L)

Check for

updates
ISSN 1229-8565 (print) ISSN 2287-5190 (on-line)
SH2 R o AF5) A ksl 5] A 30(2): 167~179, 2019

Korean J Community Living Sci 30(2): 167~179, 2019
http://doi.org/10.7856/kjcls.2019.30.2.167

o ehge] Sz ne
Aol i Q1Alz Fulels

| &

o

ekl

o

o
kl

R

>

Q13

Perception and Purchasing Behavior of Accessories

by Fashion Leadership in College-age Men and Women
Young Ju Lee
Dept. of Fashion Design & Merchandising, Kyungsung University, Pusan, Korea

ABSTRACT

This study examined the rapidly—changing diverse needs of college students to provide basic
data to reflect these needs to accessories production and marketing with a goal of promoting
college students’ purchase of accessories. For this, a questionnaire survey was conducted among
college students in Busan in May 2018, and a total of 237 copies (men: 118, women: 119)
were used for the final analysis. The results found the following. First, fashion leadership was
divided into fashion opinion leadership, fashion innovation, and fashion information search. The
perception of accessories was classified into interest in accessories and use of accessories. Second,
depending on the fashion leadership, the following types were observed: Not fashion conscious;
fashion dual leader who plays two roles (fashion innovator, fashion opinion leader); and fashion
follower who stays in the middle among fashion opinion leadership, fashion innovation and
fashion information search. Third, the perception of accessories revealed a significant difference
by fashion leadership. In other words, fashion leadership has an influence even on the perception
of accessories. Fourth, depending on the fashion leadership, a significant difference was observed
in the following: Place of purchase, purchase frequency, frequency of accessorizing, most frequently
purchased accessories, most frequently worn accessories, the most important factor in purchasing
accessories, preferred earring type, and length of necklace. Fashion leadership had an effect on
the accessory purchase behavior. Therefore, consumer segmentation by fashion leadership will
be needed to develop an efficient accessory marketing strategy.
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Table 1. Fashion leadership factors

Fact . Explained
Factor Category actor Eigenvalue prate

Reliabilit
loading variance o oY

— Regarding clothes, I tend to give advice instead of receiving it.  0.75

- I love to give advice when people buy clothes. 0.72

- My friends think of me as a good advisor for fashion styles. 0.68

- My friends ask me for advice about new styles. 0.64
Fashion — I tell people about the latest fashion styles. 0.63
opinion - My friends tend to ask me for the latest fashion trends. 0.63 11.98 22.76 0.92
leadership - I tend to acquire fashion information earlier than others 0.62

and tell people about it.
= I am well aware of the style that makes me look best and 0.50
can choose it.

- I tend to give my friends advice about fashion. 0.48

- I like to stand out with the latest trendy outfit. 0.75

- I want to show my new trendy clothes to my friends. 0.75
Fashlon. - M}./ clothes are ahead in fashion. 0.72 L14 2212 0.90
innovation — I like to buy and put on new trendy clothes. 0.67

— I wear nicer clothes than others. 0.65

- I tend to buy trending clothes first among my friends. 0.55

- I'm interested in entertainers’ fashion styles. 0.68

- I read fashion magazines and try to put on the latest 0.67

trendy clothes.

Fashion - I always purchase at least one set of the latest fashion 0.62
information  clothes. 1.10 19.34 0.86
search — I am always interested in others™ outfits. 0.62

— When a new fashion style comes, I go and check immediately. 0.60
= I closely look at clothing ads and displays at a clothing store.  0.59
- I love to talk about fashion trends. 0.57

Confidence: 0.95, explained variance: 64.2
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Table 2. Consumer types according to fashion leadership
(n)

Slow in fashion  Fashion dual leader  Fashion follower

Factor awareness(49) 97 o1 Frvalue

M(40) W(9) MQ@7) W(70) M(51) W(40) F-value
Fashion opinion leadership 1.69 C 3.62 A 2.87 B 406.59""
Fashion innovation 1.58 C 3.57 A 2.69 B 319.27°""
Fashion information search 177 C 371 A 2.84 B 374.66""

""p<0.001, Duncan test AYBYC, M=man, W=woman
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Table 3. Accessory perception factors

Factor . Explained

Factor Category loading Eigenvalue variance Reliability

=1 have various types of accessories. 0.84

-1 am very interested in accessory trends. 0.84

-1 tend to put on accessories which go with my outfit. 0.80

-1 sometimes wear very fancy accessories. 0.78
Interest in —I am aware of the accessories that I look good in and can  0.73

. choose them. 56.18 39.65 0.94

ACCESONS 1 am willing to spend some time buying the accessories I want. 0.73

-1 show interest in the displays at an accessory store. 0.71

-1 am interested in accessory ads/magazines. 0.69

—1 look closely at entertainers’ accessories as well as their clothes. 0.67

-1 am willing to spend money when it comes to accessories.  0.64

-1 see people differently depending on what accessories they  0.86

are wearing.

Use of ' —Accessorles' make peogle look'better. . o 0.77 971 26.24 0.82
accessories —When buying accessories, I think of their practicality. 0.70

-1 think accessories are helpful in making people look better. 0.68

—What the materials accessories are made of is important. 0.64

Confidence: 0.94 cumulative: 64.22
Table 4. Difference in the accessory perception according to the fashion leadership

()
Factor Slow in fashion Fashion dual leader Fashion follower Fvalue
awareness(49) 97 oD

Interest in accessories 1.76 C 3.46 A 276 B 91.26™"
Use of accessories 2.84 C 3.89 A 343 B 33.38""

Hk ok

p<0.001, Duncan test AYB>C
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2 7 A veldt), dAx e Fonlise) 2-eHe AFlAM= A ] ZERIET B2 dYTE 5]
= A9 vt 232 JERAL =T Choi(2010)2] HlaL tiEstaL g o|u]| A& S8k A= U
Table 5. Accessory purchase patterns according to fashion leadership
n(%)
Fashion leadership type
Variable Slow in fashion Fashion dual Fashion Total (237) x—value
awareness (49) leader (97) follower (91)
Jewelry store 8 (16.3) 20 (20.6) 17 (18.7) 45 (19.0)
Place of Online shopping mall 19 (44.3) 55 (56.7) 34 (34.7) 108 (45.5) .
Department store 13 (26.5) 12 (12.4) 29 (31.9) 54 (23.2) 21.07
purchase i e shopping 3 (6.1 1(1L0) 4 (44 8 (3.4)
Street stall 6 (12.2) 9 (9.3 IASN)) 22 (19.3)
Important Product. diversity 21 (42.9) 62 (63.9) 45 (49.5) 128 (54.0)
considerations Onvenience of 2 (4.1 7(7.2) 5(5.5) 14 (5.9
. . warranty service 9.63
in selecting p o 26 (51.0) 27 (27.8) 40 (44.0) 92 (38.8)
vendor Diverse benefits 1(20 1 (10 1 (LY 3(13)
Once/twice a week 2 (4.1 3 (3.1 0 (0.0 5 (2.1
Purchase Once/twice a week 4 (8.2 61 (62.9) 33 (36.3) 98 (41.4) 563"
frequency Less than 5 times a year 15 (30.6) 22 (22.7) 30 (33.0) 67 (28.3) ’
None 28 (57.1) 11 (11.3) 28 (30.8) 67 (28.3)
Almost everyday 9 (18.4) 63 (64.9) 40 (44.0) 112 (47.3)
Wearing Once/twice a week 10 (20.4) 18 (18.6) 17 (18.7) 45 (19.0) 49.20°
frequency Once/twice a month 2 (4.1 5 (5.2 12 (13.2) 19 ( 8.0) ’
None 28 (57.1) 11 (11.3) 22 (24.1) 61 (25.7)
Earrings (pierced) 7 (14.3) 59 (60.8) 40 (44.0) 106 (44.7)
Necklace 1 (20 11 (11.3) 2(22 14 (59
Ring 1020 11 (11.3) 10 (11.0) 22 (9.3) 6687
Bracelet 12 (24.5) 7(7.2 7 (7.7 26 (11.0) ’
Most Watch 29 (57.1) 9 (93) 31 (34.1) 68 (28.7)
frequently Etc.‘ - 0 (0.0 0 (0.0 1 (LD 1(04
Earrings (pierced) 7 (14.3) 48 (49.5) 36 (39.6) 91 (38.4)
purchased N jlace 2 (4.0 13 (13.9) 4 (4.4 19 ( 8.0)
Ring 2 (4.1 18 (18.6) 10 (11.0) 30 (12.7) 52.00""
Bracelet 9 (18.4) 3 (3D 10 (11.0) 22 (9.3 ’
Watch 26 (53.1) 13 (13.4) 25 (27.5) 84 (27.0)
Etc. 3(6.1) 2 (21 6 ( 6.6) 11 ( 4.6)
Design 21 (42.9 78 (80.4) 61 (67.0) 160 (67.5)
Important  Pprice 4 (82 3(3.D 4 (4.9 11 ( 4.6)
considerations Quality 5 (10.2) 8( 8.2 9 (9.9 22 (83) 2787
before Brand 11 (22.4) 3 (3D 9 (9.9 23 (9.7 ’
purchase Practicality 6 (12.2) 5(52) 7 (17D 18 ( 7.6)
Trend 2 (4.1 0 (0.0 1 (0.4 3 (1.3
Stud (piercing) 25 (51.0) 19 (19.6) 30 (33.0) 74 (31.2)
Preferred Hoop 3(6.1) 21 (21.6) 7(7.7) 3LA3.1) g igee
earrings Drop 19 (38.8) 57 (58.8) 53 (58.2) 129 (54.4) ’
None 2 (4.0 0 (0.0 1 (LD 3 (12
Choker 9 (18.4) 19 (19.6) 13 (14.3) 41 (17.3)
Princess 34 (69.4) 59 (60.8) 67 (73.6) 160 (67.5)
Preferred )\ tince 1(200 4CLD  2(22 7030 1587
necklace oo 4(82 14344  7(77) 25 (10.5)
Rope 1 (2.0 1 (1.0 2 (2.2) 4 (1.7

"p<0.05, “"p<0.001,

H ok ok

p<0.0001
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