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Comparison of Influencing Factors on Purchase of Celebrity Fashion Hot Items
in Teens and Twenties

Hye Kyung Jif
School of Global Fashion Industry, Hansung University; Seoul, Korea

Abstract: This study identifies influential factors in regards to the purchase of celebrity fashion hot items and compares
these factors in the age groups of teens and twenties. This study surveyed male and female consumers aged 10-20 years
old for empirical ana1y51s in July 2018. The study surveyed 322 consumers selected through online convenience sampling.
Data were analyzed using SPSS for Windows 19.0, descriptive statistics, reliability analysis, x analysis, regression analysis,
ANOVA analysis, Duncan test, and t-test. The results were as follows. First, 87.6% of consumer have purchased celebrity
fashion hot items more than once. In particular, female consumers in their 20s with a high fashion product expenditure tend
to purchase more celebrity fashion hot items. Clothes and shoes were purchased more by 10-year-old males, shoes for
males in their 20s, accessories for 10-year-old females female, and bags and accessories for female in their 20s. Second,
there were no significant differences for those aged 10-20 years old in purchase satisfaction for celebrity fashion hot items
according to age, gender, income, and fashion product expenditure. Consumers’ awareness on corporate marketing inten-
tion to celebrity fashion hot items was higher among women in their 20s than men in their teens and twenties; in addition,
the expenditure on fashion products also increased. Third, factors affecting the purchase of celebrity fashion hot items
among teens and twenties were different according to age and gender. A higher need for identification for teenage male
resulted in: lower media dependency, higher product involvement, fashion conformity, fashion innovativeness for 20s males,
higher product involvement for 10s and 20s females, increased intention to purchase tended. This study provides consumer
information and fashion item information that can be utilized in advertisement and promotion strategies for fashion com-
panies that seek to perform celebrity marketing strategies that target consumers aged 10-20 years old.

Keywords: celebrity (+<1), fashion goods (#1434 3%), influencing factors (% & 2.91), teens and twenties consumer
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(Kim, 2007).
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Aol s, 10t FAadECAE AuEaEd gk dgoly
2%, 2, YA, 52 &7 W A JERdTHGoh &
Kwak, 2011). HHGAES HAaHES] olgfgt Zel gt &
ZAFE 0]83sle Al BT o9} o] 2E]E= ddele
22 71geAY oe Fzkele] Fagds A gt
(Jang, 2008). g 7]All| w2 FH ofolE ZZ(Idole goods)
7} shiel EdER A FomA FEUAELS ololE =
FEE FAM 10204AtE Fekal A s TR= PJrﬂ
Ay, Bgnjo|le Frola sPgE, HLFE o 99
ekl Sle ZoR Yepsdth 3 ofolE txe] i
%%ﬂxﬂﬂ Sz gEhs 10204 tHENA olels =
o] AAZ 2] FomA FHe 37 vlFo] IA Ads3sial 100
EE 108 o F7HeE Z1o 2 UERITHPark, 2018).
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Elol] theh 4ot dejHejele] fAz dd AlFe] oA st
ofelglo] == frA@ el FEstod, 10thek 200 Am|ApEo]

oleigt AFEe] Fojel ofE 54 mol, o] Fujeli ol
| ggle] P vXeAE BAskTA Ak A Be o
FEo] AxHE A AT oo AxEalE)e] Fy g}
v2e G FAsk=t %‘@—% W olelgh AF el
vXe= &HIRE QRle] RS TR AT HIRT AFeE, 2
Aot A dATIN FEHo2 el ke 4
JIE F 53] 1000} 200)
o] AyEgy sHAFE Fulol] TS A= o3 2HR
. o]24 wiAHNN= WA &
ATe] Aol He 1009k 200 4H WE—OI Az HefE
B WAAF Tofol) B Tt £ SHE RS
oz} APAFE Fall Felsk, tha *“Ei‘:’ﬂﬂ AF ol
o} HHsio 7lf Aol x] thFolxl thdst anjatadl S
EL

Aeinzle] vplg Ak FAs) Whed 4 Fud @
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2.1. 10ch~20che| M{HE2(E| HMNME FoISA

dutzxlo 2 Az HgE nAEe og3ke 10t FAdSo)
Fe ZolM d 3A el ATH(Cho, 2007; Jang, 2002;
Jang, 2008; Kim, 2007; Kwon & Lee, 2000; Lee & Choi,
2014). ol Hadr]e] AojFr] Ao vhe Fal e,
Aol mEH HAFEL ofE0] Hojrke oA Al
< R Hlof B RIS o]E-S EH I apH o]l o
g Filo] AA ejFou} 9o Wo| FAE 71&<Ith. 3

TG FRlo Aol FQasdte] o]E d7] gt
Wio g aEs Al YAV 259 dFdd TEFeEN
ARB)A eHg7ke Ao 3 dth(Jang, 2008). F4d7e] & T}
2 54L& vjzmirioje] Rl 1 Je Bol vethe d
ok FAd7)E AAA, A ws 431 Aoplidel
o}z FYPER] o} 9 AF) s, vl gt
4 A EE Y] BES she] 40 AT slal 1
Eo] ZElS B, FERFoEN B AlolE Ag-aL ¢
Ch(Park, 2008). ©]& & o= FadS2 thaviAl; 35e)
FFoZ Fafol WSl A FER] ARE &P (Kwon &
Lee, 2000), Z~Efde] & F2 Al SERolA Fop 21
= 2aslAY 3gsked e Adke] sl T3k Anixlz
Aol Tkt Aot 214 7ol olgll7} K] &
ZEAo)3l FA)F Q] TS = A TFo] 11:}(Jang, 2002).
tiEriA 2 AeBElrE AAPEEANA PXe T wiE
of ZeliAE 3 Bt Fe Fo HAHYF 54 Bl
£ o8 AFEe] FAHALE Jang(2008)2] IS i
2 3 ZePARY B Eate] AA Aelr] AaNEL
ZEPAES TSR Q1A ZEAIR 0] wiE FUtet
Bale omz] @ HAlE X% e &3yt lokar 125}
= 202 et B o & #ile] B, f% S
FTehe ATl 2255 ZErAI" tigh 123 Heot
Ao FAIEAE L =2 ZoZ YePT) Park
and Park(2008)°] ZEppAIE o] Had o]EFujol| mjXe 4
& AFolA A3 TVAER] #Al, YA A&, el
gell gk 2122 2% A4 v Aol JEAET
TVZE]] #4lo] Bal ZepARS U SR o2 HrishH,
2ERA g 9] JFS Wol W= Huo] tE Hdo] uls) o8
< O A5 Fistal ojE3u) Al ERle] ojEIES T ©ol
ggales Ao® UeRdth Jang(2002)2] 13184t ZElnAIE
o &gt AFIME ZEP} Farshs AAIF gk 7o) 2
A4, Fulox, PunEE, e go] AlFsie 4R, 28
A, 3, A AR sk B4 52 FEART oEAe] o
=& Ao YePdth Shin(2000)2] TV o] AAthe] o)k
T Pol wR= G Aelld A 9 tiEhAe] et
Aol tigk &g 14, o|vA H A= FFF &3t Q14
BT E9UY gt o 1%?3%01 FEA sl o =4
AE Aoz YETE Cho(2007)2] 20t TS
gt TVEghw} PPL o7 AEME HS= 3 5
TFojol=e] vXe FEE ATl PPL FE QA3 B
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Wt} Lee and Choi(2014)9] A2 z]E] Jﬂ*ﬂol 5EA
X JF Aol 20t A9, B2A, 2FE= g9}
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Wl dodhes PAEL G5 oAbl s Ao ek,

flollxfel ZFe] 10th~20002] #-& AHRFEo] Holz Al
2E] # AF A7 S A, £ AToMe Ags
2E|Z A3 A 3t ofelglo] E AlFel thste] 10tH~20tH
aHAbEe] Ffske 5 3 PuidE, P, 7196 A
HEEE Y owe] e o Fre ofH AE o)
BA gt

2.2, Mi2{=2|E| HMHE FoiYEER

HA7HelA dejBeEle] &8-S BAE 2 L=
olmlx], HAE Ex Fol| HsE doy|y wiE H4E
o &8 4 o] vHAE HEke FslEd] FasA 3
o} o]g o] fE B2 APATECA AYEEE B2
22 AMYE W 48 F e a9 Fyasy
o7t FIL PHE 2JES Tlshs
Th(Nam, 2015). o]9} 72-&
g2 A3 7o) 7123 d7E
FALAZE AMSENE O3 o AdzEeEe] g S
AHgo 2 fEEil A st oleldlol] tisle] Am|RlEo] oW
TUEALS Hola, o]Egt AlFe] Fafjells AH|Rle] o 8
Qlo] S vA=rkE Hotelkad] 2HE TRt gt o)
olEllME AYPATEd Yepd A-BelE] B3 I A E]
Fajel] FEE PAE AHAF 8R0S TR ATES FHOE
AR A g

WA A gk FAErt njate] dejHeE] #H AF
Fuoll FgS WA & ik Aoxg B Adstolu AFo|
2xe] 7Rle] QAEkRE S8 A FFOE(Jeong, 2016),
Krugman(1971)0l] w29 AFHA o] wel &H|Rp8Fov
ool gt vkgo] tEA e, Yang(2011)9] AlFHA
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Blx, Fuje]=rt 2lel7t = AR JETh T g &
aoxe} njFolEr s dejHeE] A AF el Aol
AT, Kim(2006) 2 Pyo(2013)8] A7 f3ldadwr} &
2 AHAISE PPLE HEE ool PRt 2 AleE
YERES, Kim and Ahn(2004)2] Aol E F3dBr} =
2 Fwto] PPLE AFol gt s} Fujeert & Ao
UERITE Lee(20152)2] Aol e Fuwd 2 wxdAE
Pl et FAAAEI} Basow B Fajore] nX|=
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Kim(2006)] TV A4t Bagaiete] 2 golx o
AolEol =2F 4719, dRHE, TjeETt w2 A
o2 BRI, Pyo2013)9] shRAIFES] PPLY thE 9143}
g gsele] BA AoA TV miAlgEEE AE 2 2=
& Rk 7190l i@ 215, elels, Prelwe] feolgh
Y VAE Zo= Yesith

10t) FadselA Egde] oy a&te te o
Hjoll vl 89k Zoz, oW AHeEl7}F AR W

o
2 a2 < 54 2edo] f3E HH 5= &
9 FUA S1E O ZEYS B Sl AlRS st
o] Ah7E =78 FH(Do, 2008; Goh & Kwak, 2011).
W ATTE B2 AR A1 2] BE Wi G171
FA}(Projection) AES Ho|1 TAA| AEr) =& AlEe
Efel 2R AASA7E= 7ol AUTHCho, 2007). ©]#
X, BET, TN ST e B AFE B
, Cho(2007)2] TvEzvle] PPL #ue} sABAE ATe
tfo|zete] A ArelA Adel HHAZERde Tt &
=2 Jto] e ool wls| PPL F3 &}, HA= A
TFujelerl B 2o AoZ UEPton, Cho(2017)9]
] Faro] ek e} fEel Edae] BA A7l F
Zde tist 2 A=t S5 FadEel i el
O & ZA02 YT Jang(2002)2] ZElAI" o] A
o] s BFAe mRE FF AFelA LA Hmot
o] 1 ZEle] Moy BT, PFL v wlst
ToEE, FelE, FREEsE ¥ 2 ZoF U
T} Kim(2000a)] TV ZE#e] PpL &l 23k dFolA
PPLE TV =gjmfo] w98} YA AErt 345 vZo 7|
e o] & Zo= eIt

A B E)R Q3] A st ofolsle] F AF-2 dejHE
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FEHR) Zairyt A BEZ) ARSE B ool EHA
UHAA H AFEL S ok ofHl Aol QslE o e A
Fo 2Hz] ol AlEA FAE RozA oHE AlEe
ol = AHRRe] A Bl R oatd s o] FS wE 5
AT} Rogers(1962)cl o3tH Al 7lle] A= AS=Z X
Z1eh= A7 %, AFEEA Ao pgur] flEixe v
Al A2 B ofoje M2 ZoR X7}E]= Zolofof 3t
), FAAEHE MRS AFe] dFEANA gL 5
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t}. Robertson and Wind(1980)= FA1ZA AEFS A=
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9 FAAEEY FHd A AAE O AT
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19 i 2EfRRE JIFS W Arrt E F0E el
3l, Chung and Moon(2001)¢] 1dd|9l F¥2Eld XS = A4
AME FATNET FAA A=) wet Adl faE}
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Flellr e} o] ABEE HH HAAFS Fuists ol
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o RSeS| S oo Tl FFE mA= 4]
2} 291S vjetal|
A7=Al 1. 10009k 200) AnREe] AejHejE] 9 d 3t of
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32 XEry 4 Sz

1009} 200 ARiAE2] Az BejE siAd St olol’l &
A gEecle Tetshr] fske] 2018 79 22l AEx
AR AABIeH F 32299 AEsE BAEQ SR &
XE& Table 161419} Z2o] 10t 1357 (41.9%), 200(58.1%), &
A 1759 (54.3%), B4 1475 (45.7%), € &5 3005k w)gk
1017 (31.4%), 300~5005+1 W%+ 10578 (32.6%), 5005HY o]

Table 1. Characteristics of the subjects

Slele} THot 78 AFEAE ARt

2 116%(36.0), =24 1304 (40.4%), THEA 987 (30.4%), 2|
ZJ?J 685 (21.1%), € AAAE &4 59 7R 907 (28.0%),
05kl vk 917 (283%). 107+ OI*P 1417 (43.8%) °|2t}.
Haa A gt ofoldl FujAR}S wetatr] fal, Fulg
H sdzke] o FE, FuEE 2 PuvEEE vt
o] FulE TR 7 173 AT 719l A
E] A & ololgl wiAIY 9wl tigh x| ]2
Ehs W4 delBgEe] A 8 ofoldle tiF
Hog oxd Aolgky AAdthow =4t
A st ofoldl o]l L vIX= 891 Tof
FEUTE YRR, SPHse AYATE
to] AFges, s, A oes, Ha52,
AL, FAYAA, FRYAEY
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Lee(2012)4 ATE, BHET (3—&%% Lee(2008) Kim(2007)
o ATE, E‘”NQ-?( 3= Lee (2015b), Kim(2007), Kim
(20002)8] ATE, A BET)S Kim(2000b), Cho(2000)
o] AFE, FHYAMEH(5EF)S Koh(2017), Pyo(2013),
Park(2006)2] A& Fzste] £ Aol A 74, Bed
t} AEEAL SPSS for Windows 19.02 o]&3sl] 7|&%A),
AFERY ) FlolAlFEA, QQ8A | BAREA | Duncan test, #-
tests AAISFI T}

4. dat A =9

4.1. 10cH~20cH AH|Xte| M2{=2|E| IfM St Oto|R Fof
=x

4.1.1. Ax)BZE] A 3 ojoldl FuA}

1ot} 20tie] A BelE] A st ololg] LS
57k TS 7)o AWEE, Table 20049} 7Fo] 4H]
AH9] 87.6%= ¥ ol 7wt Zdfo] 2low 1-28]= 47.8%,
53] o)A 16.5%= Ueldth 7P H2e FulE TAe=m

N,

Variables Classification n % Variables Classification n %
Male 65 20.2 Student 130 40.4
10s 10s
Female 70 21.7 Etc. 5 1.6
Age Age
Gender Male 82 255 Occupation College student 98 304
20s 20s Employee 68 21.1
Female 105 32.6
Etc. 21 6.5
Less than 3 million 101 31.4 Less than 50,000 90 28.0
Monthly income 3 million~less 105 16 Monthgy }all'mount sgent on 50,000~less 91 282
(Korean Won) than 5 million ’ ashion goods than 100,000 ’
(Korean Won)
Over 5 million 116 36.0 Over 100,000 141 438
Total 322 100.0 Total 322 100.0
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Table 2. Distribution of purchase frequency and purchase items of celebrity fashion hot items

Purchase frequency

Purchasing goods

0, 0,
(for past 5 years) " & (past 5 years, most recently purchased) " &
None 40 12.4 Clothing 117 41.5
1~2 times 154 47.8 Shoes 71 252
3~4 times 75 233 Bag 26 9.2
. Accessory 64 227
Over 5 times 53 16.5
Etc. 4 14
Total 322 100.0 Total 282 100.0
Table 3. Differences in purchase frequency on celebrity fashion hot items by demographic variables (for past 5 years)
Variables Classification 0~2 times Over 3 times ©
10s 94%(81 .3") 41(53.7)
Age 8.542%*
20s 100(112.7) 87(74.3)
10s male 48(39.2) 17(25.8)
10s female 46(42.2) 24(27.8)
Gender 11.878%**
20s male 49(49.4) 33(32.6)
20s female 51(63.3) 54(41.7)
Less than 3 million 27(25.1) 9(10.9)
10s 3 million~less than 5 million 34(32.7) 13(14.3) 1.590
Monthly Over 5 million 33(36.2) 19(15.8)
income Less than 3 million 39(34.8) 26(30.2)
20s 3 million~less than 5 million 34(31.0) 24(27.0) 5.007
Over 5 million 27(34.2) 37(29.8)
Less than 50,000 41(39.0) 15(17.0)
10s 50,000~less than 100,000 36(32.0) 10(14.0) 7.081*
Monthly amount Over 100,000 17(23.0) 16(10.0)
spent on fashion
goods Less than 50,000 31(18.2) 3(15.8)
20s 50,000~less than 100,000 33(24.1) 12(20.9) 44.169%**
Over 100,000 36(57.8) 72(50.2)
Total 194(60.2%) 128(39.8) 322(100.0)

*Observed frequency), "(Expected frequency), (%)
#r5p< 001, *¥p<.01, *p<.05

T FES TR 9RIF 41.5%2 7P Bk I oRe
o] Aldh, ANAE], 7P o)t

o213t TIEAS 10thet 2000¢] 2jolE FAlo g Awn
™, Table 3949} o] Fuld = 10tj2c) 2007t o Hol
Tufstar 53] 200 o/de] v v W S Wk &
S wEbAe 1009k 200 B folsk Aolrt AR o)
AAE XE8e) e 10l 200 2% §2)8k 2je)7t )
o] IAAFE A&7t B2 107k oo AnAlEe] ¢t B
o] sz Aoz Yehdth g el e 10tie]
749 96.3%7} Aol 20t SHY 52.4%, A9 36.4%=
(Table 1), 20the] APel WE AL 2Jo)S AwE Az}
Table 40|X19} o] AT Zjo|7} folakA] 2 ZoF 1}
B, o= 200 &RRFES] Aol wE A5 8 HAAFE A
ZEH7F folsA ztelrt A & Ads #HE S o=

2o ol Ago= & ) AeHeE A 3t ofeld] T
= 20c) ool sdAlE AEH7E w2 avakee] U B
o] Fujshe el UEE & ¢ Aok

TUEES Table 5919k ZFo] 10the} 200 Zhel 2] 7}
slol 10t ool Aks, 200i= 7hgst AAMEE o

k= Aol it a2

u
T
2
oH

100 B2 979} Alg, 200 WAL S, 100 S8
dAMeE, 20 e 7Pt AN E B Fefske Ao

2 et @8 25 3 AAAE
X

oF 20tH B oSl feld

o). olgst A7z £ o #Xd7]He]
S 10t Hok= 20tfo)), EEorE=

Ako.

A&l wEb= 10th

100 F7delA oF 2

AL, 200 A OlA AE, 100 AXAAl AAAEE, 20

 AelAlE 7Pt dAMEE 2871 2] B a3t
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Table 4. Differences in purchase frequency on celebrity fashion hot items, income, and fashion product expenditure according to 20s consumers’

occupation
20s
Variables Classification P
College student Employee
0~2 times 51%(49.6) 33(34.4)
Purchase frequency . .198
Over 3 times 47(48.4) 35(33.6)
Less than 3 million 36(36.0) 25(25.0)
Monthly income 3 million~less than 5 million 26(27.2) 20(18.8) 216
Over Smillion 36(34.8) 23(24.2)
Less than 50,000 17(15.3) 9(10.7)
Monthly amount spent 50,000~less than 100,000 21(22.4) 17(15.6) 659
on fashion goods
Over 100,000 60(60.2) 42(41.8)
Total 98(59.0%) 68(41.0) 166(100.0)

Observed frequency), °(Expected frequency), (%)

Table S. Differences in purchase items on celebrity fashion hot items by demographic variables (for past 5 years, most recently purchased)

Variables Classification Clothing Shoes Bag Accessory ¥
Age 10s 62°(56.4") 36(34.2) 6(12.5) 30(30.8) B
20s 55(60.6) 35(36.8) 20(13.5) 34(33.2)
10s male 34(27.4) 21(16.6) 2(6.1) 8(15.0)
Gender 10s female 28(29.0) 15(17.6) 4(6.5) 22(15.9) 45,001 %
20s male 24(25.3) 26(15.3) 3(5.6) 7(13.8)
20s female 31(354) 9(21.5) 17(7.9) 27(19.3)
Less than 3 million 17(16.2) 8(9.4) 3(1.6) 7(&.8)
10s 3 million~less than 5 million 18(21.7) 15(12.6) 2(2.1) 12(10.5) 4.173
Monthly Over 5 million 27(24.1) 13(14.0) 1(2.3) 11(11.6)
income Less than 3 million 20(16.8) 11(10.7) 3(6.1) 10(10.4)
20s 3 million~less than 5 million 21(19.5) 10(12.4) 8(7.1) 12(12.0) 5.193
Over 5 million 14(187.7) 14(11.9) 9(6.8) 12(11.6)
Less than 50,000 26(25.9) 14(15.0) 2(2.5) 14(12.5)
10s  50,000~less than 100,000 19(21.3) 13(12.4) 1(2.1) 13(10.3) 6.357
Monthly amount Over 100,000 17(14.8) 9(8.6) 3(14) 3(72)
spent on fashion
goods Less than 50,000 10(7.3) 3(4.6) 3(2.6) 3(4.5)
20s  50,000~less than 100,000 12(12.6) 10(8.0) 3(4.6) 8(7.8) 3.543
Over 100,000 33(35.1) 22(22.4) 14(12.8) 23(21.7)
Total 117(46.3%) 71(26.9) 26(4.5) 64(22.4) 278(100.0)

(Observed frequency), "(Expected frequency), (%)
*5p< 001, *p<.05
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Table 6. Differences in purchase satisfaction and awareness on corporate’s marketing intention on celebrity fashion hot items by demographic variables

Purchase satisfaction

Awareness on corporate’s marketing intention

Variables Classification
M t-value F-value M t-value F-value
10s 3.70 3.52
Age .996 -991
20s 3.61 3.63
10s male 3.68 3.43bc
10s female 3.72 3.60b
Gender 907 9.407***
20s male 3.52 3.24c
20s female 3.66 3.92a
Less than 3 million 3.60 3.58
10s 3 million~less than 5 million 3.79 712 3.51 114
Monthly Over 5 million 3.69 348
income Less than 3 million 3.42 348
20s 3 million~less than 5 million 3.46 1.699 3.64 1.300
Over 5 million 3.70 3.77
Less than 50,000 3.61 3.45
10s  50,000~less than 100,000 3.76 .868 3.46 1.286
Monthly amount Over 100,000 3.78 373
spent on fashion
goods Less than 50,000 3.38 3.15b
20s  50,000~less than 100,000 335 1.553 3.60a 5.339%*
Over 100,000 3.63 3.79a

***p<.001, **p<.01
Duncan’s test results a>b>c
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Table 7. Measurements of dependent variable and independent variables

Variables Items Cronbach’s a
Purchase I want to purchase celebrity fashion hot items earlier than anyone.
intention I want to purchase celebrity hot items because it is important to express fashion trend. 7196
I want to purchase celebrity hot items because it is important to express myself.
I pay attention to other people’s reaction on celebrity hot items.
Product . . .
. I frequently talk about celebrity hot items with other people. 716
involvement . . . . .
I know which brand come up with as a celebrity fashion hot item.
I pay closer attention to trending fashion than other people.
I know better about new fashion trend than others.
. Stylish dressing is important part of my life.
Fashion . . . .
. I always pay attention on new trends and dress with trending fashion style. .876
involvement

I look up on new trending fashion even though I am not planning to make a purchase.
I look up on new trending fashion from fashion magazine or catalog before season change.
I always look at other people’s fashion style on the street or in public places with interest.

I use media (TV, internet, SNS) a lot to obtain information about social, cultural issues.
I use media (TV, internet, SNS) a lot to obtain product information that I need.
Media I use media (T'V, internet, SNS) a lot to obtain information about trending fashion or my own fashion style.
dependency I use media (TV, internet, SNS) a lot to obtain information about to have a lead in conversations with
friends or colleague.
I use media (TV, internet, SNS) a lot to resolve boredom in my spare hours.

.831

I watch carefully how my fashion leader friend wears.
I always care about what brands are popular among my friends.
I am always have interest in fashionable style among friends.

c:ri?:rlr(r)l?ty I have a great interest on fashion brands my friends wear who has good style .863
I feel isolated if I don’t have items from fashion brands that are trending among my friends.
I feel awkward when I don’t dress like my friends, so I try to dress like my friends.
I try to dress similarly to my cool friends.
I am sensitive to other people’s opinion on me.
I worry about other people’s opinion on my decision before I make decision.
General My behavior is depended upon other people’s opinion on how I should behave. 260
conformity I want to know about other people’s opinion on me. ’
I feel pressure to act certain way when majority of people are acting certain way.
I get hint from others when I am uncertain how I should act.
. I often follow celebrities fashion styles.
Imitation .. .. . . .
desire I often imitate celebrities behavior or their speaking tone. 117

I follow celebrities fashion styles when I want to express fashion.

I get flurried when my favorite celebrity gets criticized.
Need for I tend to let other people know actively about the activity of my favorite celebrity.
identification 1 have great interest on how other people think about my favorite celebrity.
Success of my favorite celebrity makes me happy as much as success of mine.

873

I like clothes that have new and unique characteristics.
I always try to dress differently.
If new designs capture eyes, I try it even if it is not worn by others.
Fashion I am in a people group who are purchasing new trending dress style early.
innovativeness I like to show new trending dresses even if it stands out.
I enjoy shopping at the mall with unique items.

911

When 1 courageously try dresses with new style, it becomes trend.
I make purchase of new style I liked even if I have not heard or seen.

People around me think I am a good fashion advisor.

My friends ask me some advices for new fashion style.

My friends ask me for new trending styles. 910
I think I am making good advices to people about fashion trend.

I am usually a fashion advisor than a taker between my friends.

Fashion opinion
leadership

Thee flolAl 1od) B 200) AElAES] ool fold @ el ol Aw AR 2EAlE slela] sl ol WAL
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Table 8. Differences in dependent variable and independent variables by age and gender
Variables 10s male 10s female 20s male 20s female v
Purchase intention 2.62a 2.48ab 2.41ab 2.21b 3.031*
Product involvement 3.08a 2.93ab 2.73b 2.85ab 2.200*
Fashion involvement 3.11ab 3.20a 2.92b 3.18ab 2.101*
Media dependency 3.37b 3.71a 3.30b 3.71a 7.206%**
Fashion conformity 3.05a 2.89ab 2.64b 2.76b 3.734%*
General conformity 3.14ab 3.29a 2.90b 3.12ab 3.402%
Imitation desire 2.96ab 3.07a 2.86ab 2.77b 1.927*
Need for identification 2.93b 3.28a 2.59¢ 2.75bc 7.059%**
Fashion innovativeness 2.95 2.96 2.69 2.83 1.592
Fashion opinion leadership 2.95a 2.65ab 2.64b 2.68ab 1.919*
#x5p< 001, *p<.01, *p<.05
Duncan’s test results a>b>c
Table 9. Influencing factors of purchasing celebrity fashion hot items according to age and gender
Independent 10s male 10s female 20s male 20s female
variables p ‘ F®) B t F®) B t FR) B t F(R)
P
.rOdUCt 209 1.471 391 3.372%* 482 4.308%** 296 2.615%*
involvement
Fashion 19 1316 166 ~1.119 139 945 136 933
involvement
Media dependency .017 124 —-090 -804 -264 -2.610* -.054 -536
Fashion 015 089 241 1610 321 2.125% 126 966
conformity
General 7.908*** 7.814%** 10.249%** 5.418%**
134 —.159 .099 .84 .02 1 -113 -1.1
conformity 3 > (.564) 09 845 (.540) 020 80 (.562) 3 33 (:339)
Imitation desire 132 .658 .100 776 116 942 .068 .596
Need for 109 2349 101793 —043 ~370 112 1067
identification
Fashion 148 1015 26 1724 354 2121 048 383
Innovative-ness
Fashion opinion 156 34 075565 ~190 ~1.175 052 402
leadership
w8 001, **p<01, *p<.05
Table 10. Results of simple regression analysis on purchase of celebrity fashion hot items
Independent 10s male 10s female 20s male 20s female
variables B t F(R) p t FR) 8 t FR) 8 t  F@®)
Product .629 .680 S13
koksk skksk skokck
involvement (6.674%+%) 44.542 .396 (8207%+%) 68.848 463 (6.072%+%) 36.868 264
274
Media dependency (2.3;7‘ 5*) 5.500* 075
Fashion conformi 71 38.645%** 326
vy (6.217%%%) :
Need for .595
17.695*** 354
identification (5.880%*%*)
Fashion 498
skokk
innovative-ness (5.139%*%) 26404 248

wxkp< 001, *p<.05
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