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Abstract

This study sought to understand the clothing consumption values of male
consumers and analyze the attributes of online fashion multi-brand stores. The
study examined the effect of clothing consumption values of male consumers
on the perceived attributes of online fashion multi-brand stores and use
intention. The study also aimed to investigate whether online information
search moderated the relationship between the perceived attributes of online
fashion multi-brand stores and use intention. An online survey of male
consumers in their 20s and 30s was conducted, and a total of 338 responses
were analyzed. The SPSS 24.0 program was used to perform frequency analysis,
factor analysis, reliability analysis, regression analysis, and stepwise-regression
analysis. The results are as follows. First, fashionableness out of the four
attributes of online fashion multi-brand stores (fashionableness, entertainment,
variety, and scarcity) influenced the practical and conspicuous values of clothing
consumption values. Entertainment had a significant effect on all clothing
consumption values. Variety had a significant impact on practical and
conspicuous values and the scarcity factor influenced epistemic and conspicuous
values. Second, while entertainment, variety, and scarcity influenced sharing
intention, fashion, entertainment, and variety influenced purchase intention.
Third, online information search moderated the relationship between the
perceived attributes of online fashion multi-brand stores and sharing intention
but not purchase intention.
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Table 1. Exploratory Factor Analysis of Male Consumer Clothing Consumption Values

Variance
Factor Factor | Eigen | explained % ]
name LB loading | value | (Cumulative Cronbach’s ¢
variance %)
| usually tend to buy unique designs. 837
| tend to buy new styles of clothes that I've never
.836
seen before.
| tend to buy new and interesting clothes when | see
.830
them.
Rarity value || tend to buy limited version clothes. .697 4.28 (Bg) 88
When | buy clothes, | tend to buy from a new brand '
L 670
more than the existing one.
Even if | do not have to wear it, | buy clothes that
. 652
are attractive.
| tend to buy brands with clear and discriminative 573
design concept. )
| tend to buy durable clothes that | can wear for a 778
long time. ’
When | buy clothes, | tend to buy useful clothes for 710
the price. )
| tend to buy clothes that | can wear for a long time 708
without being influenced by trends. '
| tend to buy clothes that go well with existing
689
clothes.
i | try to compare prices as much as possible and pay
Practical 681 420 16.79 84
value less for clothes. (33.92)
| think the functionality of clothes (e.g., comfort,
o 610
warmth, etc.) is important.
| think the quality of clothes (materials, sewing, etc.) is
. .600
important.
| usually buy clothes during the sales promotion 595
period. )
| tend to buy clothes with a design that | can wear as
; 591
long as possible regardless of the trend.
| think it is important that a brand has a reputation. 748
| care a lot about other people's evaluations when |
742
buy clothes.
| consider whether other people can recognize the 730
Conspicuous |logo of a brand or particular design. ) 13.32
value When | buy clothes, | consider whether | will get good 668 333 (47.24) 83
evaluation from others. ’
| tend to buy from a brand that is well known for 661
specialized items. )
When | buy clothes, | consider whether it is of a 549
brand with tradition. )
Proper clothing is important to me for special meeting. .858
Conditional | Proper clothing is important to me for special events. 781 8.92
value (attending a weddings, graduation ceremony, etc.) : 2.23 (56.16) 83
Proper clothing is important to me for special places. 775

(church, art galleries, etc.)
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Table 2. Exploratory Factor Analysis of Perceived Attributes of Online Fashion Multi-brand Stores

Variance
Factor Factor | Eigen | Explained % ]
name =6 loading | value | (Cumulative Cronbach'ssa
Variance %)
The online fashion multi-brand store has a lot of new
. . 741
fashionable items.
The online fashion multi-brand store quickly reflects the 735
trend. )
The online fashion multi-brand store is equipped with
694
the latest styles.
The online fashion multi-brand store are faster at switching 676
Fashiona-ble | to new products than single internet shopping malls. ) 474 18.94 86
ness The online fashion multi-brand store has various designs : (18.94) :
. 675
of fashion products.
The fashion products of the online fashion multi-brand 637
store are unique styles. '
The online fashion multi-brand stores change their
) ) .598
fashion products quickly.
The online fashion multi-brand store is equipped with a 503
wide range of products in addition to clothing products. )
| don’t know how time flies when shopping through the
) . . 731
online fashion multi-brand store.
| feel happy when | buy fashion products through online
) . 714
fashion multi-brand store
Entertain- | enqu sho}ppmg ml the onl!ne fashion multl-.brand store. 652 13.47
ment | enjoy finding information about fashion products 602 3.37 (32.41) .82
through the online fashion multi-brand store. ) '
| am satisfied with the price of the fashion products sold 580
in the online fashion multi-brand store. )
There are a lot of fashion products that | am interested 573
in the online fashion multi-brand store. ’
Online fashion multi-brand stores can compare products
706
and brands.
The online fashion multi-brand store is well organized on
. . 699
the entire website.
Its easy to search for products and brands in online
) . .690
fashion multi-brand store.
. | like the overall feeling of the online fashion multi-brand 13.37
Variety store’s website. 629 3.34 (45.78) 82
There are various products in the online fashion multi-brand 53
store, so a wide range of choices are available. )
The online fashion multi-brand store has no difficulty in
. : .505
purchasing and is comfortable.
There are various brand products in the online fashion
) 495
multi-brand store.
If 1 buy a fashion product through a online fashion 842
multi-brand store, | think the product | bought is scarcity. )
| feel special when | buy goods through the online
) ; 842
Scarcit fashion multi-brand store. 738 9.51 74
y The online fashion multi-brand store doesn't have much in 597 ’ (55.29) ’
stock, so | have to buy it when you see the product | like. ’
If | buy a fashion product at the online fashion 419

multi-brand store, | will get more value than | paid.
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Table 3. Regression Results of Clothing Consumption Values on the Perceived Attributes of Online Fashion Multi-brand Stores

Dependent V. Independent V. '} t Adjusted R’ F
Rarity value .05 .90
Practical value 52 10.78™"
Fashionableness 33 42.03"
Conspicuous value 15 2.67
Conditional value -.02 -.33
Rarity value .36 6.16™"
Practical value 35 7.03""
Entertainment 27 32.18™
Conspicuous value 16 2.76"
Conditional value -19 -3.43"
Rarity value .08 1.32
Practical value 45 8.97"
Variety 28 32.93”
Conspicuous value 18 3.24""
Conditional value -.05 -.83
Rarity value 43 7.69"
Practical value .02 .35
Scarcity 34 43.62""
Conspicuous value 21 3.92"
Conditional value .04 .83

.01, ***p<.001
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Table 4. Exploratory Factor Analysis of Use Intention of Online Fashion Multi-brand Stores

Variance
. . o
Factor ltem Fac!or Eigen Explalned' % Cronbach's «
name loading | value (Cumulative
Variance %)
l'd like to share my assessment of the quality of
service in the online fashion multi-brand store with the| .850
people around me.
| want to share the pleasant experience of the online 783
fashion multi-brand store with the people around me. ’
| want to share the event information of the online
, ; : ; 776
Sharing fashion multi-brand store with the people around me. 380 37.96 %
intention | g fike to share my assessment of the products in the ' (37.96) '
online fashion multi-brand store with the people| .766
around me.
| want to share the product information of the online 732
fashion multi-brand store with the people around me. ’
Il recommend the online fashion multi-brand store to 652
others. ’
Il use the online fashion multi-brand store if | need
! .806
fashion products.
I will visit the online fashion multi-brand store often in
786
Purchase | the future. 29.93
; : - . . N 2.99 84
intention | 'm interested in buying fashion products through the (67.89)
4 . . 774
online fashion multi-brand store.
m willing to use the online fashion multi-brand store 738
to buy fashion products in the future. ’
Table 5. Regression Results of the Perceived Attributes of Online Fashion Multi-brand Stores on Use Intention
Dependent V. Independent V. B t Adjusted R’ F
Fashionableness .03 A48
: Entertainment 37 6.61""
.Sra”tﬁg 46 72.44"
intention Variety 16 2.89"
Scarcity 31 7.257"
Fashionableness 16 3417
Entertainment 45 9.64™"
P ‘i“ht‘f"se 62 138.08"
intention Variety 27 576"
Scarcity .07 1.96

“pK.01, 7p<.001



B -

UBH 1 YYAHIZ] QIS AHIIAT} 2210 T BHOHYOISY

A|Z}zt ojgo|=o Ojx|= B 29

Table 6. Effect of Online Information Search on the Perceived Attributes of Online Fashion Multi-brand Stores and Use Intention

Step Inc\l/ea;:;nbc::nt B(SE) B R’ Adjusted R°| R’ change | F change
Fashionableness .04(.07) .02
Entertainment .45(.07) 377
1 465 459 465 72.44"
Variety .22(.08) 6™
Scarcity 32(.04) 31
Fashionableness 01(.07) .01
Entertainment .25(.07) 220
2™ Variety 26(.07) 197 531 524 .065 46.22""
Scarcity .22(.04) 227
Online information search .30(.05) 33
Fashionableness 00(.07) .00
Entertainment 25(.07) 217
Variety 26(.07) 207
Scarcity 21(.04) 21
Online information search 32(.05) 357
3¢ ‘Fashionablerlwess -21(07) 14 547 .535 017 3.04
x Online information search
X Onlininitr?;(t)?r:amtiec?r: search ~04(07) ~03
x Online in\g?ritaytion search (09) 07
x Online ir?fcoarrrcr:;ytion search (05) 03
“0<.05, "p<.01, ™ p<.001
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