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Abstract

This research shows how fashion curation service consumers (both fashion and image consultants) reveal
different aspects towards a preferred image type among the correlation of fashion curation service usage
motivation and fashion shopping propensity. These preferences also included the purchase intentions for
fashion display service products. This study surveyed 300 men and women between the ages of 20-30 who
were the main consumers of fashion curation services. ‘Convenience, fashion trend, and exploratory’ increa-
sed purchase intentions for fashion shopping propensity, ‘information search for utility, entertainment, and
personal expression’ increased purchase intentions for fashion curation services and ‘brand identity, consu-
mer lifestyle, and product information’ increased factors for the fashion curation service preferred image
type. Consumer preferences varied according to different fashion curation service image type; however, all
consumer group syndicated a difference in fashion curation service actions. For instance, fashion curation
service consumers preferred a consumer lifestyle image, convenience, hedonic shopping orientation, and per-
sonal expression motivation had a positive influence on product purchase intention. However, the shopping
orientation of ‘fashion trend, practical information exploration, and entertainment motivation’ had an opti-
mistic influence on product purchase intentions for fashion curation service consumers who preferred a brand
identity image and a product information image.
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Table 1. Classification of curation services

Classification index Function Curation service
Providing information: Providing information on its products directly )
Business | and indirectly
Goods mediating: Interact with web sites users can make purchases -
Source Providing information: Providing indirect information associated with
fashion products
User — n -
Goods mediating: Images can be shared purchases, shared image is )
stimulating purchase desire of users
Images & . . . . Instagram, Pinterset, Styleshare,
movies Share images (for some images, link to purchase site) The fancy, Tumblr, Visually
. Sharing images to purchase products, proposing products through cu- | Polyvore, Selectshop, Mom Pic,
Shopping . L .o . .
rating experts, providing shopping information based on big data Shoedazzle, Fab, Cova, Buybox
Type of News & | Provide services that can recommend content optimized for users or Flipboard, Paperli, Editoy,
information | contents | create contents reflecting user's personality Kakao topic, Cash slide
Location Providing information such as shopping route, fashion, friend match- Facebook places, Seeon,
ing, etc. based on user's location Fashion map
Sound & Proxflde.s customized mff)r‘matlon 'reﬂe.ctlng the result of analyzing Blinkx, Umano, Melon radio
etc. user's big data by recognizing user's voice
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Table 2. The general characteristics of the sample

Variables Category Frequency Ratio

Sex Male 92 30.7

Female 208 69.3

Age 20-29 241 80.3

30-39 59 19.7

University/college students 166 55.3

Highest level University/college graduates 90 30.0
Graduate school 44 14.7

Under 100,000 won 80 26.7

100,000-199,999 won 135 45.0

Clothing expenditure per month 200,000-299,999 won 59 19.7
300,000-499,999 won 14 4.7

Over 500,000 won 12 4.0

Under 1 hour 7 2.3

Over 1-under 2 hours 107 35.7

Average daily time on the internet Over 2-under 3 hours 106 353
Over 3-under 5 hours 53 17.7

Over 5 hours 27 9.0

Under 1 hour 209 69.7

Over 1-under 2 hours 44 14.7

Average daily time on the curation service Over 2-under 3 hours 36 12.0
Over 3-under 5 hours 6 2.0

Over 5 hours 5 1.7
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Table 3. Factor analysis and reliability test for fashion curation users' shopping orientation for fashion

Variance
. Factor | Eigen | explained % ,
Factors Questions lemittos | veue | (@umilkie Cronbach's o
variance %)
Tend to purchase products similar fashion style, facing in the ad. .88
. Entertainer to appear on TV take a look carefully the clothes. 74
Fashion - — - — 564 28.21 30
trend There is a tendency to buy the fashion item of the recent epidemic. | .70 . (28.21) .
When I buy a fashion product, examine the style of the current vo- 67
gue in advance. ’
Even if I do not plan to purchase fashion products, like to explore 83
the fashion products. ' 20,64
Exploratory I enjoyed the shopping. 78 2.33 (50.85) 77
When the internet or mobile shopping, prefer easy sites to search. .64
It feels better when you shopping there is concerns. 75
. When the internet or mobile shopping, continuously to use the sho- 9.18
Hedonic pping mall of my favorite images and atmosphere. 69 1.84 (60.03) 62
I prefer to buy fashion items with a brand name. .63
When you purchase fashion products, mainly used for sale items or "
discount coupons. ’
. If the same style of clothing tend to spend a lot of time to buy 7.05
Economic more affordable. 63 141 (67.08) 73
When the internet shopping, compares the prices of the same prod- 55
uct. ’
I want to be able to shop at any time at the desired time. .83
. It wants to easily find information about various items and brands. 73 6.88
Convenience 1.37 73.96 .61
It is important that you purchase and payment process convenient 6 (73.96)
and simple. ’
Comparative | Compare carefully explore the different shops before buying clothes. .89 13 5.66 75
buying After the purchase is to wear your favorite clothes. 78 ' (79.62) '
2B AFE 0] 4 A 3RS BES) v} QlT) o] ¢} 7o) B o 7152121 .60(Nunnally, 1978)% de] WA dage] 4
Tol EEH M Felold o) 8RB ANHLBAY  FAUT 291 1 ARS EALL 919, AT T,
SHRFAELS 7180 Aot AFe] = B, A Fode] A% 5o EFOE SR WU
A, vl g 5 A8A gt fraFT A M 2Rl 2= A2 AEE &L thE Aberel A4S
2t o)A 5 A A TS Holi Uit &7] Sl vl A4 BRlelAl 22171 S8l 5ol W&
Abs) A 5o 2 ekt 89l 32 deke A
2) oM 70| O[EAt2| T Fef0|M 01ES7| 5t B AN AR N2 2 Y AN o 2Fe
Xk g REAolgtal WHstlem a1l 4= AlFE A
HA FelolAd ol gAEe] A Felold e ol &k = flel, & T #E, B ad Juet A AR
5719] 218 tigk etk S Lotr ] fla) 4 £ 7] S8l 5ol £FeE FAH] A8 RTAP O
F549 3} Varimax 3] 7ol 23 Q084S AAE = Wgialeh 89l 5=yl /i Rd, UE L), Al
o} 2Q1AlE €] 71—r~ LA 12 A s e alle ko] wFo} 4, vhe] ojmA| ok 2B %3 Fol W
2] A3} <Table 4>, T 719 Qo] =EHUL o]E & o7 o]Fojx Aol o7 Wit A H A
Qle] & HAFS 69.18%, Al =e BF AWl 4 Eo] AR5 70 thdt AF+(Mull & Lee, 2014)°114] SNS
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Table 4. Factor analysis and reliability test for fashion curation usage motives of fashion curation users

Variance
Factors Questions li:gtiﬁfg ]3;%32 ?éﬂl;iun]z:isé Cronbach's o
variance %)
To get the fun and enjoyment 74
Entertainment To overcome boring 74 6.99 33.25 8
Looking forward to act of participating 71 (33.25)
Habitually use .69
To share new information .80
, Socia.l To know the thoughts of other users .67 302 14.40 .
Interaction | To show off my knowledge and ability to others .61 (47.65)
To find recent topics 58
Information To obtain the desired information .87 658
search To obtain the latest information .83 1.80 % 6:23) .89
for trend Searching for news, picking up trends 73
To purchase products 81
Information Receive benefits, such as discount coupons, participation in the event 74 709
searf:l.l To compare the necessary information .68 1.50 ( 63:32) .86
for utility To obtain accurate information .63
To obtain expert information 52
To express my individuality .76
To be able to promote me 73
el;gi(;;fn For the fellowship of friends .70 1.23 ( 6;?2) 77
To express personal images and style 58
To communicate with others .55
o157 ARG BAL, AR WA, AkAN, el AFHUTT 82 18 BAE AEe, BAS
AEH AsAgos A9e Az AuAE o A9l g3k, BAE A2 EAA, BaAEs) A ek 4
B AdelMe JE B3] AR d8H Jre HEzlE oux] §3 A3 T £FoE FAHo] ‘2
ERE EEE I ol A T AR @A A9 A= GAA ojmAP = W ek 82l 2& v AR
ZHAEEC] FrR H ol ¥ 7HA, £ T AE A8 Ao s SetdH AT AFS e AR
Aol AEH JHE 37| W #OZ AlmET) 9] AR o]m|A], thE AREAFE O] AR i P E 5
AR B, A SOl g0z TAH o] A%
3) M FO[M OlEAte]| I wafojd MS o|o| gho| ZAER o|W|RP 2 WHEiglien 29l 32 AGE
A| 78 SHeIxt BB ou] AlF 7HA on]A], Aol 22 F
A FalolAl ol gaEe] i ool Hs A GFE olmA] T WO AF HH o2
ofmA] ol thit 113l thet shelAtdE Lotr B3kt
7] 98 FAEEA 3} Varimax 3] # el 28 2 QlEA]
S AAEFATE 891419 9] 7]—-v A 12 AR5 4) I F2fl0[Md O|SAt2| M F0lM HFE T0H
o QR AF<Table 5>, F 3712] 2900] E&H o=
Atk o] 8%1e] F A 65.46%, @‘:L 254 JANzef2l, AHYLE F A Fao)d Adeola B
HEAQl 2 7]2121 .60(Nunnally, 1978)S W W= AN ES B 5 A Fol thek LA Faj
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Table 5. Factor analysis and reliability test for fashion curation users' preference to the fashion curation image type

Variance
Factors Questions li:gtiifg ]3;%32 ?éﬂlr?lil?]z(:isé Cronbach's o
variance %)
Images of the brand story 92
Brand Various images of design inspiration .83 34.09
identity Fashion-related video images 73 73 (34.09) 82
Images such as athletes and music events brand-sponsored 57
Images of user's fabric style and fashion trends .87
Cl(i)fr; Ssltl;lljr Images of consumer wearing the products of its brands .76 1.99 (;gg) 75
Images of store information about the brand .69
Images of new product images preference .79
. Produc.t Images of product price .76 146 13.24 20
information | [nformation of brand collaboration .70 ’ (65.46) '
Coordination images of fashion products .58

o

=9] 88X AE = AF A A= <Table 6> 72T},
A Faold AFE Tz & EARS 80.06%C]1™
A eEe 872 Yehtt.

2. mfd [0l o|EXte] HMALEME, M F
o[ 0|&S7|, ufd Falo[M olO|X| MS 7
&o| mjM F2flo|d MF Toie| =0l O|X|= A&

AP SHeIRAE] A Felold AF T
whe] ol M)A GL Gotis] I3 WA 53
ALH G AAG Ak, he] R F B F7,
ST, GAH 294 A 29l0] sl B4
91 9T PIHE S02 hekskrh(Table 7). 5913 1}
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Table 6. Factor analysis and reliability test for fashion curation users' product purchase intention in fashion

curation
Factors Questions FacFor LEhe Curpulatwe Cronbach's o
loading | value | variance %
After watching the brand has posted image, interest in the brand
90
Product has occurred.
purchase - - -
intention After Watchmg. the brand has posted image, I wanted to buy a pro 29 240 30.06 27
. . duct that sells in the brand.
in Fashion
curation | After watching the brand has posted image, it is willing to purch- 79
ase fashion products in the board certain photos from that brand. ’
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Table 7. Regression analysis for predicting the effect of FSO, FCM, and PITFC on product purchase intention in

fashion curation

Independent variable g t Adjusted R F-value
Convenience 35 7.43%%*
Fashion curation users Fashion trend 26 549 38 6248
shopping orientation
Exploratory 23 4.73%**
Information search for utility .50 10.74%**
Fashion curation Entertainment 20 41285 45 85.52% %
usage motives
Personal expression 13 2.68%*
Brand identity image 34 6.87%%*
Preferreq \mage t?/p e Consumer lifestyle image 25 4.85%** .30 44.43%**
of fashion curation
Product information image 18 3.57***

*p<.01, ¥***p<.001

Dependent variable: Product purchase intention in fashion curation

FSO: Fashion Shopping Orientation; FCUM: Fashion Curation Usage Motives; PITFC: Preferred Image Types of Fashion Curation
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Effects of fashion shopping orientation
on product purchase intention

| Convenience f=ATHEE
| fp=—38rEr Product
| Fashion trend | purchase
ntention
=29
| Hedonic

Effects of fashion curation usage motives
on product purchase intention

Product
purchase
intention

P 54w

Personal expression

*Hxp< 001
B: Standardized Coefficients
—: Including only meaningful impact variables.

Fig. 1. Consumer lifestyle image preference group.

Effects of fashion shopping orientation
on product purchase intention

Effects of fashion curation usage motives
on product purchase intention

Fashion trend =675
Product
purchase
; intention
Compqratlve %’
buying :

Information
search for utility

Product
purchase
/ intention
| Entertainment ‘ f=25%w
*EEp< 001

f: Standardized Coefficients
—: Including only meaningful impact variables.

Fig. 2. Brand and product information image preference group.
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