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Abstract

The study of behavioral intention in the fashion industry, until recently, focused on
the variables of satisfaction and the intention of purchase, and were limited to specific
individuals who were fashion consumers. It was found that variables of intention of
recommendation have a greater impact on many other potential customers from a
study on consumer behavioral intention. Thus, this study seeks to examine the
relationship between the selection factors of collaboration fashion products and
preference, and the relationship between preference and the intention of purchase.
Moreover, the purpose of this research is to find the influence of relationships
between selective factors of collaboration fashion products and the intention of
recommendation, The ‘intention of recommendation’ was set as a dependent variable,
that influences the relationship between preference and intention of recommendation,
For empirical analysis, SPSS 25.0 software was used to conduct frequency analysis,
reliability analysis, factor analysis, and multiple regression analysis based on a survey
results conducted upon 217 people in their 20s. The empirical analysis results are as
follows: First, collaboration fashion product selection factors consisted of 'product
originality', 'designers and artists' reputation', 'product reliability', and 'products'
aesthetic impression', Second, the selection factors of fashion products had a positive
influence on product preferences. Third, the preference for collaboration fashion
products had an influence on intention of purchase and intention of recommendation.
Fourth, collaboration fashion product selection factors affected intention of purchase.
Fifth, selection factors of collaboration fashion products were found to have a
significant impact on the intention recommendation,
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(Table 2) Factor analysis and reliability results of collaboration fashion product selective factors

.| Factor | Explanatory ]
N;n;;aorof Collaboration Fashion Product Selective Factors E\'/gﬁ:; loading Cor;]lri? on Power of bcogggpﬁ)
value y Variance | %
Collaboration fashion products are original, 0.772 0.859
Factor 1: Collaboration fashion products are new, 0,801 0.873 _
Prodluct Ioboration fasla s are idue 3,898 " " 27,132 0.956
Originality Collaboration fashion products are unique, 0.793 0,889
Collaboration fashion products are fresh, 0,824 0,901
Designers and artists participating in collaboration have brand value, 0,621 0.719
Factor 2: Designers and artists participating in the collaboration are famous, 0.820 0,821
Designer and | Designers and artists participating in collaboration are the leaders in the| 3.181 0752 0.869 22,013 0,912
Attist Fame industry leaders, ) )
Designers and artists participating in collaboration have high-end images, 0.713 0.851
Collaboration fashion products are reliable, 0,524 0.760
Factor 3: Collaboration fashion products are refined, 0,098 0.883
Product - - - 2,996 - 18.814 0.932
Reliability Collaboration fashion products have expertise, 0.785 0,903
Collaboration fashion products are honest, 0.749 0.879
Factor 4: Collaboration fashion products can be felt by designers and artists, 0.719 0.809
Product Collaboration fashion products have beautiful colors and designs, 2,631 0,651 0.818 17.622 0.895
Aestheticity Collaboration fashion products are like new products, 0,673 0.795

Total description: 85,581, KMO: 0,951, Bartlett Test= 189,793, Sig. =000




ERHEH|0|M HMKE MetQ

20| MiE Mok I WSO DXz I 61

(Table 3) Results of the impact of collaboration fashion product selective factors on product preferences

Non—standardized Regression Standardized e
Dsgﬁggzm Independent Variable Coefficient Fé%%ﬁi%g? t Sg?ggacgmg/e
g S 3
constant 512 103 4,886 .000
Factor 1: Product Originality 447 .047 469 9.244 .000%
Product Factor 2! Designer and Artist Fame .090 043 099 2,040 L041*
Preference Factor 3 Product Reliability 194 046 238 4,301 .000™*
Factor 4 Product Aestt 1et1c1ty 159 .050 165 3.229 .002*
= 79 modified ¥ = 791 F = 269.291 P =000

(Table 4) Results of the impact of collaboration fashion product preference on repurchase intention

and intention to recommend others

Dependent . Non—standardi;eq Regression Star}dardizec? . Significance
Variable Independent Variable B Coefficient = Regressmr;3 coefficient t Probabilty
constant 0.307 128 2,379 .000
ngryl)tg;cilodgc Product Preference 921 034 916 28339 000
K =289 modified K = 823 F=803.125  p=.000
Intention to constant A74 234 2,025 045
Recommend Product Preference 960 .030 886 32,420 000
Others K =065 modified R2= 608 F=80349 p=.000
*p(0.05, **p(0.01, ***p(0.001
~28jo] UBT B FoRuIGE 36407k 109 B onlshs R4 go] 85.581%2] HA]
300k oju], Lfel SlHu|RS 0o~ AWES Wolu] 47 Relo] EHERIT, o] 7t
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(Table 5) Results of the impact of collaboration fashion product selective factors on repurchase
intention and intention to recommend others

Non-—standardized Regression Standardized o
D\ejgﬁgg%nt Independent Variable Coefficient Fé%%ﬁi%g? t S&?gggﬁmgle
SE B
constant 2,051 219 9.459 .000
Factor 1t Product Originality 193 .069 224 2,849 .005*
Repurchase Factor 2 Designer and Artist Fame 291 071 347 4,233 000
Intention Factor 3 Product Reliability .007 058 012 0,148 881
Factor 4: Product Aestheticity 186 078 .209 2,256 .020%
KB =503  modified ¥ = 494 F= 61,865 p = .000
constant 2,157 217 9877 .000
Factor 1: Product Originality 037 .069 044 538 .589
Intention 10 g, o 2: Designer and Artist Fame 296 071 358 4,093 0007
Recommend — -
Others Factor 3: Product Reliability .069 056 094 1.221 222
Factor 4 Product Aestheticity .206 .080 247 2,550 .010%
K= 467 modified K= 459  F=3537%4 _ p= .00

*p(0.05, **p<0.01, **p(0.001
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