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Abstract

This research was to see if the fashion product ads are standardized or differentiated, and to find what
were the determinants if any differentiation existed. The purpose of this study was to identify cultural
characteristics significant on marketing fashion products. In addition, the relative importance of product
appeals between rational and emotional in the fashion ads was examined. Hofstede’s(1991) three cultural
characteristics dimensions such as individualism-collectivism, power distance, masculinity-femininity
were used.

Content analysis was applied in the study. Magazine ads of apparel, cosmetics and accessories were
collected from France, Japan, Korea and the US in 1999-2000. Cultural characteristics of the fashion ads
were evaluated and compared in terms of country, product type and product involvement. Also ten
consumption appeals were examined for country and product type. ANOVA, Duncan test, and x° test were
applied to analyze data.

The results were shown as follows: First, all the cultural characteristics such as individualism-
collectivism, power distance, and femininity-masculinity were different among countries. Second, two
product appeals were significantly different among countries. Hedonic appeals were dominant for France
and the US while those were not for Korea and Japan. Third, product involvement level had significant
impact on power distance characteristic and product appeals. Ads of high involvement fashion goods
showed larger power distance and more emotional appeals. In conclusion, global fashion ads should be
differentiated in terms of some cultural characteristics and product appeals.
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1. 221F E4(Cultural Characteristics)

SA A E ArAA ] hoiA Zhel BEE A
AR 2 ola sty &-&317] 8 vA R Fokll A
= H 2 E3HEA W& AM-E Y itk A RS 9
gk B E 3} Aol = Hofstedeo] #3134 A 94ES
Bo] &85t 3t Hofsteder= 319 £41E& oA
7HA 29 =, A F 92— & ¢ (Individualism-
Collectivism), % & A 2 (Power Distance), &/ —&
/373 (Femininity-Masculinity), B84 -3 2] 331/ %
(Avoidance of Uncertainty), 78] 7 & 1 F 9
(Confucian) U E2 E7/3QA) ol5 A 714 F
AEH dFoNM F2 AH-HAY fro) g 349 A}
ol & Uehd ALE2 MAF - AT AL+ A
A 2, A4 4439 A Eolth ol & Al
7HA] AHLE 2] 5432 Table 137 7+o] @ kg 4= Utk

NelF o] —F AT Ao A 7)1F9] E3eh 3
GR = AL o)l A S FAIE A AA R

Table 1. Description of Cultural Characteristics

Individualism Collectivism
— Think in terms of T — Think in terms of ‘we’
— Speaking one’ s mind is important — Harmony is important
— Low—context communication — High— context communication
~ Prefer freedom — Prefer equity
— Task prevails over relationship — Relationship prevails over task
Small Power Distance Large Power Distance
— Inequity should be minimized — Inequality is expected
— Privileges & status symbols are frowned — Previliges & status symbols expected
— Decentralization is popular — Centralization is popular
— Ideal boss is a resourceful democrat — Ideal boss is a benevolent autocrat
— Hierarchy means inequality of roles — Hierarchy reflects existential inequality
Femininity Masculinity
— Welfare ideal — Performance ideal
— Small and slow are beautiful — Big and fast are beautiful
— Environment priority — Economic growth is important
— People is important — Money & things are important
— Stress on equality, solidarity & quality — Stress on equity, competition, & sucess

Source: Hofstede, G.(1991), Culture and Organizations: Software of the Mind, 37—96.
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Table 2. ANOVA and Duncan Tests of Cultural Characteristics for Countries

Total France Japan Korea USA Fovalue
(N=318) (n=102) (n=48) (n=81) (n:=87)
1. 1.52 R 1.
Individualism 1.69 70 152 9 2.172
AB B B A
. a3 54 17
Collectivism 31 32 3.10%
AB B A B
Power Distance 75 89 107 % 6.54%**
AB C A BC
93 40 .88 90
Femininif 83 2.80%
v A B A A
.. 33 25 95 51
Masculinity .53 8.46%**
B B A B

a: significant at .10level; *: significant at .05level; ***: significant at .001 level

AHA7 7 FA AR H (107 d2E 7
7 S2AI(25) B 7HE AHP>.00). ©] A= &=9) F
AEo] thE Yehsdl vl AF AN FELE &
AR ME G2 AR TALES 2 A3
A 1A R w3 Z@Ae dYAE 47
559} BOE H7tE o] Th=t3} w]=e] F7hkel] AR5
T} Duncan test 23] 2j3hd ol U2h= A8 A2 &
HAM M2 Erh= A& R FT Ut

A8 ST ZFL B, vlFdAE vl
A wgkoy d2oMe festA BA delhP
2.06). B B33l oM & d=to] b Al vetel
Hl8] fr2) 3| %2 A8 RoAFTHP2.00D). H444
o3 gell A5 7 Aol o3 Lo} vl
< WA A HGE oA 7HAE Bol BHER
=2 A TEA 9 g A VIR E EF 2 dete
HAOE UEET o= #=ol @A AAANE 9] Fat
Foll st FA QN mE T3 o) Ax
S 2A A 7HAE 7R e A AZRA
o ahe) 25 A7shs 7] AYArele 2ertA €
TR HELZ S

Table 29} 2 2ol 2} S 717ke] £314 Ajol 8 F7
3he 7Hd 1 A A H Atk

A F A T A F A 2ol mE F3HH 52 2ol
E F13}7] 919 714 28] 54 7= Table 33 Table
40l b2l th. Table 391 2)3HA 3}3E 3} o)/, A4l 7
AEFSE AT, AaF9], A7 £554

A4 Frof 3 ZpolE HAFETh AT AL gt
AEH 7N FshA B ALE Yelom(P

Table 3. ANOVA and Duncan Tests of Cultural
Characteristics for Product Type

Tol [ Cosmetics Apparel  Accessories| 1,
(N=318)| (n=152)  (0=91) = (n=75)
. 1.75 1.2
Individualism| 160 | 1 9 | 600*
A A B
. 62 .19
Collectivism 31 18 6 7.41%%*
B A B
51 116 72
PowerDistance | .75 0.15%**
B A B
Femininity | 83 68 89 1.05 008
’ B AB A -
45 68 49
Mascu]ini .53 1.73
v A A A

*: significant at .05level; ***: significant at .001 level

Table 4. ANOVA Tests of Cultural Characteristics
for Product Involvment

Total | High Low  [o e
(N=318)| Involvernent nvolvement
Individualism| 1.69 1.65 175 52
Collectivism 31 31 .30 .01
Power Distance 75 91 49 10.1%%*
Femininity | .83 87 76 78
Masculinity | .53 58 43 192

***: significant at .001 level
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Table 5. x*-tests for Utilitarian vs. Hedonic Product

Appeals

Utlitarian| Hedonic X-value

(0=198) | (n=268)

Country | France 46 87

Japan 41 40

Korea 61 67
USA 50 74 16.22

Product | Cosmetics 101 128

Type Apparel 48 75
|Accessories 49 65 52

Product | High 101 166
Involvement|  Low 97 102 5.6%

a: significant at.10level; *:significant at .05 level
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