sl A prjdEe] olFold
7Fs73°] =Th(Song, 2013). <= A7lXe o2fat #d AP
T AFE vz gMe Hd Bl tig 2HRRe] £ro)
ujgk H7hE SAs] flsl prieles AR AP

S Azske HAe] HRE] Aot dAH 7)s o
Age Bsel Wik 504 H7kE =11t Sirgy(1982)= Al
F oA BAIFR] 5 vehle AlEeIAY AEIAS A
A= vehlie AFQ Afols A1 ZRale] Aot owix|e} o
A o 572l HiEs Btk Yok vkl #de] o}
]

Aol dgt AFH dPATEANA, 2XZAF FEAE o
uAe] Ao} Qo] B ek Hles) Fulelee]

u|x& ol s 73 Song(2013) AA|Z 2o} ojm]x]
7% 2HA} e fo)g JEE mHe AL Fgon) o)

2 Ao} ofnlA 2R} BlEe] fold e e e

ZA& gl 3 Choi2011)8] ATollde A 7Z=A]
o tigh F7EAke] 715 GAVd AZe] B&FE ke 71
o] WiEk Hato g mEal A2 277 Aow selggch
Kim et al (2013 Ak 7199] AlF 2 AH|2e] 7154 A
e} LML 7] 7% dAdel A Z1el dhigk L

et
al.(2014)] ATl E Alof-H o]u];q 01;<]/\4_4 /\lx.ﬂx_l }
o} UXA, o]AHA Afo} AXA

< "AE AeE YElt

A3} o] 9P MAE Ao FAW Kim
1A=
o 1

o|iFe] MPATLE upgo gAML M7 BT o
3l FAske Aol A 2 75 dXAe] A ST B
= sl 2 ARAE 2k eleie] 371 FES A

Aoz adHEr, te] 7HdEe] =
Hy. gM2] Hall=o] gl 2mjzie] A|zhg 2o} dXAd2

HAl= oo FAQl JF&FS vz

Hyy. M| Bi=o] thah awjze] X7k AAA ot o
A2 BAlE ujolze] FH g vxIv

Hy,. M| Hi=o] theh anfze] A7k o= Aot o
A2 BAE Fujolze] FH g2 vxIv

Hy; gAE] BRl=o] tieh avlzie] A2t ARl 2ol o
AL BRE Fufelee] FHel IS nxih

H, gAMz] Hall=o] i anjzke] A)zbe 7)s A3

rlo
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2.5. Self-construal

71314 (self-construal )| & 7HR10] 2p7] ARA1E ERIZS] #
AZRE =97 = A5oER A7 7= AEE
Bl AMRte] F34 27] ®7ke] @ SE(Choi et al,
2015; Cross et al, 2011; Voyer & Franks, 2014). E}S13} &
HolA ot HHAR EAR Ho|=A|, e BRI A,
AE EAR AZtEER ] Bk g1 /\}J_Zﬂﬁﬁ-'_ Aejgct
(Voyer & Franks, 2014). 2719 71814 A+e T2 £314
ztelg 202 Fglon), HIde 3t XP]?'? s A4
shelgte, 48 A2l et Apleide] gk 4 dvke #
A= FEJTH(Choi et al, 2015).

A7 dutd oz =2 2}7]84 (independent  self-
construal), "3 & 2]E=4 217134 (interdependent self-construal)©-
2 LFFolZtKChoi et al, 2015). WA =44 27]842 7l
A BRIS Ftehe SHAN BES T, AEoEd &
71314 AN ezt AAY 2BEE 28 k. A7) &
A= A3, 8 53] AAE oAGA Azbelitel wEl E
=, A7}, ATAHE So] Zekd 4 YTHKim & Lee, 2015).
olf gt 594 A7sIMS AAlE ERIF ek, A7HE
& AEA Az, A7) Aol EEsitte A7s 7RI
AUk B ERIFS] AAED JiRIAA FHE T AR F
YA AAS A At (Markus & Shinobu, 1991). 5% 27|
A gde 7?3_ AFRFES ALaLet IS Fask st
o7 AAE #3 0}* L-?i, d5eEH A7)

0] ZQz3k 174]\3}1 ?_/513]-‘{— /‘E]‘_*O] 78t Markus &
B} BRle] o7
] #AE FAS=

o,
N
o
A
>
oﬁ =
o
L"
<]
i
ro,
o
o
r\o
E«Z
N

| 5 2 QoA
= el Has avlsl 9AR AVANE SUA e
3 AsolEn AN 5 T o A9 e Ades

A7V S A 2Hdss P48 Wike e d
solm JHQl Ztzhe] AAGE 27] #13k Zo|tk(Choi et al,
2015; Cross et al., 2011; Voyer & Franks, 2014). A}7|514
° }\}xlxq /’\H] x—lskJ4. oﬂ@gb Z Q3 _}J\_H]X],/] 7H° 124 _Jn-l
o7 Felx]o] YTtH(Cross et al, 2011). A7ISAE =}7] 22
I ARBlete] AAE A4sH, ARl 7, tidate] dAE
oA 12jskerlel webd Alw Ale) 34, BE Sl vt
A 4 JtiHahn, 2011). Zhang and Gelb(1996)2] HTollA]
= 597 A7ElY, duolEd AEAE F AT dde
2 ) AFH 7HE Axshe Fa wAIRISE Je 2|3
RIS Axshe B WAAIE AEiT AT 23, 594
27184 o] Feke 7HQl AE] 7S ks BaL v Vl

oJEA AN e Je AR 7RE Axske #al v
ARAZE ANERES o B =S} Fal Bj=rt
YERITE Kim et al.2007) S@3 27814, 4aoE3 =}

71814 disiAl T ke zhe|7t AlFZe=el B
Ak A3, 594 AEA Jee] A4S darksde] wiAl

Z7F AN EAE v Bt vpgbAghe] WAIR]7E A =S o
AFEH =7 o =8k} vl sl [ue] 739 nighy
o] mAIRAIZE AN ERES W B} Ad7bsA wAR] 7L A
HAE o AFHETE O AT A7EAS A aH A
) AdEE Fagk AR AN B0 R BRI S
TH(Choi et al.,, 2015; Cross et al., 2011).

A7V Aol A APAFelre AFo] webx H-g b
AR Aele] 2nzt A5 &35 ©] FAE F UL F5
P}t Sung et al.(2012)2] ATAIAE FEEHA AREFEC]
AR miEks FasiAl *ﬂZ}oM HAe 443 o2 Haes
ARk f\}ﬁlxﬁ Aol AXT v FYA AFRERED 2 B
HES HE SHHoE AZRITAL et Suh(2012)9]
TFolM= EH HME] A" A] 251 et Aoleliio] AlE
Aszel vRe G gohEgitt. A5 A5, %%X# 217130
A e AR B4 AFES A B4 AES o Adsst
= Ao Ve, W 4 E«l T2 Aol ek 7H94
FA] AFET AHA BA AFS O A3ske sos Ueh
ok Lee(2014)2] A7elle S@A=<] A1sh4 <ol w2t
7P%‘F+ FAE Ak =Tt vEA YeRth § 7HEo] @
2 2T FEEAR] ARERD 59 AREEC] F

o A #dskaL, 7ol B Z7dME FHA A
AFEo] A4S 4 B/ dAweoh
Choi et al.2015) €A &H]d A Ap7]salo] vlX]= fo
g JES AFHOE ERIF. oje} A=A, YME HA=

TY dolA Lee(2017y2 Aot AXA B ol w9} AaE
2714 g e 8788 I S Al 7R Aot dXA
2kl FollM A2 gME] BallEe] ASA LAY, AAIA ¢

274, oldH YA MR AT S PRS g

Yoz, A7Isfao] AAA, o IR FrjeEe] AA
A FreJ gk M ERE Zhe ZleE SR

oS FFEH, £ Ao M I el 2MRpE
FHACE Zhe E=9F AledR dsoEd s 5
A1 A7afA o] f32 i GAE xRk Aot x4
9 7% dAAS G Fag IS A 2AUFEE
288 ¢ US ALR EM, vhe] 7HdEe] EEHTh

H;. AHRRe] 594 2|8 52 Mg Ba=e
AR o] Fufelro) WAe G 2HRAE 7T

Hy,. 2HR] E97 A7eid] 3o gae] Bz 4
A Aol YRG0l Fujejrel HR|= I 2HEAE Tt
Ei=3

Hi,. 4HIAS] 5924 27lei 52 Mg Hal=9 o
FH Aot PR)go] Fujelrel WX FFl 2HEEHE 7t

e 99

=
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Hs,. 2H|Rpe] ool Ap7leld] e gie] Halzo|
ek A zhe A Aol dx)Ade] Bl Fruj o
Pl 2HEAE 7RI

Hs,. A1) dEolEd Ap7lely 2 grie] Hallsd
ek A zhel o) g Aol dAeo] HAle Fujojme]] mA]=
P 2dEHE 7Ktk

Hs 3. WAk Faoled] Ap7leld 52 gMe] Bz
ek A zhe ARl A Aol dAAo] HAle Fujojme]] mA]=
Qo) FHFHE 7Kt

H, 2H710] A5o)2d Ap7jald 458 g nal=d
W3t A2k 71 Qo] HE Tujelwe] vlXE Qg
zRE7E A2,

ool MBS viEoE 3 B elpe] AYH RHS Fig

13 et
3. o7 YWY

3.1. Data collection

2 A 7HEAFTE A% AR #HL 7ZF(Google
Forms)2 ©]-&3} L0l HEZALE 53 o] FolAt) 20154
109 2995 1€ 5¢0l AA F 227579 fFas 39
AN, FHE A5 #2442 SPSS 18.0 B4 Z=aE
AREATE B AE frEs AFE R 2 2AREREE 20-

Self

. Congruity .
Actual Self H
Congruity —~1
T
\ T
IdealSelf |: Hi, \ TP . N
Congruity I ”\r*f _ Hs-l\\‘\\
\ H IV p— Purchase
- Hys \l\A R 13; N Intentions
Social Self [: ————— \Hy3 Hss\ \\—
Congruity \ P\
A A\
------------------- H; \\| He He
Functional \ 1
Congruity Independent | [Interdependent| i
Self Self i
Construal Construal

Self Construal

Fig. 1. Conceptual framework.

Hel=o] 2jo} YA B 7fs YA)go] uel=e] rjAf=

G Rplajs] 2F aFE HOE 55

300020394)e] e S Bels §AdRE st
°|5 18 2==12]Y (screening) & “2& }XJ APlA 71 2
AE=7b =39 A 719 gA8] A BAle - FolvlF(Louis
Vuitton), Z&}H(Prada), 7% (Gucci), /\F%(Charmel), Via=
(Cartier), o 2H]|2~(Hermes), HH]2] (Burberry) - ol th3t 13] ©]
el il e o]8A4RE B sARNe] gle A4S AEx
AtellA] Al2Jstsitt. gHH o] 2]9] Mz Hil=of thgh Juj
S22 ol gAFo] UE AS BH= WS AsHA st &
gk £Rl19] ypol7} sl 1ol B e A ’“PFEH"R’H A
ALt Mg il B=e] e AYe] SAR
&gt AFEEC] Tzt 7FE IR AR IAES] KIOSS Bt
, AFTEARRE, A2 g g, 3R, AL ARG, 5

g

N

AE7h 9 B FA SO TSt AR SR 7
238 ARAE olgale] S, ARl ASE 7

61—L /stgocl?-oﬂ}\] E]— +4 _,,]. /\]i]}ﬂo] 745}4 F3le }%—6}
Atk ZAPPES WA HEAE wjEsle] F 227%0] 28|
& F7lslsen, 48 AsE T3 A7) #42 SpsS
18.0 &/ 2232 T3 2 IS wAste] A ElTh

tlo

3.2. Measures
Ao} AX]ge *46303_ 75 xSt ok e® A ost
3 423, oA Aol U 423 At
34 7\]—0} ongg 4oz FHEArk(Jang et al, 2011;
Johar & Sirgy, 1991; Kim et al., 2014; Sirgy et al., 1991).
7% AL ddaEe= Hsﬂoﬂ%(mm et al, 2014;
Kim et al, 2013; Sirgy et al, 1991)0l|x F&3 & 453
ARl Z2gstdnt. 3 o= Song(2013), Lee(2009) 5
o] APALE v R g 5EFS o83l FFArt. A
2o 2 217181492 Suh(2012), Sung et al.(2012) 5] AdPA
TE R 5934 AplEi Bl sl Aprlsid 59
T 0] IR AE tRtINFoR Aot F il
E«%—,ﬁ: olgst] St BE 32 54 YAE H=(1H
= “x18] %A Frp, 58 = o 2ZHP)E FAHEJC

4.1. Respondents’ profiles

ArzAs 9l Sad 227989 SEA &, B 414%
(947), o1/ 58.6%(133) & UEpon, AEof = w|Eo
749%(170%), 71& 242%(55H)E ekttt SRt 8
thEo] 58.1%(13278), thsk) A4Sk o1 17.6%(40%), thek:
At 14.1%329), IZZ ©13}F 10.1%(23%)22 et} 35
b A2 A 8 A" SARE 23.3%(53%), AF-EARAE
21.1%(48%) TL= 7P wokem, g & i o& A= H|
oM 107K o]d-5051 wRtoleh= SHo] AA9] 60.4%
(137%9)C2 7P Bt SHAe] g8d £52 2008 ©]
’-3005H mRtolghs o] AN 33.0%(75%)0= 7

FJ flo
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B Hles i}ﬂf‘“ﬂr = AR HAE Sl Bl 5 =

Zeh(25.1%), FolHIE(21.6%), TR (11.5%), AF(9.3%) 52|
SR SYREe] Tl B A ARl ¥ FlHge

™, ol5 M A
olgl= 2uto] AA| S| 60. 8%(]39ui)9_§ Vi
AFS ETHE RS
o

1} 9l

Halzo] 9] olf& Ap7] v wl&
=9kt of
SR QATEAY 542 Table 19] e}

Table 1. Respondents’ profiles

Category n %
Male 94 414
Gender
Female 133 58.6
Unmarried 170 74.9
Marital status Married 55 242
Others 2 0.9
20~29 128 56.4
Age
30~39 93 41.0
High school graduate or lower 23 10.1
College student 32 14.1
Education .
College graduation 132 58.1
Graduate student or higher 40 17.6
Office work 53 233
Professionals 53 233
Student 38 16.7
Service/sales 25 11.0
Occupation
Teacher 4 1.8
Entrepreneur 21 9.3
House wife 12 53
Others 21 9.3
~999,999won 32 14.1
1,000,000~1,999,999 won 62 273
2,000,000~2,999,999 won 75 33.0
Monthly 3 5,000~3,999.999 won 27 119
household
income  4:000,000~4,999,999 won 10 4.4
5,000,000~5,999,999 won 8 35
6,000,000~6,999,999 won 2 0.9
7,000,000won~ 11 4.8
~99,999 won 18 7.9
100,000~499,999 won 137 60.4
500,000~999,999won 31 13.7
Monthly 1 400,000~1,499,999won %) 9.7
expenditure on
apparel items 1,500,000~1,999,999won 9 4.0
2,000,000~2,499,999won 2 0.9
2,500,000~2,999,999won 3 1.3
3,000,000won~ 5 2.1

4.2. Validity and reliability of measures

& dFeMe d7rde] S8 HEsel ek vid B
AL S8 4 FANEEE FAE 24 2 bggs
(Varimax)3] A& AR 808AE AAIPT 80559 &

@ 71Ze H48 99 HE 9 aclo] gk 2Rael 10

oV Ye=AE BRIeH, tadt 22 Vs W
TE A e 22 gretaat siith(Rhee &
Chung, 2010). 3A], & AteA= 8914 A3k 821 A%k
o] 05 olal] FRES EAo] ZolH PO TesiL Al
Ageh 24, 0.5 o] 89l HAlgto] 7 7l ol ide] gl
AAE Agole NdH ez BERgsia W gede At
L 3oz gusia AASE AA, 7k 9919 AL #
@317] 913t AEukE LuAIS(Cronbach’s Alpha Coefficient)

]
ATFE 06 oVdS 7IFo= o) UiA, JAE 2919 d=E
% o] grE = UEAE HED F 0]EF

2]
- (o]
o HYHo] AelslT Y ke YEEL AANT £

AToxe ol 715 A&slel 34 5 74%1] 3k, 7N
J EAS gustaa) sigon, QR Ave 22 8
A 34 FEL 7H ASS A SR WeR B8t

S tH(Shin, 2007).

4.2.1. Self-congruity
# Ae] YU Aok A 219 thate] 818
o NE BAL HAG A3 AAH Ao AN af P
o Al QY 4 B A Aok DAY o1 2
Table 28} o] hebstth. T84t 1.0 o)

d

o lo 4

iz |

2 &4 &"J% Z o] @olow FREoH = B
AW 84.011%%2 UER} Aol-HA= onjx] dxA2] &}
9l aglell ejstel 2 AEE Aow ARG Rhee &

Chung, 2010).

4.2.2. Functional congruity
B AT SYus 3 shiel /s LAl thate] 8l
B4 g Ny BAS ems& @ﬂ £ Table 35} ol 3
Q il

2 A 59.849%°]

¢

¢

o] ol Aok e 7 % BEY =
4% Bs) B8 Seel BRE Ao Bisier, o

& Chung, 2010).

4.2.3. Purchase intentions

2 Ao FEHS F Rl Fujoxe] sl Q1R
9 22 4 AN A, 2”1 ARR7E 0.5 olskl &
Lo} YERA] ko, RE dES FYste 18NS
AAgE A7 Table 49 2T} A7k 1.0 o3 o2 F24
9l Frjox g9ow wdxlorw F B4 Auyge
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Table 2. Factor analysis and cronbach’s alpha: self-congruity
Factors Measures Loadings Eigen o
Factor |  Factor 2 Factor 3  value
This brand well expresses my current self image. .894 014 .102
Actual This brand well fits my current self image. 758 239 .008
self-congruity  This brand well reflects my current self image. .698 .106 .085 2628 887
The user image of this brand well matches my current self image. .691 411 204
This brand well reflects my ideal self image. 203 .891 171
Ideal This brand well expresses my ideal self image. .074 .878 225 4978 o1
self-congruity  This brand weill fits my ideal self image. .101 .856 .085
The user image of this brand well matches my ideal self image. .044 .805 295
This brand enhances my social self image. 018 .050 903
Social This brand helps me having a positive social image from others’ perspective. 192 .024 .882 3175 957
self-congruity  This brand helps me executing my social roles. .081 201 .809
This band affects formation of my social self image. 377 401 638

Table 3. Factor analysis and cronbach’s alpha: functional congruity

. Ei
Measures Loadings 1gen o
value

This brand provides quality that I want. .805
This brand provides functions that I want. 792

] ) . 2394 773
This brand provides designs that I want. 774
This brand provides price that I want. 721

Table 4. Factor analysis and cronbach’s alpha: purchase intentions

82.288%= YER} Tl @ el ojsk] & A
Aoz AEITt 291 HAE =4 FEe] 29 ARGk
BT 0.5 o2 ERGTtH(Rhee & Chung, 2010).

o rir

4.
2 03%“’1 AU A7l digte] a1 9 AlE]
d 248 AAg A= Table 59F 2] Yepdtt. slg 291

of thgk a9l HAA7F 0.5 olslel &5o] LEhtA] ei3tom,

.. Bigen BE F5S Tt 284S AAIg A 25k 1.0 ©]
Measures Loadings o o
value gow FEE 9 S AT, WEAEY A
I want to use the brand in the future. 935 A goloz LRale] WHKILH HE HITE Aoksl=
:hwoglltd regularly purchase from this brand in 906 KMOE 07548 UFERFom | QolEae 93k 24 3H2 719
e future. _
i . . & YEel| )l A5 S Bartlette] 734
I would purchase from this brand if I have a . 2 oo ZA HEO QoA 2
3! =" = O =
chance to purchase from luxury fashion 905 All4 946 AR A, (2851215008 5 FEE afdwds
brands. ’ ' Y3}7]ol Akt Ao =2 Vet
I have intention to recommend this brand to 295
others around me. ' 4.3. Correlations
Itﬁould say positive things about this brand to 804 B AZA = =4 HWEE 7k FEAL BAE] 93
others.
W 7E FE AN s Vg FRA AEE Tl 4
Table 5. Factor analysis and cronbach’s aplha: self-construal
Loadings .
Factors Measures Eigen value «a
Factor 1 Factor 2
My personality is important to me. .864 212
Independent I want to get differented from others at many points. .850 226 5400 262
self-construal I prefer solving problems by myself to discussing with others. 670 248 ' '
I clearly suggest my idea or opinion when I discuss with others. .606 428
I value a group life than a personal life. 150 .829
I can sacrifice my own benefit for benefit of groups that I am involved in. 291 747
Interdependent self- . . o . . 2903 707
construal I think my relationship with others is more important than my personal 348 696 . .

achievements.

I consider my parent’s advice when I plan for my career. 385 621
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Table 6. Correlations among variables

Actual Ideal Social Functional Purchase Independent  Interdepen-dent
self-congruity  self-congruity  self-congruity congruity intention self-construal self-construal
Actual self-congruity 1.000
Ideal self-congruity 691 *** 1.000
Social self-congruity 535%** 6T TR 1.000
Functional congruity A92%¥* 550%** S01*** 1.000
Purchase intention Ao ST75%E* 548*** T18*%* 1.000
Independent self-construal 194%** 260%** 366%** 342%%* 260%** 1.000
Interdepen-dent self-construal 276%** 209%** 303%** 286%** 263%*** 334%%* 1.000

k< 001

AN
FAE £493 A7, Table 63 o] ZE HFELS Fo3k &
AE 7 o, BE 29 ¥5EY] e AT 283
= oz

Helhyt 54 359 &
Chung, 2010). 3-8 o]3t FAAGFEC] SAHOE {23
oA 0,950 ZA| R} ¥hE EfAo]l RE Ao
e 4= 2Ath(Rhee & Chung, 2010).

4.4. Testing hypotheses

44.1. Effects of self-congruity and functional congruity
on purchase intentions (H;-H,)
£ Agte] 7M1, 28 AFE] SlEl Aol x4 71s
184S 59 HE4E, Yng 4 UebE 3 osgARy
AT Table 7). 41 zot A3 715 LAl 7
o mXe FEFE AT A B 7124 7
o] 55 ool gt Fate] EXL it DA Th 2
A, AF-2A) et 39 ERoMe SRS Mol &
ZHow, DW SAIFS 23572 7153 20 7HA YER
3 Slo] =gAge] Mol FFEA 2 v 38 A
o Az, RE Sy tisle] VIF 5AIFo] 10 olstE
B, 32} 34 1871 0.1 oo g Yl tE 344
o] TAER] ke Z o= FATE|TK(Shin, 2007). w4 A,
Aol dx)de] Al 7EA] 821 F AAIA Ao} UX|AFS Frufe
Al Frolgh deke JeplA YA H,,: B=.011, =181,
p>.05), ©1A ol ARG (H,,: P=170, =2.376, p<.05)}
ARSI Ao} AR (H, 5 p=165, =2.710, p<.01) Fuje|=
o fejgh JS UERATE mhebA 7M1 BEAHOR AA
Hdok 3 7] AL ezl frolgh IS mAHT
(Hy: B=.547, =10.096, p<.001). °]oll 7}d2E A|x] =Yt}

o X,

lo

4.4.2. Moderation of self-construal (H;-Hg)

D Moderation of indepent self-construal (Hs-Hy)

B Aol AR SHA Arlsiae] gl thEk 7t
342 A Asl A BFEHS AAISTKTable 8).

Table 7. Regression analysis results

Independent Multicollinearity stat.
. B t-value  p-value
variables Tolerance VIF
(Constant) 2.864%** .005
Actual

cwal i -8l 857 500 1.998
self-congruity

Ideal

dea 170 2376+ 018 373 2,681
self-congruity

ial

Social 65 27100 007 514 1.947
self-congruity

Functional

unctiona 547 10.096%** 000 649 1541
congruity

R*=576, Adj.R* =.569, F=75.521(df1=4, df2=222), p<.001
wxp< 001, *4p<.01, *p<.05

WA =924 A7eiA g, AR Aok AR (Hsy: p=
008, =011, p>.05), °1’4 Ao} XA (H,,: B=-014,
028, p>05), e ARSI Abol AAA(Hzy: p=588,
=1.365, p>.05) T Al 7FA Ao} LA QR1Ee] Fufoxd
HXE dPIME Fole 2HaT ERIER kst wE)
Al 7Hd 3& 71| B e AR xEHE APsiA
(Hy: B=-.644, t=-1.893, p<.001)> F-2g F(-)2] Fgko] el
Fof, ¥ 2HaArF IRIFHJL 7H4E A=A

(@ Moderation of interdependent self-construal (Hs-Hy)

B AFolr] 75602 A% 45A Ap|side] 2dast
£ AFs] fIstd 91418 SRS AAISTHTable 9). 24
Azt A 2o} AXAHs,: p=029, =093 p>.05), o=

fol U4 (Hsy: p=025, =049, p>05), A3]2 o} L=
(Hss: B=589, +=1.368, p>.05) 5 oE4 zp7jaiade] 452t
23 593k J3fo] Qe AoR Yehgt). ol /M5 7]
ZHE|Qinh. 5 7s AR s eEA ApEi e ek
o] oz Folst FFS nXA] 97 wiiel(Hy: =563,
t=-1.769, p>.05) 3T W57 AN FALGOR oude =
A} gle 202 RIFEAL betr] 762 717U

N
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Table 8. Regression analysis: Moderation of indepent self-construal
Dependent variable: purchase intentions
Independent variables Model 1 Model II Model 111
B t B t B t
Actual self-congruity -.011 -.181 -013 -216 011 042
Ideal self-congruity 170 2.376%* 169 2.357** .162 403
Social self-congruity 165 2.710%** 176 2.805%** -252 -788
Functional congruity 547 10.096*** .556 10.019*** 978 4.256%**
Independent self-construal -.035 -.739 .064 430
Actualxindependent self-construal -.003 -011
Idealxindependent self-construal -014 -.028
Socialxindependent self-construal .588 1.365
Functionalxindependent self-construal -.644 -1.893%#*
F 75.521 60.402 33.970
AF 15.119 26.432
R 576 577 585
Adj. R 569 568 568
AR 001 007
*¥**¥p< 001, **p<01
Table 9. Regression analysis: moderation of interdependent self-construal
Dependent variable: purchase intentions
Independent variables Model 1 Model 11 Model 111
B t B t B t
Actual self-congruity -011 -.181 -016 -.261 -.021 -.087
Ideal self-congruity .170 2.376* 175 2.424% 174 435
Social self-congruity 165 2.710%** 159 2.559% -.256 -.803
Functional congruity 547 10.096*** 543 9.883*** 923 4.262%%*
Interdependent self-construal .028 .588 .023 474
Actualxinterdependent self-construal .029 .093
Idealxinterdependent self-construal -.025 -.049
Socialxinterdependent self-construal 589 1.368
Functionalxinterdependent self-construal -.563 -1.769
F 75.521 60.308 33.981
AF 15.213 26.327
R 576 577 585
Adj.R? 569 567 568
AR 001 008

**xp<.001, *p<.05

54 = A1 Aok Aol Fofeleo] e
A Aot AR Frold 3
5.1. Summary A7 Bz sl AzkeE 7%

B ATe ARe KB NS A B F A 93 Tk 38 oled Ao} 8 /1% Qx4ge) Hals
Ago] AZshe BHe) WA HAEe] Aok ANY L )5 A ol e Ao 2me] AplsiAe] 28 gl Hig
o] 4] MRS Tl DA BE R & ARE B A 5L A1k 2] Aol L

{
4 sk, Ao} AR Al 7 891 F oA Aok ANHH  LAEARCIIH A Aot QAR I freold 21
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7 Sl S Wi 9 Alsae 7l o
shelis] #ANA frold (o] 2AEIE Lheh
a7 AN aele) 2T B4A, AAD0
85 Ao} YA mFSE JE ol AleAle Fele
a3te] 9ol g Ao UEhdth rhr A E HEelE
AR e 75 ARG Tohel gt BAME FA
ofplgle 2AED} gl Ao BRI,
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.2. Implications

B dAye] Ay 2 7}X1 ﬂ%@ AFA AAEE Rt
HA 2 Ay dzks A skesga vwst] A dA
BA=9] Fe AH|RE ?1 ATA dAtehs AoA F
= W3t AP oAl A aMES Wit RS
ZF=THAn & Lee, 2017). 2 A Axk= = 948 94
Aol F4:3] tiFsl, thdslEle] 71al e A8l Fsh

AZe Fe 2MASS oz @ 435 978 A9a
£ oA o7} glek. it o)% Fal AEA =42 A
ZUZOR AT Fe AnASe Dol YHe Bas
7] Al81A Aleld 7l T G mIAE AnlRe] )
914 2 aslse setshe o AR o4 ojo)g zheth,

B QTS e S s Tafoled o3
aHlRle] M2 Aol A S9ladSe FAHOr], 7
o} AAAe] FARIE F, oA Aok A, A18H Aol
A, 7154 QAo] Folele] B AL RO 1}
EpAE, AAA Ao} AAAL ojelel] folg Jue v
AR e Ao= e, ol@ & Aol Ak Aoln

=

A= ofulx] A3 715 DAY iR HYAT Ao
T Aol Asfelth. & AALTENE 1 HhE 33
o1 VIOl B AoV islent S Aek UAY e
alAEe] A HAE Bl Yo} Fa3 9T 219

A %M(Ahn & Lee, 2017; Jang & Moon, 2015;
Kim, 2014; Kim & Kim, 2016; Yu & Kim, 2012). ©]&|3t
AgATel Zol7t v £ AT A gAE] i Bz
Ao B ATe] SERECINE 3= e F AHREe] B4
oz OH/HET _/[: oh;], = Eo xj' %ﬁ'{oﬂﬁ /qo ;gl 'E‘il'{oﬂ
Hjg] o] xzlol U] FEgeo] F WHKiIm & Kim,
2014), ¥ E3HdolAE At e ® AAIA ol Yx)4de]
JgFo] YEPIITHMaldr et al, 2011). £ AF A= o]y
g APATFES] 59 A Ut

olgfgh MePA+ Az B 344 zfold| gk An|7ix|} 7Y
AEe] ztelof] #AgE A APATES T, AEIA A
A DHZEAE FaAEE T S5 52 el gAE
Ao s ARl A4l AAIA Aol olm|z|e] H70]
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= ool folg A FFyEe AH MPAT A7}
A#AEH(Jang et al, 2011; Kim, 2011; Kim et al, 2014), T

o] 717 EIE gAME] Alelx ] 7]s Al
ZB|R}e] ZQ3l By} A=Ho g doly Aow AT
AHBerger & Ward, 2010).
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Ao i3] A== Aot 9 7l AR Bste] 245
ozH #A HAYPAE 359 | 7|9YPTH(Choi et al,
2015; Lee, 2017). & AFXE Aol YXA 2 75 YA
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5.3. Limitations and future work
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