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Abstract: The current study tests the effect of fashion product knowledge and confidence in fashion coordination on inno-
vative fashion product acceptance, mediated by creative fashion consumer efficacy. Creative fashion consumer efficacy
refers to a consumers’ belief in the ability to consume fashion products in a creative way. The survey was conducted on
474 people between 20 and 40 years of age in a panel of online survey firms. Data was analyzed using reliability analysis
and frequency analysis by SPSS 20.0 along with confirmatory factor analysis and structural equation modeling done by
AMOS 20.0. The results reveal that creative fashion consumer efficacy consists of original thinking efficacy, usage expan-
sion efficacy, problem solving efficacy, and method variation efficacy that is consistent with the original structure of cre-
ative consumption efficacy. In addition, fashion product knowledge and confidence in fashion coordination do not affect
innovative fashion product acceptance. The effects of fashion product knowledge and confidence in fashion coordination
on innovative fashion product acceptance are fully mediated through creative fashion consumer efficacy. The results of this
study demonstrate that people who are knowledgeable, confident and associated with fashion product consumption can
have a high level of creative fashion consumer efficacy that increases innovative fashion product acceptance.

Key word: creative consumer efficacy (%¢]%] 2xH] Z57Y), creative fashion consumer efficacy (¢2]24] s/ dav] &5,
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Table 1. The result of confirmatory factor analysis
Construct Items Standardlz.ed t Cronbach’s @ AVE CR
factor loading
I think of myself as knowledgeable about clothes. 936 -
I am familiar with the characteristics of various clothing xn
i .888 32.433
Fashion product brands. 942 205 204
knowledge
I'm an expert on clothes. 883 31.829
I know more about clothes than others. .881 31.650
I know the coordination on how to cover my shape. 838 -
. . I can change the mood by changing bags and hats, even if xx
Conﬁdence. n .fashlon I wear the same clothes. 742 17631 860 615 831
coordination - —— - S
I wear suitable clothes for time, place and occasion. 783 18.886
I know how to choose clothes that suit me. 771 18.522
People around me often admire my new fashion style. 851 -
I tend to think (?f different fashion items or coordination 285 25.597™"
Original that are appropriate to others.
thinking  When I do my hobbies (e.g., shopping, handicraft, DIY, wxn 907 720 846
5 . . 762 19.930
etiicacy  etc.), I tend to enjoy creative attempts.
When I come up with a new fashion coordination idea, it 889 25795
usually leads to a good response.
I often compare a fashion product to something else I am 73
familiar with. ’
Usage  “Eyen though it i i i
! ch it is decided how to wear a fashion product, xn
expansion | ... change it. -808 19.271 917 738 .867
efficacy -
I usually find other way to wear a fashion product. 934 23.244
I enjoy to use a fashion item for new uses. 911 22.504
Creative When [ encounter a sudden problem while consuming
fashion fashion products, I tend to rely on my own ideas rather than 799 -
consumer money to solve it.
efficacy Even though I don’t have a fashion product I need, I can wxn
. 838 20.860
solve a problem well to use other fashion products.
Problem I believe that any problems can be solved with new ideas 381 2351
solving in the process of consuming fashion products. ’ ’ .899 647 .861
efficacy “when unexpected situations occur while consuming fashion
products, I rely on my own idea rather than discussing 771 18.830
them to others.
When I suddenly have a necessary fashion product, I tend
to make a new use of my old fashion product rather than 17 16.984
buying a new one.
I tend to use fashion products in new ways. .825 -
Method - - - - -
variation I enjoy trying a new way of wearing(using) fashion products. 954 27916 931 231 905
efficacy 1 enjoy thinking about various ways to wear(use) fashion 950 27 746"
products. ’ ’
I tend to purchase an innovative fashion product. .894 -
Innovative fashion [ tend to use an innovative fashion product. 933 32,725 045 Q13 909
product acceptance [ am willing to pay for an innovative fashion product. 923 31.834 ' ' '
I will recommend an innovative fashion product to others. .854 26.582
*hEp <.001
TNl e FHEFSA S Srasitt 71 £l tigk # sto] Fold sdam] 25k, o dF AR, S AlE A
HEE A2 Fig. 13 7o) Zeold s a4 a9l 4, g4 i AF e i 7 BEEEEE A
o v 7 sk 2918 WAl 2ul 2 (Reflective model) 743 Z3h B4 A3} Table 29+ o] RE FA7IEe] AVE
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Original
thinking
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Confidence in
fashion
coordination

W

.859%**

Fashion product
knowledge

Fig. 1. The reflective model of creative fashion consumer efficacy.

Table 2. The squared correlations and AVE of variables

expansion
efficacy

946***

W

654+

Problem
solving

Method
variation

Innovative
Fashion product
acceptance

Creative
fashion consumer
efficacy

§11***

Fashion product

Confidence in fashion

Creative fashion Innovative fashion

Factor knowledge coordination consumer efficacy product acceptance
Fashion product knowledge 615°
Confidence in fashion coordination 473° .805
Creative fashion consumer efficacy 551 738 .860
Innovative fashion product acceptance 261 428 546 909

a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal.
b: Numbers below diagonal are squared correlation estimates of two variables.
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Fig. 2. The result of structure equation model.
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