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Comparision of Fashion Show Effectiveness Perception as a Tool of Sales
Promotion between Consumers and Sponsors

Yang-Suk Ku and Jin-Hee Hur
Dept. of Clothing & Textiles, Kyungpook National University, Taegu, Korea

Abstract : The purpose of this study was to identify and to compare the fashion show effectiveness between consumers
and sponsors. The data were analyzed by using frequency, factor analysis, cross-tab, t-test and Kruskal Wallis with utilizing
SPSS for Windows. The results of this study were as follow: 1. There was a favorable attitude towards fashion show itself
but negative attitude towards possibility of purchasing clothes through fashion show. 2. Possibility of purchasing clothes
through fashion show was very rare. Only 7.3% of consumers showed the experience of purchasing clothes through the
show. 3. There were significant differences in the perception of watching fashion show purpose between consumers and
sponsors. Consumers considered fashion show as more entertaining factor but sponsors considered show as more infor-
mative and sales promotion factor. 4. There was different recognition about purpose of having fashion show between con-
sumers and sponsors. Sponsors utilized fashion show for the sales promotion medium but consumers recognized the fashion
show as publicity for the company. 5. Sponsors showed more favorable attitude towards fashion show than consumers group.

Key words :

fashion show, sales promotion, fashion event.

1. M 2

Anixte] &7} s} - N sE el wet Wshrl 87
2 @ Al 719 2] Fond ddeiA e gkl
29X Aol tjagolel 722& A FjE3 Hept
o2 ¢ o4 e ARUAM EHH o el
4 A S9ich, olel we} 7 ZIPHES 71 W - 9 A3
ZHR]] dis] B} Z3pFQd ARUAeld EF] ads
QIXFA EHALEAFIoAE I7H, 1997), olF TEAT
71 9%k vl AFUARIA g Te] WaAdo] S A
FHom WM WL ozby whEg B9 Bu 58 A48
ZAEsigct 2 B FHO RN o HE(Even)s 2
AN A FIZE7A FEe FHAS 71%E 2 VY
AHAE AAske 7taE A4S S THEES, 1990).

HofjEzlo] B3 719 dAE AEEE fAGA NN of
WE ZgX4o] AA FztER glovt, 71gjel EHellA nlet
BE o]frolghs BEo] 7139] ouA] AbF, s ol A
sl mew Gt APHORE Aoyl e oE o
HEe] Expu)gol tis] H=9 == 7HXE BojHoE Wyt

Corresponding author; Yang Suk Ku
Tel. +82-53-950-6223, Fax. +82-53-950-6219
E-mail: yskoo@bh.kyungpook.ac.kr

159

he 97 tif-Eolthd-84d, 1986). o2 <lgte] Sl 4]
e AEE A JRPoZA e oMES HE £ e 7]
3]7} sfsjoll wlsled FoiHes A2 deoit,

A FlolM AL e WA oHE F 7P dEF
AR HHLE & F Avdl ol S 9AES H
A4E dREde R AXeke 797t Hal S7HEA len
Z|goM e 2RIz FRENETA HALE 71dolnA
U AEFE AT T USE e Al I fAHZ A}
3813 Utk WA LhE wEA WHelsh: A EX=E dele
A ¥ oflE} 7YY FRITGCEN FoF A¥E HIE
I Sleh o FAAY TRl ES HlsE Fak At A
FS AelA e, Bt 7193 2P} AZleER Al of
mA] AN =L lohe]#]3], 1989).

HALe] HE2 71FEHAN FReA AHEHL sl
et 1 8e G484 5ot HFHoR Wepeole &
HIZHEo] oA HH4E AABL 9len, 714N AL
g she A¥T B3o] FoAA7t AM8] slet=R] i Qe
4o,

olo] & At Za M wiAE 7|goA AMgslT e A
Adrol] B anzkE2] AN oA BN B8 BT Y
& WRlOE &l AHRMES] WAL AREF, i A%
B g F A7 BAIY 59 210lE 7IUSeM dids

A



160 FFYFY B A2F AR E, 20005

£ HHse B4 o ourd 543 vingo s s &
A4S Totsle] 719 mAIE ARYACIA A HAE A
& ERE AFsied S3o] ok

B ATE E3ld 7ole ARk A4uE3) vt
FAHeR a7she TR2RM Rl A3 JRE AT,
AnAlAlE 71 dE ARE ATY F Je 2eFe T2
A Rl AFEy SniE-g % AP EPCEA ofn|
g Hoad 4 97, FFA0E wilE7 wiREA EesHe o
ALE BT Ho @dd sjdagege] weke At
Lis=

2 A7 454 475 98 MFE IFEAe g
2t}

A, 2 QABIL Y L] deky sRd A
4o} B 2R A 2 AEAe B AEE g

R, FHA F, 71950 QA she k] 584, A
Zyn), 2R 2 7Y FR) g v g Hepsict

AR, 28Rk} FAAE XS s WALl #e A
2 g4 AT QA EE v REA g

2. oj2X Hig

2.1. Wof&EI(Sales Promotion)

2uREe] &3 TBiel 7197 A4 V1R 1S vt
Aol Hr} B S AL, LHRe] &8 B &
oz FEAT|H =gt Yrt. olaf 71do] ARE = 9L
£ oA"Y e W] dEA sde] mpAE gioth
Bumett(1993) wAY 9 F T2RAE vy T2 o)
T4 QAR Bi BAIAH AFUACIAE B3 dke A
# #Add oAE J)Eolet st vl wiAY H3(AMA:
American Marketing Association)lAe &2 AME3} &
HR} =88 AF37] A8 T AF &8-S T A
& 2zl Al e T ARoAle] AR AR ET A
g 77N AeEE oA e v oA " =l
3 Ae)Elal Ytk Benette, 1988).

7198 vAlE ARUACIE 34 F Z2RA 3HE AR
A= zewd 3PS F1, QAT FH, BejE 3y
Sz 8t 2 3 BERL 7I]de] BN JIgeHE
& FPA7IE 7|goHE F AHLE BulEF 71eluA|
gedolhe B4 L olf e A2 HRsHAl Ert 7ol
Ex BEAG on|x] dgelgke HPAL FHE 7ERA
Hoy ixE 7|GoE SH-rRoA E88r)

FujEold 7|BH o izt AR 7Rt AlFel
U Aulzol] ek ABIRbe] 7hE o Zix@A] dig dE
vEy) A AlER S A4S O BAoR A B
4 Qlth(Frey, 1961; Luick 3} Ziegler, 1968; Edwards$} Lebo-
witz, 1981; Kotler, 1988; Blattberg®} Neslin, 1990; Terence,
1997). &, 7190l FAE Hg 2v|Aieke] HFH ARY

Aoldoz wuEzg Hld 4 Uch

P Z2eA Holod FuiFAgFold A& FRE ¢
A3817] 9% 293 FA A& ARk Az &8
£ AQoE AFRA Y o]EE AYshs FATe] TP
2 olfojAle R w3tHEEL FHolrt, 1996). Bohdanowicz
9} Clamp(1994y= A T2RAHL 298 IFA7Y, 34
Take} 2vk ARl delA Fa% BEE XY F e
23 At et E£E e Slo] ZERAE FY, B
&3, T8, A2 BRI o] BeEe] BelE A
A, oMIE, BEAE WHL ¥, Fo8 Mt =
%+ Jemigan ¥ Easterling(1990)2 sh4o] Qo] HmjZzlold
oI AHlE Tl GBS F7] A AR EHE EE 8F
o8 3, FH, 2udoMIE, sjMk, HFE mHTeld,
Ho) g WiER ol stz Ut

A g eiAlE Rollld s A Z2RMHAL g
&olX W Fele spdez ALgE7] wFol B, PR,
Publicity, Visual Merchandising, 212 ¥0ll, Direct Marketing,
HHx 58 BF HZERg B ¥ AeE A
QJEA T B dApor= Hike] XE oMIES] FIAE
Al Arsisdtt

2.2 Ol

A Y AR GEEAE AT, 19960 25E oHlER A
ZYA g dge] AFe] WAEEE AU AR =
£ wo)7] 3l dAAshs dAE Wile ALR FHEE AF
FHEE 9% A 7149 olmA sl idel] tigh 37 R
&7] 918 Zlo] Utk oIHE(Eventy= 71 FRANME olv|A]
2pgslel 71QFsl g4, AH)Al SHAAN e FEe AT
o] Ag)d w7 vAE SRR AE Apds 2 weE
Z 5o ojAE 7 7P A5FQ AfuFAeldolzt HE
I ). oMEE olxzAY U3l ARUA IS g
Azl FFHAQ 4 W] ARUAIAE B3l UaliS:
A iR EAM AL FYstEe o F840] AR Utk

A, ollEE 7199 ©71HQ) Wl 218 HAH F71H
9l PR #Ho] A¥EE FHE Azo) HT ey, viHE
ARUA el gloir A - P A FezA A AR
YAolHE & F A Special Promotion PiA 2 A2lE o}
7} i)

F2ele oMIEY} 719 PRATS o g 7Y olviXE &
ol BAA FTuiEr|E Hodkd FFHLEE WS FUt
A7e PR F2 she groMECHA A, AEd
= guj7id A, vl Y, 288 Ad)e) E3loEEE
AH2E, Aoy, ENE), 3] sjHde] 3s dnfEag A
R Z188ALE dlAds, ARAA S Fo] thEFQ ojE
2 FEUR Qrhe]sA, ol&s, 1997).

Z} Rz olEd A% /idat vt 23Y AlE B
0|3 gl 2 YU Mgolr e olEE 2 ZIRH &



24 ofHZAS) Fashion Showo] FEF Lv)xpe} FH=RS) o146l 161

Ho|al, A2 FF oWEH AFgo] 3loy, =2 PREY
o] ZspAl Yeptar 7] wEelct.

R oHE Jd EFol 3t HHae Tl opHE
24 AolEg 93 gl oER RHH It 19
U S Hae] @ Adle PRYFE, HLE E3 PRO]
AN FojArjetE tixlojde] FEAA HHolehs H
sl FYHT U= A7 BrhEHEE, 1994).

Hdakiol wbHsly ARSIEIHEA Zbzte] Yxjepla 1Y
ool Ha2h] fsire A9 YA iETE AF
I 2o 2zZHER) vhA 241 s1Ae] mjl=e) ZiQlE S #Hujg
FEE ¥ U WA gl Hashy, dldoEE 8%
24 7189 PR 959 Md-g gulst 43FA W&
A2 Z2 SUSIE Y8t T wyEE 2AE Q)
oo, tljt YAE B3 Hod 98 4g 4 AS Aol

23 M

Drake(1992), Guerin(1987), Winters 5(1986), Jabenis(1983),
A BRI Y2 AR (199700 3 AP 4L ot Qe 2
o o3 2HE MAlet AAE Dy BelEy 2 TRE ¢85
o g oMER HAY 4 ). HHLE Mk 2
EAQ B4 & shie AEYvE drolA YR HF
L 20E F JE oMIEAR Z2uAL fAne] HHos F
A 4 Yot At} Hslgel] wet ojwjx]e) FHek= H
glojr Hmj&A e ThE pRY-EeiMe EXE HHLE )
ol ASx A 2doA N EdEd & F s
£ 293 S} olniAlE e Z|dEh HHbsE &
g2t Azt FRETY S8 & 4 Yok AAE 9
A3 ATolm=|e] AXE 3 oES] Z 7= W)
ALEEIAR, 19955 SHRHER] 23 ARUACIAE F
3 e AL AolE & ke A Wil dE] #8F
3 gtk o3 st HALEE Goschie(1985), Winters(1986)%,
Diehl(1985), Jay ¢} Ellen Diamond(1994), Judith®} Kristen
(1995)) M3 @A7ol o3l FHz, NHEH, #ANY, 74
W2 ol wiel oy JpA fEE 7HA g9 2 fE8E T
ke ¥F =3 oAl 9ok

a2} RE Ao] A= xzrMolgls WmEI &l
¥3o] Hr, BALE AZYANME M2e AT SH}
tEo] AFY AlF WA A HRSE A g
g, &M AEE FYsked oM AEL PRYe
2 9992 v3d £ Y3 A2 EA=Y 585 FH &
Yol WE FEHE Fo 9L W 4 WA ok aHRH
HAHLE ARYCE dvht ol43lz e 7HE MYdarE
S5 AvEE 70dUE 807 FTEAE, 1977 4
#ad, 1982; H7191, 1985; 8F, 1988) oXe HHIES
Azsla Bulshe JFAAIME HHLE ASHoR FH
foz olgdli Jolx BT o] Fudhs LHIRRE
HHAEE Yo AFR] 3E UFE & + Ut =,

ZalAA o] ML ARPeEA nhe Ge AXE 2}
A& UEE veRiH, ARdGol Bo] HHP S B
3 109E7F BHYO TS o8-8 HE FUIEA] 4%
&5 & 4 Utk

90 dthel] B AR7E(1992), 1A A (1995)9] TArollMe o
AEL HA Fdhol et X4g de AAYRAZN 4
Aol AEYF} taEeo] 58 Xdshe FulNEBLE 7Y
Bo| &85, Fale] A, ARA, AFS-SHIL,
TV, A%, i, grjee] o2 &3 Utk Wl 9l
th =3 oAy FusgeEe) viAE HARRY g4
o] AATAE Yol Az} Fol g FHE ", F2d
ek AlZx, F3o st R4 Hn 257 fagngdes
Me] A 8o JFE viXe FeE Vet g
£ Ao QAdide $gAE TV, Ad $%E, 34, A
2, fHAEE Sl folu HuloRel A FHE G
the Q) AABAE Jellidon, Fazel g 744 4
e s 83 B35 JAAAE 2ok B3] digk ¥
A &g Zo] AdyE U AuYLFE HHaxE F
2 Agsr oke ZeE et 3 2fud £/ 9%
AFAHAG, 1995} E2BFHE Yo A% A7
o, 19960 % ARY o 2A ] HMAi7E ST AR U
& BoR7 gk AEAA PR (1997) ATeME ME
A AriAEe] B uARAE R §8E ERsdE, o
714 AA) s o] woidde] AR FRAUSEAM H
Po] AMSET YE A2 YEPGon, 53] o] Hus
ol 2% RS HEF o uycte] 7|ek e juye
of vl 743 o] o]gsla Uty JER) HEE FollM
AL YAt Brke AE AR oo, delfe] ¥
B4 AEE T AAE A PR R s
7} 2HRlA] B ARE AF3he Ao Azt

olE EsjM B w AAHoE oot Fut o] FRE A
&7t Argozo g 38 Wi Yo, 53] HE A
T Ao F83% ARdegy §EHT JYE RE B F
FiL=

3. oipury

3.1. {YET

B d7e dEXe MR FHAE AEAZ FAE
Ack v &, AL BEAE e ¢ H4EA E3
& Mo BF UurE ", HAALE 53 gE7o), 23
T Q7EAE Bgor FAHNLH. HHL FHEE A
o8 & HAEX F3e s #F dutd dE ¥ ZER
AviA A e s g8A49) 2R R A3t

Aol 3 Yuky geE ATl 3H40](1988), ©f
2% (1997), Jabenis(1984)2] Q7oA walgt A Ayt
ARHA de JgoE TS



162 /#9183 A2 A28, 20004

WAz} ojBTulol wXE PPl B B Wi
e Tx ¥ AHLE T AETNAY {7, TR ¥
AEA, Mol B3 HrtaglEel A3 Ao TN
HERGLS ARAL Aot YA @r 1988, AWA
1991; George B.Sproles 1989; 2% 1977; 971 1985, &
&5 1988; Chowdhary 1989; Guerin 1987, M.E Drake%;
1992) ol 3ot AEEA}e] 7} 2ol diF ¥ 54
FRHzg 2gsch A A3 3o e THH
ol Hell A% 6% B Holl A3 4EFCE AT

32970y ¥ AEasy

28R AEAE AGE QHakE 7HEeR sleH, #
A&EE 53 38 A2 TVE 3 a3l T
Bl Z+ X9} F CATV BFgo] vlad g2 Age] 7
o3 A7|e BPRE, tite A4 2 AR 2] opfE
oL FAow Hel BHS z} 350584 wiEsion o
1Hd B4 2ALE 9% AR HelE fiste] AR
= JA4ez At

B Al e EAAE AEE AT F 55098 AR
Ag 9% AsEE At ddh #8538 4BAE 24
A7t 74 Y EAAE e E 8 19-9Y 15Y Alolo] A
AFEe ANF A F 4] HEXE EA ) A&

AT el AFEFE 20007} 59.6%2 JHY Bk, 2
& B XE nEo] 59.1%E UERGT, §8e tEo)dol
48%% A Vet #AdAFelr s el 40.2% e
1o d8F 258 100~20057Hd0] 36.2%=2 7V ¥4
bk, AFAGE Aol 47.5%, Aol 52.%%th.

3.3, EAuy

AEe] AL SPSS WIN 7.5 T2 o] &3k Au)z}
o] WAL P Rl B3 AE He, BEEH, AL
A8 sox AE Al X4 JNF AAAER € o5
Fale] B4, sjdaol A TR AWk He £4 & 8t
of WiEEAS AMgslH oy, s 4400 Bt An|xie}
FHALY] <14 HIZE Yl ttestE AMEBIATE EF s
o B3 BT BAS 98l 298N} sjHx 9] AR v
Aot Zolx £, HALE T3 ol8puie]A|e} ArEAH
B4 AL 95l Kruskal Wallis 23 55 Algslst).

4. @t A =2

4.1, DiMa0f 28t AHiXiel EiT

HHs BEAPAe) Aty B4 : sH€A F HhALE &
25 APAs AA LEAM=55012] 94.2%31 5189t
HALE BT BT EEAE 40802 HA AR SR
73%0) 23} Aol #E SERie] AnkE]l HeHE By
REe] AL BEAEC] B ¥ A JEE BT o83

o Bgske Ao vehgoy, @47 #gd AR v
18%2 33 AFgon YIS HE o 1-338 #F
3 A%} 38%= 7Y BA vERd)

AL dg AP 20007} 60.2%, RIEAF 59.7%, HE
olide] 479%=2 7P B EXE Holi Itk

AL B B0 8 BML 5 BHIER $4% F
F AL FRAEL A2 A7 g, B 3 rxjo]
Uel] #% FAEel 8 B 5HE FALH, FEdARI9
A 2 EAL 77k Rl B8 $HE 3T

FH o) HAx N ZHol Fak Anjake] A Y-8l
2¥ARE FHA FR2 olnAlE Fol7] S FHEOR I
ALE AFthT AAsk= o2 vepstt £3 tizted
o] Hel §X1& 93 A7) PAlhs FAA SRR =2
SHHES YERITH 22U BF oHEA PAtet mRt
£ AleggAlehe B ZE QA Higo] dulFos e A
o2 Vet

A& B3 3Yx ¥ EFirbeA, 471 BHAM
9] &l MMk FF 5o HHEE B5 BT o
E Ex AR ggog Ao 13HA wilTh e
580 olEx 54 HYPA: Wgor &I Ax HFXL
Table 13} 7o) Uehgth Sjidske] A3t Fojwot A& &
H A% ok Ax FAHAH $HEE ¢ v HHLE T
B 7 e BT B ACE viERth o] 4
I AV (1988)9] AFelld BAQ o)Buirtey Boke
B FAE, A 1087 HAdse] FAT Alare] WalE B
Az}, d3Hog ZARE he F8 TPFo| 20009
FAFo|ng = X|5HA APo] ko)t Fuj7iA]
AAHE AL AAH A4 Gz Zgsie] Fuirtsd
# FujeR7 Be Aog A g < o). wEhr o)
gl FAl TAES I3 A& v A TRRAS
7hksfor & Rola} Aztc)

AL B /¢ ulA  AEAE AHEE FEEL A
e folmiAle s A vizeld B HRE QIA:
7} 504%, AL FOHERAY 20.5%, AHER 9.8%, 234U
7191 4.2%, ¥2E 42%, 718 B ARFE 23% £ e
it

AL AH FF AAAR : sldx A3 B AXA
EE TV 407%2 7V 52 98¢ 2o, 1 tdol
2 18.5%, T2H 18.5% 52 olich. 30l (1988)%] A
of oJa WAL FHuA F 7P Bol ARk wiArt £

Table 1. Attitude towards fashion show

Attitude Means
Favorable attitude 348 (n=550)
Possibility of the clothing purchase 2.54 (n=550)
Continuous of watching fashion show 3.75 (n=550)
Willness of the clothing purchase 2.51 (n=548)
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Table 2. Fashion show recognition channel used by a favorable atti-
tude group

Table 3. Intention of clothing purchase according to income/employ-
ment status/education level

2

2

Variables Frequency Means rank X Variables variables means rank X’

Poster 102 358.75 60.646%** under 1,000,000 226.67
Magazine 102 293.65 1,000,000-1,999,999 237.13

The others 45 270.54 Income 2,000,000-2,999,999 26400 O
Direct Mail 37 268.70 over 3,000,000 276.19
Newspaper 32 264.44 Employed full-time 261.04

TV 224 223.34 Employment status not employed 256.60 8.983%**
*#%5<0,001, x° : Kruskal Wallis analysis, df : 5 College student 297.58
High school 235.21

Educational level College student 29775 11.348%*
2E, A7AF, A8, 34, B AR 58] AF, A, above Bachelor's degree  271.18
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olejol. WML P T, tRtele] FEA

A, AEAHA & HHF0e B4, 2, 8459, HABE
7t 24 Fol SR EAYCE e

43 Mol FRAO| CHSt 2u[Xj2} FHXIo| oAMu|m

% FHRIL} AH|RIZRe Q143HE B8le] ddo] #
g 84 AFE sk Y8k FRAEEESEE via 84
3t

Ao A7k 1A AEE W] sk 7 ] B
& EYRE (FAoE ANF A= og 7

A4 BF EHd F¢ AU LA} AHLE F
Yshe B0 Aalede RE B4 FHAel] XS
BYAck(Table 4). £°]7, F8F 25 N2 HAHY &4
Hi= g gxloldd]] #3 ANEE FE s Ag 2o
2 SHIoY HAZt MR Bt o] Bol 4k e A
o2 Yeptth 298k el #de £48 o7
Zhll #BsiMe 2P o] Bl 125k e AeR veh
th & Al HA47 BRE et HHYRYS A o)L
Ha gloky Q4 E3 Y whE, Aslle GRS 94
SR 28Rl 84F ¢ 7RI e ReE Jeigt o
3l C1HE Fo|7] e R7lole 289 84 & o
HEAL 7ioisle] AnzlolA] BEds FHE P53 & "
‘got A7)t

W& Y B AF QMR : QA HEL NH =
Hoj tigt AA 9 <147} Anjate] 14 FEaolM s AAEL
A RE ke % YALE A3 d5oA FelFt 2o
£ e th(Table 5).

Table 4. Perception of watching fashion show purpose between consumers and sponsors

Watching fashion show purpose variables means t
Searching of new fashion trend (S:::Z:;:ez 625)48) i?é -3.376**
Interest in brands & designers g;):;:;e: 6515)47) :?i -3.653*%*
Interest in celebrity gs:;:::e:éf)“) izg 2.262*
Entertainment g;)::;:::ez 635)46) 523 2.645%*

*p<.05, **p<.01, ***p<.001

Table 5. Perception of having fashion show purpose between sponsors and consumers

Purpose of fashion show variables means t
Increasing sales volumes g;ss:‘::rz 635)46) 222 -2.606%*
Publicity for the company (S::;‘:S’::rz 625)47) ::gg 2333%
Special event in taken of customer's gratitude g;:,‘;:::r? 635)46) ?(lxl) 48.567*%*
Increasing market share of brand new product gs:)]:slzfrz 6515)47) 32(1) 1.252

*p<.05, **p<Ol, ***p< 001
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& AT wiAle] BHME )RS PAZH Xo)E B
Siek. 4vt o] FHPA tilely AAx, WAL Fois
At ZAEP, X2, 23 Q71U 9% @3 giokw o
FE S BEE HQ v, JASME F2 FHYA -
zlole] fHE Y AXZe) 9l A xo) BT B 2F
o] dojdtiy EEtAt wWepA ANE sl Bol F
AA717] AsiAE o Bl © Q] /4% st
ofof gt Azhdc).

W&ol i AujRet FHAL] AR} : vl F F2
Zo] gl #H3E Uukz gve] 43 we)7] sk ¢l
WE 1028 FAREAPCAHYES A8l QAEA
(Varimax 37, 821%31F 04°01hHsldith. /A 171583
Scree test® 7 o83k Vi 8o FEEen, 1 4
e o 72t o)F 89189 o8 dEE e A4
9] 51.71%%ct 2918 FRALHEA, A= F43, o
HEH oghyg, oB7lhied, £85 AEN, E3E=
HALol 5013 eixe} et 802 S5l AL
48] F JulzF, oErEzA, txlely HufR)ero g
M rol) A7 v50) Ejxet FHEATHTable 6).

Table 7. Consumers and Sponsors' mean score of fashion show atti-
tude factor

Factor Variables M t
Favorable Attitude ~ COTSUMerS (=540 331 ) o
Sponsors (n=64) 3.54
. Consumers (n=547) 2.80
Unfaborable attitud 761 %H*
niaborable attitude Sponsors (n=64) 2.30 4.761

*p<.05, *#p<.01, **¥*p<.001

Aol FF AibA Bz 7F 817k Aule} FHE7
9] AJo)HZE AN EIHE Table 73 72+ 598 A} U
12353

PHxoll #% 3903 B 2elME FHES] ¢ 294
o ® A= AR Yelor, H 5 A HEolMe 4b)
A7F o WAl Zio g Uepdth. & AMals sl o
gld FHE Bk d 393 Ao Yeh) T Fegke ¢l
ARolE FEoF ke Kol oz Az} Azt

2 3 APLE B3 2YRAPT o8] o)f B Hl7a) of
Fol A3 FHEIe] Qlaalo A3t FYoMe FolF 2o
7 VERA gske). &, ARt i aE B8 o8-8 u)
ke Aol B FRA AL 2HAA Al FHzIe}
AHiRRe] QiA}o|7t 1 RHE ofF & WALE 537 9B
ol 2RI e Aos gzigr).

v AHAE B3 8T AR Ids FEA) leke
v AvRe] o|HuRY olfo] I S-S HHEW §
23 e YPAT 2HARE TR 9 Akt Ho] A58 9
Baf Al 7P 5438 AR J3, FHBOME giLE
B3 An|Atel o)B-yu) o] fE tixll B Mzt By AFe
o3t Zojgt gt 28y Y A8 Tl o|4E F
AA9] T2 Fie] dEAM e FHAHA $FE] YO
o, aute] A 24 dv BHdsde FEM ufe e
SEHXE JERIA AL E B3 9E-Tuirt BERE FAE

Table 6. Description of attitude for fashion show through factor analysis

Factor statements Factor loading Eigen value Percent of variance
Factor 1: Favorable attitude
* Information about new products & trend 780
* Useful information 756
* Useful Products introduction 739 2:903 29.031
* Guide to buy clothes .665
* Special event to please customers .558
* A part of leisure activities .555
Factor 2 : Unfavorable attitude
* Fostering lavishness and extravagance mind .839
* A factor of raising the price of clothes 761 2.268 51.709
* A factor of impulse purchase .696
* A means of upkeeping on designer's image by utilizing .665

unwearable clothes
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