<7402/ 21577
A6H A48, 2014

PISSN 1229-2060
eISSN 2287-5743

<AFI=R> Fashion & Text. Res. J.
Vol. 16, No. 4, pp.604-613(2014)
http://dx.doi.org/10.5805/SFT1.2014.16.4.604
ojMejo|=AEIQ F&of (=2 SPA E2iE QIX|, Ef= 2 FojZEEo| 2kt o7
utzs)’
Argejsta el sk

Cognition, Attitude and Purchasing Experience of SPA Brands by
Types of Fashion Lifestyle

Kwang Hee Park'
Dept. of Fashion Marketing, Keimyung University; Daegu, Korea

Abstract : The purposes of this study were to classify respondents by their fashion lifestyle and to investigate the dif-
ferences in cognition, attitude and purchasing experience of SPA brands among fashion lifestyle groups. The convenience
sample was drawn from females between the ages of 20 and 39 who lived in Daegu and Gyeongbuk regions from Novem-
ber 1% and 15™ 2012. Descriptive statistics, cluster analysis, ANOVA, Tukey test, and x test were applied to analyze data
from 255 respondents. Four clusters (fashion-oriented group, fashion indifferent group, conservative individuality-oriented
group, conservative practicality-oriented group) were developed by 16 fashion lifestyle items. The attitude toward SPA
brand was classified by six factors(fashionability/variety, good location, good quality, diverse promotions, low price, limited
number of merchandise, sales person’s information). There were significant differences in cognition, five attitude factors
(fashionability/variety, good location, good quality, low price, limited number of merchandise) and purchasing experience
of SPA brands among types of fashion lifestyle. While the fashion-oriented group had the highest scores of cognition, atti-
tude and purchasing experience of SPA brands, the fashion indifferent group or the conservative practicality-oriented
group had the lowest scores. There were significant differences in age and marital status among the four groups while
there were no significant differences in marital status, family monthly income, and job.
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Table 1. Means of cognition, percentages of purchasing experience and main reasons for purchasing of SPA brands

Brand name Cognition Purchasing experience Reasons for purchasing
Zara 4.02 47.8 Various design, Trendy products, Brand name
Mango 2.70 6.3 Convenience, Various design, Good quality
Uniglo 431 76.5 Good quality, Low price, Convenience
Gap 3.92 43.1 Brand name, ETC, Good quality
Forever 21 3.20 25.5 Various design, Trendy products, Low price
H&M 3.50 243 Various design, Trendy products, Low price
Tate 327 29.0 ETC, Good quality, Various design
Mixxo 3.59 34.1 Various design, Low price, ETC
Spao 3.77 41.2 Low price, Good quality, ETC
Codes combine 371 38.4 ETC, Various design, Good quality
Giordano 4.05 51.8 Low price, Good quality, ETC
Basic house 4.10 54.5 Low price, ETC, Good quality
Quo 3.14 15.7 Various design, Convenience, Good quality
Plastic island 3.37 22.4 Various design, Influence by others, Good quality
Reshop 3.53 31.0 Various design, Low price, Good quality

ETC: Easy to coordinate with other clothes

33 24 4y
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Table 2. Factor analysis and reliability of the attitude towards SPA brands

Cronbach' s o (mean)

Factor/Item Factor loading . .
cumulative variancef
Factor 1: Fashionability/variety
There are various designs for the product. 0.85
There are many new products in trend. 0.78
The product has various designs. 0.77
It reflects the trend fast. 0.76 0.92
It has current trends in displa; 0.69 (346)
pay: ' 27.4%
When comparing to other stores, it has current trends in display. 0.68
The type of products change quickly. 0.67
The display is sophisticated. 0.66
The accessories are well coordinated with the outfit. 0.65
Factor 2: Good location
The store is located in the central business district like Dongsung-ro. 0.87 091
Large apparel retailers are near by the store. 0.85 (4.05)
The store is located where it has a large floating population. 0.83 394
It is easy to find various products because the store is big. 0.75
Factor 3: Good quality
The quality of the fabric is good. 0.85 0.83
When comparing to other brands, the quality of the product is good. 0.83 2.97)
The cutting and sewing are better than non SPA brands'. 0.83 483
The products is made of good quality materials. 0.77
Factor 4: Diverse promotions
. 0.88
The store often offers special events. 0.84
The store offers local independent sales when comparing to other brands. 0.86 (3.35)
The store often offers special deals. 0.81 55.1
The store offers special sales price. 0.63
Factor 5: Low price
The price of the product is generally low. 0.86 0.85
. . . . 3.60
The price of the product is relatively low than other brands 0.81 ( 61 2)
The price range of many products is low. 0.80
Factor 6: Limited number of merchandise 0.83
I feel special after purchasing these products. ' 0.78
2.
I think that the purchased products are limited. 0.82 ( 6 67 Z)
When 1 find a product that I like, I need to purchase it since there aren't many in stock. 0.68
Factor 7: Sales person's information
The sales person's advise helps me to purchase the product. 0.85 0.73
. 2.87
The sales person has professional knowledge about the product. 0.77 (70 5)
The sales person knows the current trend. 0.73

shp2e] ARl B RS WP U2 G WOlHF AT SPABRIE FINISE ZAIA TRl s4Ee) u
]_

ZERQlS] SPARRIETE 71 QIA=rE =3 Pl EE wrhe =7 7P 0l UERd Kim and Lee(2007)0] A3te} 4ol

A& HolErh = AlF2] ARlel 7P = Hehd Yoon(2012)0] A
T olfiE AUER, AP sHA, s 2 A, AR B 4 3l

THER AR o] 7P Bl AR Eo] thekd Hlele] Al ZAMPIAFERIA SPABRES] S4o] tlgh sl 9] B
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Table 3. The result of ANOVA for fashion lifestyle

Conservative ~ Conservative

Fashionor Fashion

Item iented  indifferent indi\./iduality prac.ticality F value
oriented oriented

1. I have my own personal style of clothing or shoes. 4.29¢ 3.02a 3.58b 2.98a 40.35%**
2. 1 dress into my own personal style of clothing everyday. 4.50c 3.16a 3.90b 3.29a 50.95%**
3. I a' something of my own to create a unique style 4.23d 247a 3.35¢ 2.89b 61.78%**
4. Dressing well gives me a boost of confidence. 4.69d 3.51a 4.35¢ 3.95b 32.00%**
5. 1 pay attention to buying clothes that I really like. 4.63d 33la 431c 3.44a S1.97***
6. 1 prefer my own style rather than following the trend. 4.02b 3.24a 3.92b 3.30a 15.81%**
7. 1 follow new fashion trends quickly. 4.19¢ 2.80a 3.28b 2.74a 55.34%**
8. I wear trendy clothes every time I dress up. 3.98b 2.69a 2.78a 2.86a 31.32%**
9. 1 do not wear old-fashioned clothes even though it was expensive. 3.33b 2.59a 2.93ab 2.6la 6.65%**
10. T do not buy clothes that are unnecessary. 3.60b 2.98a 2.82a 3.94b 25.96%**
11. I only spend money on planned expenditure. 3.35b 2.43a 2.11a 3.94¢ 78.36%**
12. 1 try not to buy things that I have not planned. 3.88b 2.71a 2.78a 3.99 56.06%***
13. When I choose an outfit I examine its practicality. 4.04c 325 3.60b 4.19¢ 21.11%**
14. I believe suits are more stylish than casual clothing. 2.67a 2.39a 3.17b 3.40b 15.83%**
15. 1 prefer elegant outfits with a classic style than a trendy style. 2.46a 241a 3.21b 3.33b 19.55%**
16. 1 am interested in classic style. 2.71a 247a 3.57b 3.33b 21.74%**

**%: p<.001, abc: Tukey test shows that means with different subscripts differ at p<.05
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O $shtkz BobEgith ol Tl &4e] glod 2]
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Table 4. The differences of cognition, attitude, and purchasing experience of SPA brands among fashion lifestyle groups

Fashion

Fashion

Conservative

Conservative

oriented indifferent  individuality oriented practicality oriented F value
Domestic SPA brands 3.97b 3.44a 3.70ab 3.42a 15.75%*%*
Cognition
Foreign SPA brands 4.10c 3.41ab 3.72b 3.32a 7.35%**
Fashionability/variety 3.97¢c 3.13a 3.38ab 3.42b 18.34%**
Good location 4.50c 3.70a 4.14b 3.91ab 15.58%**
Good quality 2.94ab 3.13b 2.83a 3.03ab 3.10%
Attitude Diverse promotions 3.49 3.27 3.35 3.30 1.43
Low price 3.99¢ 3.18a 3.57b 3.64b 15.79%**
Limited number of merchandise 3.15b 2.52a 2.72a 2.73a 6.23%*%*
Sales person's information 2.79 2.88 2.90 2.87 0.33
Purchasing ~ Domestic SPA brands 3.60b 3.37ab 3.56b 2.53a 4.00%*
experience  Foreign SPA brands 3.14b 2.18a 2.28a 1.65a 11.72%**
Age 24.67ab 23.04a 22.63a 26.20b 9.47%*%*
*: p<05, **: p<.01, *** : p<001
I AATFHAL & 5 Ak p<.001).
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