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A Study on the Context Characteristics and Consumer Characteristics
Affecting Fashion Curation Shopping

Juhee Kim'
Dept. of Fashion design, Baekseok Culture University; Cheonan, Korea

Abstract: This study attempted to analyze the context characteristics and consumer characteristics that affect fashion
curation shopping. The data used for this study were 223 questionnaires targeting male and female college students in their
20s in Busan and South Gyeongsang Province who had had the curated shopping experience in the latest three months.
The SPSS program was used for the data analysis, and a reliability measurement, factor analysis, multiple regression anal-
ysis, T-test, and one-way ANOVA were conducted. The results were as follows. First, fashion curation shopping exhibited
three factors: product subscription, marketing use, and product recommendation shopping. Furthermore, the context char-
acteristics had sub concepts of five factors: selection, sharing, experience, discovery, and storage. Second, the context char-
acteristics (selection, sharing, experience, discovery, and storage) had a significant influence on product subscription,
marketing use, and product recommendation, which belong to the curation shopping category. Third, the fashion con-
sumers’ price sensitivity, trend sensitivity, and product knowledge had a deep impact on the marketing use and product rec-
ommendation. Fourth, there was no difference in the fashion curation shopping by male and female consumers and the
average monthly fashion shopping frequency, and there were differences in shopping cost and time. This study can analyze
the context and consumer characteristics that affect fashion curation shopping to establish an efficient fashion curation
shopping system in practical terms. Additionally, academically, it can be proposed as basic data on the development of mea-
surement tools for analyzing consumer behavior that prefers fashion curation shopping.
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9 e A%E Ang Ageis oo} ALA) 2xe de
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o] e Y3t Fel=F Aegsle] FHsAY 53R FHE
25 YeRthJo, 2013). o] ZgolA AFIRRS} AREA} TR

v MU 2E dishs 2749 Eude] JES riXE 48l
L B QAT ARRALS] AA| sy A mE gErl
ThHong, 2021). &, ZHAE B2 LH|Rlol|A] A T8
A QA= she] ASAFEA A Felold &3 WF
of S = & AUtk 53], A Felold S FYH
o] Ao} AJES Al &3 Adgo] Al E ERA
s FH, Ff, 5 T B2 AHIRRe] A=5F YT &
Fol dojut BslEE AfRlzo|t). o]¢f h2 AH|RFES] 3
o7} AdE= & AR AEAE EAQME, 3, A, T
A, Ayl weh A Falold B ol gsk=d feolugh
FEFS vE Z0R o)

AF7A FeEold &% Yol et MPdAy= FA Fl
old &g olgste AH|RY] Bt AH|RLe] Fufox,
Tl kel ARYLS EAS AT (Choi & Hwang, 2018;
Choi & Yang, 2016; Kim et al., 2017; Lee & Park, 2018)
oF FEo)d Mulze] §3d TixlR1A EX(Im & Lee, 2015;
Hong & Nae, 2015; Ma, 2018) 502 FREo] F& AF
=oj gt 53] s FElolAd AMRke] B4l = 714 (Choi
& Yang, 2016; Lee, 2020), EF=(Amold & Reynolds, 2003;
Park & Kim, 2021), =g E9} 2|4 (Han et al, 2011; Lee,
2016; You et al,, 2015) T3¢ #HHAE B8|aL Qi) o]AH
WA FEold £gel AH AFoHEe F= Felolde 73
Ao o] g AM|xte] BA A7y Edd] o] Foix|aL Qi
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AHg-Eth(Han, 2012). 5, &H1E Sk ARFF )4, vz
she A9 dgo] FasiAHA HlEe] J9E W K} @
B3 om 2 ARH I e AolthLee, 2013). ZFYH FR
7t AFERE WAAGAA AHRPE YA R ofd AE
B Mulx, Fdx ARE 2T AQX] AFske AL
GA k& deolt). 2318 HEA, A, AT ¢z Y
g3l Mele] & F3FE fAdKolY FYE 58 A
She FAlo|t) E3], 22 E|Yele FAlo wet HolE
F3 2P o7 AekE=d (Jo, 2013), HolE] FEo)Ae A}
JApt TRz A9 a7e] Hsw AR ue} wEy &
gz Felold MuIEE AlFdich =, A FElolde FEF
o] FAL AMgAle|H ThE Algdo] HEIH S FHIZE 153}
At E o2 ERIF 38381 ARIRRE AREAR] ol A
HI2Z 4B doh o] HgoA] ARIRte AREAL 7F s
Lol F-8-8k ARH, FAA FEHETL HolEHZE o
AN A7FE 295 8-t (Yoon, 2017). A FElolAd
&3 JREF] FAL ey siddE dEE AE,
g, 744, oMlE ol thdt JRE AesA 5248 A
= Fohs FYEY] J8S 3
E 4 thKim et al, 2017). ©]&& sjA FEo)d &3
A2 A et g, B 2388 An, QERPL
2MRE FAZE, A, 24 FEold, SR AA
w2(Joo, 2013; Lee, 2016; Park & Kim, 2017) 502, 7
gold Ao mEt AR AFH, FF FHE, EFIu,
2014), % N B9, AR 75 A, vAE Ad A
(Park & Kim, 2017) 59| F¥o2 ERHTh £ AFolM+=
AR 7 A0 R QIXEIAL A= FE T, "
g 28 dE AL OA Felod agew st 3
o A RS IS 2" o] ERRore] ARt
oA FAl thet AFS FHolAEIA A7HoE viElTE
Fejolt}. o]A Fel|olAd A (curation commerce) S A
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2.2. ZHAE (context) &4
AYXED of| de] w2, A5 Ay, Eojgte oJujo
o} Hjtjo] HoelM= #73e] Al I, T AE A4S

o

H AH-

Al 39, AR, shy & AFUACIdel ¥FE WA= AR

Al 71 nel o7k Adse BE A& EIITH(Yoon,

2017). AquAle| S FRlze] B JR7E AYAER Q14
&

=& Zo]tHDey et al, 1999). H]= ol A& ALgA7}
AFE A, o, o18A, F7-9F LH|sks Aol thgh wE H
%sé %’ £ o|§3sHAL FjE oo
Eo]tHArora, 2013). WA
E E"é% ZHRpe] Mg Akl dofjul=
3 A dehte & ox AR e BAdolgt &
U Zlojt}, AARE &3 A EH AN AF AL 4
H] o]9le] AP FAEo] 7|&e] JAA ME-2 A 7}
A& WETIE gt F, & AFS R UEAI} v
A= FGoNA ARALS] 7HRE AR AAE] A2 AEE
AgkE]= Aotk A=, shvke] AF AFelA 27] thE A
B2E 37 ol kel &) vlojEslE . HJHE X3
o] H]zuzoa 82 Flo|t}. Jung and Ban(2019) JA] Al
BAE AlE, AEE, AME|A9E AAE P BE 8o
o] ARA AR o R 4N UEe A4S 28-S0
2L & Ao vepdral st 53] oA ER A
oxe] Al HEXE B4 A A dijle] HEst

= 2Rl FHY A8elM o FARHeR AEHT &
HIZ7E 2211 Aol x] ghalsfof & Hr7t YYD 739 thef
gk A AR gk FH ey el 71zg e
A} ool oA Aol AAEE S| JES W
THAAS & 5 SUth(Lee & Lee, 2014). ]9} 7h2 7AE] 2~
E EAol il Yoon(2017)2 7 (discovering), 418l (choose),
738 (experience), ¥-F-(communicate)2] S7go] ARE-Alele]
FAE SoM A oR T2 EPF R FEgle] J4Er
3 RSk whe FHl=, AE, AR 5 thie £
HAolA AZ7F =] 24E 4 GaEES B3l A=A
A= ) AHRE ARFUACIA WS B3l AlEt &
dE ARE FJopA =L AFe] A4S X s sHE I
AU Fufjsks 5o @5l °]2A drhJo et al, 2013). A
g2 @ HAHskEe] 7 FEER] s Al Al 24
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FE odae At NS Aue) Igo 54 el A
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AAHA AFE= AolthLee & Lee, 2014). 7338
I+, AF v A & A2, B8 S
u}]-s]-ﬂL]- Ex Haﬂt0] =37
gk e E St & HES ﬁﬁl 4ol gk
Azt gl Jrke ojulsh=dl 53], thilld & AdRke] thekst
43 RS AdH EARE TR Aol aavE
| S71edk B9kth(Joo, 2013). 4«?%*; A, Ae, st
A
]

O

TRz AES A AU, Z3)FE ol
o] Fole & EAlske T FHE AgEHe A9
o] 7t AHEtaAl she S7ek Al Mgl st
a3 Hojshe AlgelA HxE FPezn o & gt
(Yoon, 2017). °oJ2{3t 54 2-52] #HAle} 7RIS Frat
= ZAFUEE 7uke g she B3 71X 9] Aol A EE
el FejEA] skl flk(Park, 2013). A2 ARalo l
203 &% BEES FAR FRElTE J8S gt} 53] %
2o U7t Y3 AY AEsle AES gy g2, J‘{r
FE SR, ARIFA, ABEE AP I A2 FHoR
A7sl=(Jung & Ban, 2019) HEIAE EXolT),

A Feold Lol HreMou FE TujdelE &&
Ao 2 Ajste] Algtalr] S8 #H dlolelE &8sl 7T

AANTE AH| 2 A2 (Strabass, 2012)5H, A=<

ﬁEﬂé& E0] wet A FHlold &3 %ﬁég o]g-3l=tl
o= Zpol7t A& ZOR ot olHe A= WA Y
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oA FEold el &S F= T hoi and
Yang(2016) Falold Amzolx] 7FAERI0] An|Rle] I
3} Fojeel 7 Jeke FA mRltka Stk 53, 20~
3oche] FEleld & AdelM e 7 ERld) Ajde] 7
ol &gowe| JFE wHths s W8] UTh(Lee,
2020). &BRFEC] 7HE] s A1 eI 2914
oM 7HAgREMe] H&,E A YERH(Kim, 2004), T
A Fdge] ABAE =A JERAL thAn, 2012).
o, 2ER] & ARRES B A, A=
LGB A ALE A FE e 52 AP SdrHAmold &
Reynolds, 2003). Ezl=o] w7 £5 2 Fsht i
HIFH o2 Fepe, e Ed= b
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he 1Bl FRE So8 HA i FH=E Pt B
1 A3l tH(Yoon, 2022). TS SHEANEE <l
5 AVIERE 7T AHREY o] AR BFoE AAIZE
Agen B2 ARSIl 3, AdEEHAYTHPark &
Lee, 2014). o)A Fdlold £33 A 35 AH|2oM =
£ IT, olgr, EdE Foko] Jw2dE7})
W2A S718 JukPark & Kim, 2021)2 3}, o9} 2+
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A FEold &g tdet ARES AHAY T A7
Stod LmjRtelA AlFehs SHE FAe AH|AEA Tkt
FRLE vehdtt 2 dFelMe LHApe i FElold &
BE 2] flsl A FElold &% /3% A 75, v
AY E&, F FH9 o]fro] #3 FS A 3
7 A Yol &% 39 ol8EE s =T
Park and Kim(2017)% Choi and Yang(2016)2] 9445 L
slo] AFe] BFol s 4 HAG i HAE o= A
A=A, 3F 52 A7 75 Al2E FHE 54 5] 3
ARlelvt Ade] 53 dES S8 H71A BE AFTE ©]
23l= AE2 2= Balo g TASTH nY Feo dn)

o |y

1=

(2017), Jung and Ban(2019)9] G755 =zl 44 RS
A e, I, AR, 4, A 7 84 ARSI
BT 16wd0] ARRERITE AE2E 5491 dd2 oAbad
< 29 7158 o)8dl ARISEA d4E UE dEe A
HEAY, E4ololglz HHEgE A4 Alo]Ed IS
u Elele] Fuldd AR AlwE A4

A AEst] BEshs 5o dA58E &

el
=
Ak B 54 AF) A AEe) AL AU §
= o

4o e B PGt AP e
ARG ol2 Bl B 4E

g AMs B4 BE Byow
TELdh WAL AolE WE A A Wk AEIt 4
74 R Fe o] E, Ho] ke HE 52 S48
sk B4S BE won YA Age B Ua
S AR RS PES AEe] AGsAL, TokslE
3 AT} WRE 4ES A1) Sle) A B0 B85
S, G w2 W3t AIEAN Asks HES PiE
2 Bsel Agels 54E B B TUet. BE
2L 53 Likert A=HE@S 134 Qoholg agthow
=43t

T2 AN 7 WSS Goldsmith et al.(2005)2] o)
A 78 TZF=(FPS: Fashion Price Sensitivity) %= 3=
Fazste] i AES M oj= A& NIZREEA], 7|Ee] 1
At Q= 7HEZ DEke w N AATREA] 5 B
4732 ARSI B9 53 Likert 2= (3] 28%] &
a9 2FthS o]83le] FH3Irt. EAE YIZiEE Park
and Seong(2013)2] A7= Fsle] XA SAske F3)
Iilo] BAY, EdLg RS HFHo= Ptk 5
< & 3oz 75 58 Likert AT ES 18X
etk 2™EthE 43k AEA4 A&+ You and
Yeo(2020)9] A+5 sl Fulstaral sk AR &
B3 225} #As 54 Foll Ulsl] 22 o= Hx X8
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, FEA 0] o= A& E=rhal kel Aol s
53 Likert A=A 28A] gt}h-nj

1=

2gsksih, theo®, AnlAe] Q17E

By 2H]} B B A7 4s

Sk

S =R ART] S8 Varimax H4e] &
A AF IS

’ A%, FHAARA, HEEAEA, Test, L=
AR o] AREEITH

e 1x 1o

Asks 542 200) 9 Tieale] A Feleld 3L ol
galed A8, @ 2 BE WA SYNE, @ 2 BE A 4. A7AD Y =9
£, AAF LA Jolrk Y A gk, ol
s ol 2ol AR melsh wlgo] Tel ol B 41. &% 70| MEE ¥ BT AE
HAFH] A& & F & HzolH, A Feold fiFo] & WA Tl &0l FEFE vAE AYRE B4 4]
ZRRIAgelA] o] FoX| = S 1#3le] Seong(2013), Park and AREAel ARk At Z|zEM e dAd FElold &, 1Y
Jun(2002)8] ATE FAE 4 BAS AX £FE HAF A 2E B4, 7 e, ERE W, AFEAA Aol gt
gofal B EHEE St ST A2t B BAs flel /i el gk &
UEA I A= BAS At A ol &g 8t
33 AME+d A Y fegle F=3 A, BF 7 aklo] FEHJUA 7 =7
2 A7 AR 22kl &8 A 4, T, S Z¥e] Cronbach's ofko] 676141 85= H|wA #2 WF 434
S 2 AFUACNA EEe] B2 Wl 200 F s S HOIFQTHTable 1). AEAE EAJ9] QR4S AT 24
SoME i Feold &8s Aeste] 2 Y Rt I, BF 7] 88lo] ==HeH, 7t 3 7+] Cronbach's
glold 23 AdellM iRl e Mt AEAS S oFFe 59014 830F H|wH =& UF UddAo] ek
o Wl FE3h AR 2020 12€ 10879 214 (Table 2).
7] AAREARE A e w2 AAsgith EAle F 250 F = MR B 9, EdE e AL Ry
s 277 A 22377 HF AREUT STl tiet aQls FEo AFE F4E AAlelt
B Al FAd AN AR 94 917 (40.8%)7 oA THEREE T1AS mE Selsith, 1E 7FART A
132%(59.2%), e B &= 109 wko] 1097 (48.9%), HEH| wizbsiAl ERlziey, 7EAZ<l sElo] =] WAtsiA
10-207H m]Rko] 727 (32.3%), 20-307H mIRto] 319 (13.9%), ATp o] #3o R AN, EdE vitEs FH4 Eds
307k ool 118(4.9%) 0= VrebsT). g Baraid A1EH] of Falo] gy, Tl Al EAYE 247t JeA RiFsAl
= 109K wlvto] 61%(27.4%), 10-205-dm] ko] 707 (31.4%), Ay, EdUd AES A5HoE It 2o
20-30%+ m|Rke] 55%8(24.7%), 30-40%FAH|RO] 2078 (9.0%), BT FFANL T FE ofldE ERT UL
405kl ol 178 (7.6%) 0= 2= U RIS 2 4oL ek, Y] #4248 a9 5 e A
A Falo)d Lgol HEXE EXAQ A9, I&, AY, T 218 YA Tk, HEANE & G A== HEo] Sk, A
A, A 2HR B2 7H RIZE, ERE RIZE, EA] AR AEANE 7L k. B £ eE St
A A, QsAIsH] 54 B 2% 54o] ojmd 9 T Zb gl shte] aglow SepHgt). 7AIAE, EJER]
e A 295171 98] SPSS 21.0 BAZZ IS ARSI A=, AEAA ] Q2le] A%+ Cronbach’s offo] 25
ok wA, AR 230 HAS Sl A= AEE AN F S0olFe® =2 W3 daAe JERITE s Falold &
B 9 noslich A Felold £ AU2E By Bl FFS vINE B WIS WA BIPS Fush] 9
Table 1. Factor analysis of fashion curation shopping
Factor Items Factor loading
After signing up as a member of a specific application, I use regular information by marketing consent. .850
Suisrzg;:iton I take advantage of the regular provision of selected products and information on specific sites. 824
I use regular information such as subscriptions, likes, and notifications of channels that suit my taste. 735
Eigen value:2.084 Cumulative:26.055% Cronbach’s a: .785
Marketing I purchase and use other similar products that analyze customer purchase data. 925
use I use customer shopping lists and hashtags with similar purchasing patterns. .869
Eigen value:1.903 Cumulative:49.845% Cronbach’s a: .849
I use product recommendations based on the experiences and opinions of celebrities. 780
recorf;?:;;;ﬁon I use product recommendation based on expert's analyzed information. 747
I use planned special discounts or benefit information recommendations. 665

Eigen value:1.819 Cumulative:72.584% Cronbach’s a: .669
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Table 2. Factor analysis of context characteristics

Factor Questionnaire Factor loading
I naturally look at a very variety of products by using functions that help me make decisions. 756
Selection I am interested in sites linked to suggested content related to the item. 714
I visit related sites provided by other people's purchase experience information. 703
Eigen value: 2.428 Cumulative: 15.173% Cronbach’s a: .751
I share the information of specific products with acquaintances and exchange opinions on products. 903
Sharing 1 share the shopping information of others with similar tastes who have purchased a specific product and see their reaction. .890
I refer to product information shared by acquaintances. 663
Eigen value: 2.320 Cumulative: 29.675% Cronbach’s a: .827
I look back at the history of my purchasing experience. 708
. I visit a specific brand with purchase experience and look at related products. 679
Experience . .
I search for a specific brand with a high level of satisfaction with the purchase experience. 677
I search except for shopping places where I did not have a good buying experience. 611
Eigen value: 2.236 Cumulative: 43.649% Cronbach’s a: .699
I suddenly find an attractive product that I have never seen before. 720
Discovery I unexpectedly find a product I like other than the product I was looking for. .663
I find a product that interests me by looking around a site or place I visit by coincidence. 576
Eigen value:1.994 Cumulative: 56.115% Cronbach’s a: .589
I don't need it right away, but if it's a good product, I save it to my shopping cart. 769
Storage [ visit the shopping cart to check if the purchase benefit or service has changed and save the related product again. 621
I search on my favorite shopping app or site and create a new wish list. 584
Eigen value: 1.707 Cumulative: 66.784% Cronbach’s a: .625
Table 3. Correlation analysis of measured variables
Selection Sharing Experience Disccovery Storage Pr.i?e. Tr.er.1d. Product quuc.t Marketing PmdUCt.
sensitivity sensitivity knowledge subscription use recommendation
Selection 1
Sharing 417 1
Experience 3407 2827 1
Discovery 487" 456" 2297 1
Storage 4557 4347 384" 418” 1
sefs I;It(l:\ellty 037 042 —004 013 —152° 1
segsri?&ty —163° 040  —172" 2437 2517 s 1
kgjv‘t‘g;e —190"  —292"  —203" 204" 3417 —104 4297 1
suiz‘c’g‘;fiton o208 330" 2177 3587 053 —128 —159 1
Marketing use 530" 3227 2137 3157 3717 —o12 -a81” 2107 337 1
mco;ﬁiﬁ;;ﬁm 201" 2457 2977 2637 4307 —173 -2847 -85 4397 387" 1
**p< .01, *p< .05
g 7| ZEA R FHEARA S AAEITE FRHETEY] B 42 1M [0 4ol HEES O|Xl= HHAE S 24
oA B4 BE GAASTE 708 WA UEhd T A el £ AF T, "HIE B, dEFA

JEL VA AYiE

AR S HARAS AN

S8, -, 49

, 24, A%

= Table 49} 7).

)

filo
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Table 4. Effect of context characteristics on fashion curation shopping

YL pjF= HEYAE BT SHx) B0 ZEE ¢ 47

Dependent variable  Independent variable B B t F Adj R’
Selection 413 346 4678
Sharing —-.091 —-.058 -.819
Product subscription Experience 185 .166 2.541" 4634 237
Discovery —-.062 —-.043 —-.589
Storage 277 188 2.584""
Selection 430 402 5578
Sharing 127 .092 1318
Marketing use Experience .008 -.008 —-.125 17.757" 277
Discovery 027 .021 296
Storage 184 139 1.968"
Selection .089 091 1.200
Sharing .000 .000 —-.002
rm:‘f:;;aﬁon Experience 119 131 1.954 12.103" 202
Discovery 067 056 754
Storage 388 320 4307
*p<.001, “p<.01, p<.05
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Table 5. Effects of consumer price sensitivity, trend sensitivity, and product Knowledge on fashion

curation shopping

Dependent variable Independent variable B p t F Adj R?
Price sensitivity 067 .053 780

Product subscription Trend sensitivity .086 —-.086 -1.136 2.446 019
Product knowledge -.169 -117 —1.563

Price sensitivity -.014 -.012 -.185

Marketing use Trend sensitivity 099 -109 ~1.457 4204 041
Product knowledge -216 -.165 2225
Price sensitivity -.156 —152 2315

Product recommendation Trend sensitivity -.175 -214 —2.950" 8777 .095
Product knowledge -.105 -.110 -1.522

p<.001, “p<.01, p<.05
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Table 6. Differences in fashion curation shopping according to consumer demographics

Curation shopping N
Demographics

Product subscription

Marketing use

Product recommendation

Male 91 3.200 3.544 3.366
Gender
Female 132 3.108 3.662 3.390
T-value 0.016 -923 -203
1-3 times 117 3.011 3.504 3217
Monthly average 4-6 times 71 3.085 3.824 3.606
fashion shopping .
& 7-9 times 13 3513 3.462 3.462
equency
more 10 times 22 3.550 3.696 3.480
F-value 2413 1.897 3.430
less than ¥W100,000 61 2.984 3.582 3.295ab
100,000 - ¥200,000 70 3.119 3.736 3.591a
Monthly average o 6600 - 300,000 55 3.121 3327 3.406ab
fashion shopping costs
300,000 - W400,000 20 3317 3.550 3.133b
over 400,000 17 3333 3.294 3.020b
F-value 0.634 0.847 2.560"
below 30 minutes 43 3.031b 3.233b 3.202b
_ 1-2 hours 95 2.944b 3.558ab 3.249b
Daily average 2-3 hours 52 3.115b 3914a 3.571ab
shopping hours
3-4 hours 16 4.167a 3.969a 3.771a
More 4 hours 17 3.314b 3.677ab 3.608ab
F-value 5528 4.067" 3.026"

Duncan’s multiple range test at p<0.05 a>ab>b
p<.001, p<.01, p<.05
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