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Abstract

Fashion stress is a pertinent aspect of modern consumer culture that has been
underexplored in academic research. This study developed a conceptual framework
of fashion stress and a multidimensional scale to measure consumers’ fashion stress.
The qualitative study included literature reviews on consumption stress, shopping
stress, and consumer behavior, as well as focus group interviews to gain insight into
various dimensions of fashion stress. NVivo 12.0 was used to analyze the qualitative
data and identify core categories following the grounded theory methodology. The
quantitative study involved a preliminary and a primary surveys to verify the validity
and reliability of the fashion stress scale. A total of 220 questionnaires were used
for data analysis. The results show that fashion stress consists of eight factors: care,
shopping, fit, brand, financial, closet, style, and disposal. Choice difficulty plays a
significant role in all factors of fashion stress. Moreover, shopping stress had a
negative impact on impulse buying, while other factors such as fit, brand, closet, and
disposal stress had a positive impact on impulse buying. Thus, fashion stress is a
potential antecedent of impulsive consumer behavior. The results also confirm the
validity and reliability of the scale. The fashion stress scale developed in this study
offers researchers a valuable tool for assessing and understanding consumer experiences.

Keywords: fashion stress(Zj4 AEZJA), fashion stress scale(ZJ& AEZA k),

choice difficulty(£18]9] 0]21-2), impulse buying(&7*)
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AAES] ], T E A& o] 27|7HA] it 1
KO & gt AEFAE APt Hrh 4HE 59
AEHAS F457| e sHAITE HHO 2= AH[TE A
EHAE 7ISA7|= Qo] HY|E StH(Kwon &
Kim, 2010; Moschis, 2007), 3jA1of &3t #Aojyt 4
H|g5o] AEH AL glo] H7|E gt AHRE
< 419 QQEy AR, s HAE A ofgf o]
U BAA b, 2o #Eu A, B AR
oIN TR AEAAE AT S Utk 53] 44
lcfolr} 4] 878 A sto] TS FeeEA
W2 AuAEO] AH|E QIS FFoly f&,
7 59 BAHAQ IS 77| of=t|(Wahnbaeck
& Roloff, 2017), o= 4H|z} AEHAS Sulsle
8 QaRlo] En AHAF AEFAE FHOE T A
H|ZF 5o JFS mA= #lo|th(Park & Yoo,
2019; Yoon & Kim, 2018). weha] o4 An]o] 9lof
A aulape] QA EX 434 a9lo] uhek AE
d2 ol 2ebd & A3 olF oA skt
o wet W AvlBE EG gerd 4 Sk

NE AT AEdAR AT LMAB W

Fe0 S84S5 71 gloH, AHE QIR AEFHA
Ao #HHE = AT(Bok & Seo, 2015; Kwon &
Kim, 2010; Park & Yoo, 2019)= 18] ©X] ot} A
LA U AEHAR QIS A8 A5
FF A An|oAER AT H o] HIK(Lee, Moschis,
& Mathur, 2007; Moschis, 2007), T}t A&olu 2}
ol Qs e AEH AT AHPFO BH= F
782 93K (Celuch & Showers, 1991), Fufj TAo]
A9l AEF AMiller, Kahn, & Luce, 2008; Park,
2003)0] Tt A7} oFF=H, vl AFolA A
EfAs TS0y S5, ko] ¢le
Z YEPIHKim & Hyun, 2005; Kwon & Moon,
2007; Oh & Song, 2013; Sim, 2018). &]&F3} Eo}o]
Ae A7 2FAEY AR AEHAQ HHH
A7 (Hur & Ku, 2008; Joo & Hong, 2017; Rhee,
2015a; Rhee 2015b), AE#HA 3P0 w2 Qw3
P& (Park, 2015), Q&L AEH AT} o EgPFolt &
23 Y5o] X F3F(Jun & Lee, 2014; Lee,
2017)° #3F AF7F olFH S B &vATE DAl
S AHSHAA FSH Hi= AEH A0 5t 7
Jolu} o]24 =9& tE A= FotH7]| =Tt

wAgolT

A185F21Q] Baumgartner(2012/2013)= #pA19] A
A “You are what you wear’ oAl 22 9-2]9] Q14],
£, "ol @11 A29] Aobrolw 4PF=, 2
A, i 25, Yuo] g B &35, AP
T3t A, 4 F5, BAHE FZF, Zot FAAG T 97t
A& 23 #AdE grHQ BAFCR EHotoH

ANAL A Age s 4 vt e 2B
Moz WakA 4 9L olopRitt. olee

REECIFCERS ICERE
4 BAE AZel] A ety a3E gelsh] 9
3 o8] AGH(Ahn & Lee, 2018; Hong, 2018; Jin,
Kim, & Lee, 2020; Kim & Park, 2020; Lee, 2018;
Son, 2016; Yoh, 2015)7} o] &t Ieu} o]5 A

AEHAE Y7 FHS Fo U &
A

71 BASER ST Aol Fasl,

4] AEAAL P ANT 7 T B &3
(Bok, Seo, & Youn, 2013) Ftufl A Ao A AstH
AP o= QIRE Aokzt, AR AA He AEE

= BEE At AHeshs BEolA TS
A% W27} 4v] AEHAS 7HEAITIHKwon &
Kim, 2010). ¥/olA Adst= ohget #4944 44
ONA Wit /1% AL 9 HAAEES kst
a9 AHoA T BRI YAStAY A 4%, B
dE B4 FF Fd 50l &1 FAE JASHI=
Shal A9 AutgA A7 Ao tigh ARzl
AHlo] tigt 23], FpaH]of Tt ¥Hgolut F-5tHl
of gt =3 5 FAHU A= A= Tt
(Jin et al., 2020). o]|F % A AH|ZE A FAA T

4 EE hv] AR
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g5 4 Aot R £8E S B He
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FAAZE A AEFH 20 gigt ¥g2 AHITE
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2% AHAY AHATE B WA AEd sl A
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Il. Review of Literature

1. Fashion stress

LEF 2 710 9 Wi 94 x4o
st MAshe B AR, B4 9
2 9 ol 7Rl AMS]A wA|, 8519 Mt
Ash 7iRlol FEsh= AAA FAA E4FH =
EUX S Lotch(Lazarus & Folkman, 1984). AH]
AEHAE 87 APEE LH|QAMER Y 74 B
oA &HAZE BEsks 7IE AJEiet AA A9
EYA 0] o5 T = ACRE An[IHHoA 24l
=it ZIthofl FulAAY o] F W &2 Asfch=
248 A3 FHH He AXA ZMH =43
olgtal & 4 QIth(Kwon & Kim, 2010; Moschis,
2007). 28|77 oNA Fe ThdRE A 4R A
O] ARFANA - ARl B0 M) AEHAS FE
Sh=tll, A= o] Bpegtolut Bkl vt 24 &
AN Al eE2HoE=N ENE, N2, &5,
33, B 55 B "rh(Kwon & Kim, 2010;
Mick, Broniarczyk, & Haidt, 2004; Woodward, 2006).
&H] AEFHAE &HZF o]ROjA = & HolA =
7= et olE 2o R It A8 BAZoE F
L3t AolA = FfRlof wheh Hokgol= H=7t o
202 4H| AEHA AT fQluict zto)7} gl

e

ol

enl 59

(Bok et al., 2013).

2 Aol ATt Tsto] S, 2R, e,
el A AE dACNAM EAEshE BTt Aoy &
A= A3 FEsh= AEHAE T AEHAE
gotaLAl gt

2. Factors of fashion stress
A AEHAE PG5k SHPY YL o & A

g, 28 59 1A 543 g dgolM EAst
© AAA e, AE ) o, 2o we, A %

Wi

£ 5o T AYH E4oRE ERT & Qlth
QH = 27| vtEAtolehe WA &5 Qof® A4l
9] 7HAE #ol7] 915t 7HR19 FEolu AHS A At
89 shuehs 94 E5tet: #Elo] 3Lom(Seo,
2012), QX H7l= Q. AEH AL} QT35
YFES v T (un & Lee, 2014). FH2Q1 A|F 14
of met r AEFA o] G HSHAIE
Fol Qg v|mwsty o]2 A3t ¥AIE-S WAt
Sh= =7t 295 Qo it o] HokAH
ARF o R Qo 8748 AATF A4l ojn
o et WEEL Wold 91 AEY A} Eobdlnt
(Lee, 2017). FERF 7} ALY 3o Fa5tthal
QUAJste] AHAS] QJHof tfs AEFHAT HESHE
)5S B A 7L 712 HEE SH AL 5t
o ERQIOA £& dE 1L A9 /M-S £t
= BES Trh(Lee, 2017). 942 FAaWS o=
gt Park(2015)9] A ollA= A TA AED AL &
A AEHAE gol HEE EIHPsS Bl
Sh= 202 UERAL, Sdcide] AA B AE
A5 A4SE Jeon and Chung(2010)2] ¢-o)l A= 40
ool ¥ls) 50 - ot} AlAet HHH AEHAE H
Wo] sty AlAe #HH AEHAE Wol FH
Sh= o/4dE0] @ At SR A4 oE &
Y5 =7t FolstA A UEbHTh Lim
(2004)2 o JE oy} FANARE JE7F FAIG
S Q= oA AYo s wHIlgon on wzo]
AR A FAY Zo 2R E HiA|EL 40E 4= QL
e B0 7 AFREE SRS QB AEHAE F
2 gHEo] EHhal ST Yu and Ko(2015)= =
TS o W 4ol oA 7P FEHA
= A 2 Yro) E AEFARIY H¥Io R

e

¢
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Qe AbIE, AelA, AAE, AAH, BAH Asd
2 dhy glom AF ARl 27191 HIRE Qof = AFS]H
Hedo] AEdAg Qeloz Agstn gl wet
A SR} APl FIT B 2 97 Ae] ol
202 ojojd & gloH o2 3| 2EAAE F
A= % Sk

Ahn and Lee(2018)= 20~30t)] A4 ES At
o= AAE 43S B9 2H Y =ity Ao &
@ 41 Q78 LA, Aele BAE 4ol
e} AF0] 7HAol =AY AA Al vl F+Ast
T ge Azl e A90] 2A4H gl 27t

O 2 YEFGTE Jin et al.(2020)9] A= A

) 22 WIS SN oK A 79

sF A [eXe)
OE.}-I—SJ\\:IE'_

44 98 3 ol gt AA|4
e AEdLE %%r  2710] § A0z

£UHES] WA 23
g 59 Al 1A
77]7]E O]-Et1(Ha Brookshire & Hodges, 2009;
Suk & Lee, 2017), 9&-S Wo| HF511 JS4=E
Hej= o2l Arrt & £ ofle, JiRlol wet=
e 52 HE7| oFR 2R QI3 AEHAE FY
S, 2019a). SH=rAH|AMAR O] ATE ARE 4
WRE SRAIL] $4.1%7} A% T Ve
A 3ol B o) 0 HHe o] Uele
2= UetelKim, 2008), AAAE] 7|UE B4
A= 2 e} Gele] ooz oIs) AERAS
B¥sh= AHIE Bol e & Qo weba] sfjdzt
TS AE A= Q1A B4 Qo 29 Byt
e, AEI}GoA AEHAE FAT AoE A4

¥ % an

Iz

3. Choice difficulty and impulse buying

1) Choice difficulty

2027} ool et e ojgige
XA TN Tiote vl @ala WK o) 5o
b 2R 2 LAY Aol dat Beka
o] &od uj 74 EckPyun, 2019). A9 o]FL
Ao T O] FFL v LT (Lee, 2013),
E5] Totd 41 A] 2o AAE-S sl Ao &
o ofFks Azto] E52 Fujg A7IRtho,

o

wAgolT

Park, & Cheon, 2016; Pyun, 2019). A€} djoto] &
7he A=Y o2l ST op|AlI7|AL LS
Holx = o]f7} F7|Z 5} (Berger, Draganska,
& Simonson, 2007), o]& QI3 A= 5} (choice
overload)gh= & Q1 dAo|L AE|7F Yehdot
(Gourville & Soman, 2005). £3] A8 53519 714F
2 U9l0] FAPIETYolE AT AT Park & Yeo,
2014)2 T2 o Aedolo g Suke QAAE
o] EAIste WA H oA AHANE AEESLE <l
S 2EF A0 EE 4 ok AFAYT} FEAY
2 AHREH] §oJFt Fo] JFS A=t (Park
& Yoon, 2022) AH|AEH F HJeAdT} XS THL
BAA AL 2 stch(Kang, Jung, & Lee, 2016).
ARAEE WS AES] S AUAA BEh A4
BHE PAH TR AYHT 47 12U 17
™ (Park & Yoon, 2022), 3] &23}o] QJARAH A7 &
oSt QJRke B1A FuhE 7151 HchKim, 2021),

2) Impulse buying

AEAAL 4HFEO FE, ZuTAY &
olog 4TA QO H(Kim & Hyun, 2005; Kwon &
Moon, 2007), &H] AEZ A= AH|R}; P50 5338
IFE v|x &= Helotk(Park & Yoo, 2019; Yoon &
Kim, 2018). 71219] X|7Hel AEHA £Zo ZET
o] FFS vlA= 8108 ZET £ U=T|(Yi &
Baumgartner, 2011; Youn & Faber, 2000), A|ZtH A
Efavt 255 S5 ATl =4 YEua
(Kwon & Moon, 2007; Sim, 2018) 9-&o|4 I &2
Zo]7] fIsiA &2 72 A

95t ko g 2=Hoa 4WL 517|%E FHH(Chang,

L= = o
5 FAAA ==

2009)

354 AP AEdA Hast AAYA ¢
ol L T AL FENO ojRNAS
A% MR ANHOE 78S AHANH 25T
A8 SASHAT BAG 2AH 24 499 24
A= ZA35HA "k(Jeon, Lee, & Choi, 2019). Jin et

O

al.2020)9] AFIAE Y 15 ol HAAES

AH|SE S0 @52 3|93t Ipa]o] Hjgt HJ*;L %
ol tiet 3] 5 AHlo| HiFt EVE-Z F At
= A0 Yeylth fA3 JAT AEH AT S5
Fufol] BIX]E= FFFol TaljA= A=K v 9
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omz B QoA AUt wH AEdA 54 4
£% o84 JAE AHE & U Aolk

Ill. Research Method

1. Research framework
2 Ao Bael i AEYA 23 FE A

hl h

S8 A4 AToh ¥ AT FYsHect

M

i

=

A
AEF 0] B 71E AR A o]FHIA glgro
B2 dE AEdAG BAE RO s )
AEGL, FETH, LW, &7 A=A S
B =B, AF, AR, A4 74 59 B 29 9
Tot A3 BAste] AEAAS AUY A0 o
EE g 9L B s 9 AT Y
of stel mAL 1 RS YAt BHA
ok FGI 242312 vhgo d AEd 29 Y
4 B3 A3 BeE AEHAS TN S9l
Qg W1 o] B BlFoR WU AEHAE ZHT
S 9k BYL Aprsiglon Fx d7e] Yyom
ofElzAe B 2AE UABte] 2T AN

Study 1: Qualitative research

Literature review

Collecting data:
Focus group interview

Open coding:
codes, concepts, categories

Axial coding:
relationships between categories

Grou ndt]ed theory

Selective coding:
core categories, subcategories

Conceptual framework

- 0] 2% 61

2. Research method for conceptual framework of
fashion stress (study 1)

1) Data collection

E A= i 2EH A EH £ olE &
Sh= =75 /Este Zo] BAolglong IAA
15 AEF ol 20tiol A s0th7kA] TRt A
et duE HolEYWA R AAsIHL HZ4,
SAH, tighy, 7 59 e AdES o=
Agsto] thFd TS Yot spglch =
Atde] A7) s AbloA Q] AEHA HFE
of Rylow, WAgES AHlshAA o A &, 1
i FHjIgol A AEFAS FHE AvAE A
O = olth AESAL 20229 490 25310 A
2Rl vy P ol&ste] F 2179 HEAE 770
IF0E #Rote] ZAA TOF AEHFE HAISS
o ZF OFE WE 48 A7 oF 1AIZE 3080] &8
Houoh ZAA OF AHF FAY] AFEASA
S (Table 1)3} Zt}h

wio] A olFet v} 3o ojRelxl AL}
Here Aokl AT el Bk Al 224

Study 2: Quantitative research

Development of preliminary items for
fashion stress measurement

Preliminary survey:
refinement of measurement item

Survey

Factor analysis: EFA & CFA

Verification of validity and reliability

Verification of predictability

<Fig. 1> Research framework
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<Table 1> Focus group interviewee demographics

Group | Age Gender Occupation
1 50’s Female Professional
2 : 50’s Female Professional
3 50’s Female Home-maker
4 2 50’s Female Office worker
5 40’s Female Home-maker
6 40’s Female Home-maker
7 3 40’s Female Home-maker
8 30’s Female Home-maker
9 20’s Female College student
10 4 20’s Female College student
11 20’s Female College student
12 30’s Female Professional
13 > 30’s Female Home-maker
14 20’s Male Freelancer
15 20’s Male College student
16 ¢ 20’s Male Freelancer
17 20’s Male Freelancer
18 40’s Male Office worker
19 40’s Male Office worker
20 ’ 40’s Male Office worker
21 40’s Male Office worker

AAstR e Amapgo] 2ajt AR
o] Hegg JFsto] vzt Aw WdHt <AE
AESIAH. 2AL OF 3 o] AL FoArt A
A9l AL olol7|gt 4 P& A7HS B3| &Rt
71 Asf 4Qle FA FA avtRE s
AlEst71ol kA o AEolAl i J% TAg
1 SRR BAD & Qe ARt AEH A
AAE FEehs 42
g 59 W4 2~
she Zlo] Aol B
she d8 e elsta -zg
of 3}9] H2E 8L o
gz & %ﬁﬂi }OEM

AES Hgstn B

o
% o
> méz
O —
e
o&vtz‘
Y
Timg
3 oy @
S m & ot

i)
oH, M
—Orl“
xR
o)
g
i)
s O
(o]
e w 1

ol oo
i)
Rl

J

0o, rulm
U0 gy o 7
ON

)
o
o
o

Jul
o

)

.L4

ot
Jm N
» o
lo
L
n=
>

o
)
_|>;1,

62
ojo
tlo
L
o

¢

=)

roh

wAgolT

]
1
=
T
pi)
&
B

1o

F9E Qo] 52349100 ol A5 B 3
Pk & AT ATt 247189 48
AUIES B A7 WA, AmSY BA, 24
*27 B Arwgion 2024 390] 2
291(202203-IRB-01)S HHFT}.

ol

oL o>

1o Ho
i

ol o 1o oo it

2) Method

Am AL FA AF ADEQJo] mE IRl
NVivo 125 A3} 9™ Strauss and Corbin(1998)
o] 270]2(ground theory) 2@ R4 P w2} 2
W8 ARE AHsio] U3} Wk, A3 5 WY 2

Ed20) tioke WS £45 b9 BAE setal
A} Seh BAL OF AR AEg wEow

AT E4 E B QEIAE AAE Fohol
Aee BEekn $RY ZoES BAn T
HEoeH= 194 7 E Y (open coding)S A A|SH
A% g AEd A% BA 8240 T2 A4
1 o8 MBEHAT. oF WEHoD FAE
MEES HA AHET 7idE 2H9] BAE Zotd
o] 357119 FA 2 T3kt F oA HFEE SHAYI

Justste S ARCH 284 = HEsHE
gE 1o HAE Fotdo] MEA HFE A4k
AAISHTE 3gA A=
(selective coding)S 53l 9719 AFYHFE HA]
2 QEsila vAYo g =5 Jgat HE
HHEZo s FAst HESIIoH A4S
How A&7t 58 HES AX

=379 (axial coding)S

oE _IS’L: ¢
i o R
N dlo N oft F

3. Research method for fashion stress scale
development (study 2)

£ AT H AEd L] B BY Ao A7
AT Fo) LAY AdS vhFoR A AEdA
2 24T 5 Yt 2P AL o2 FH ATz
S15k7] Il clulzAle BRAE ATk

1) Preliminary survey

A FARE Aol AFsh= 204 o] AdRldEY
= o Lakol AERA 7| Be 3] 20224 4
Yo AASAON F 14788 Bl AgIont
AH| 2AF EF2 A AEF A0 AP A o2 W
o AH] AEHA(Bok & Seo, 2015; Kwon & Kim,
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2010; Park & Yoo, 2019), {4 =Y =2to](Ahn
& Lee, 2018)°] st A3A1(Ji, 2019a, 2019b; Jin
et al.,, 2020; Lee, 2013), Baumgartner(2012/2013)<]
A A ‘You are what you wear’, A&, FA| 5 7|k
Ao Y& AAIs] FESHL Ay} dRsto] 2
P e ARolY olfE A4St 1A e R
TE NSt 24 AF 2HE HES £
S AR 2t 39S AR E9 1
W olst v A7e 3008 ARTL AR
Aokl 99 A3 7185 49 Al of
=58 -4 B 71'515 % —E—"%«] E50 o

sk

—l) o Mo ox

Sieh 2SSt o, 28, B 2 Ae
1 A9 AEe AT S =S A £
Beistel AU AEALA azu}

NS
rL

13232 F716k3ith. SPSS 28.05 o|-&sto] HA 4
AEAE AAsIIon QoA B4 23
227} 50 o5t A UL Batat wHAE Bk

AAT A}, 5119 AlA, =&, ME, $413 FHst
of 19&3o] AA=AUL 874 301(31 o] = Ay
HL 73.962%= UEFTE

O

o

2) Survey
B2 Aol AFohz 204 ol Aldy 220
FE Ao E Q] AERA|FHES B9 20224 5
ol AAstF o du|RAkeL o] AAR 25
oiskal =@t o e, FY % AR 2 FHo
U= STHAE AR st 2 A £32 9
H2AR] 313 A&ed SES HESHL 7€ &
FoA FEEHE 2T 6t 23S BAIHA
o} E3h Ay SHE oz Est sEYE 5
7¥oto] F 36ETS 5 Hx 2 éﬂ—a oﬂgui A
o8 38, S5 35S
= 58 == S5
A% 2AZE IBM SPSS 28.02 0]&3}0]
Fom, s A s LAE SHETY WA ¢
A HAESES 93 Cronbach’s ¢ ATE AE5IY

Cronbach’s ¢ Z}o] .60 o]ArY w] A= Ao] Qicty

ol2%l 63

etk 47 e BRAL Az 99 24
Z QQABXA(FARE EA4, Varimax 3|&, 1-7g 1.0
o] 821F%)T AMOS 29.0% o]-&3 &eld g2l
242 APSAT 2RI BT AZE
Ag stelon ASEFY ASE At AREAS
gAIB

IV, Results and Discussion

1. Conceptual framework of fashion stress

FGI ARE 2AT A3, 20A7t A& 4 2=
dat 2 7], 2 T, wel @ AR 37 g9,
2 97]9] ojele, A7, At ul, £39] of

& A0S ofei, A4 B A % Bl o

2, % 429 ojgle, £ ¥ ojge 5 97
W9 WS BT WAL, AT TEAL 7
olgle 5 35749 SIMFE EREI. B AE
Al Aol T B HRe WE e WAL o
o] (Fig. 2)9} o] ATHd, FAH, Wed x A3 4}
5289 ety THALE BRIk B
B0l WA AEHAY FHAYS £ 4719
olglg, & Foie] ojeig, & Tel L JEo ofelg
o ettt @S Losl el
272 ZAH dug, Hee ol goln FHEY
o 42 PP 2ol YHE olTt Y
of 9 MHPEAS s FL Y zA0RL:
ghole] AT} B7h, o2 1w, AY FEAAe
ENES & 5 Aok A8 232

A0 8 Ag/FEAEE FXsHAY JA

g shed] §39 A, AYET &7, 1)
B% So] gtk BTG BA

919] §hg, WolEolk W4 52 oujstir] WA
o QA Aol DoAY FEFE =
2 ol3] ApAlZro] AF&sHAL, A€ 9]
o2& AT 2EFLE Yofjo] Fofale
RN R e CE R J&eq
o oIAEE AT BeV1S oI8hD AT Frhe
B4 ) & Burgolt Mol o2 g sastn
A ok SISO 2 A Hel AL 29
37] e AGAITAELS B et HEAA 4
=& Uol=0(Strauss & Corbin, 1998) oA &%,
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Context

Intervening conditions
+ Judgement

+ Eye of beholder = Trends choice
+  Fit problem «  Pursuit of Individuality
+ Body complex/ « Fashion sense

dissatisfaction

Phohoiiona Action/Interaction
canditions S — Consequences
+  What to wear? Establishment of style « Fashion confidence
+ Financial pressure +  What te purchase? +  Favorite brand +  Fashion depression
+ Choice difficulty + Howto car?e & + Efficient closet & care Fashion helplessness
dispose? Impulse buying

<Fig. 2> Fashion stress paradigm

A4 #2897, Al A 52 5T ¢ Aok A9 71&& F5steloH, vEd HA ATFHolAl
B-4,540.851, p<001)E 923 Ao Lpehgr). =
2. Fashion stress measurement scale 8 ¥eE Y AABAE FRIsk7] 5te] Pearson
9] FB{ASFE o] 83 A3t i AEHA EES]

1) Exploratory factor analysis HE&Eo] Fog A7 A
A AEF A et TAA QRIEAME AT Varimax 33 F/4& B4& S0 € 2o 44
AIH= (Table 2)2F Zth. o AEF A0 et A= A QRIEAMS AAISHIAL, IR-X] 1.0 o)< 87
7 A QRIEAS AAIst o AR Yol 7] 8Rlo] =& Eglon, 0|59 F3 EAREZ 73.545%
A8l 7Fo]A-H o] o] -& X (Kaiser-Meyer-Olkin, KMO) & UEsTh o] IolA 8RIRsHF 0.5 o]kl 3&

o] F223te} HHEEl 7Y (Bartlette’s test)Z A A| F= AASHAH. 4 239 MEH 7150 2A9
3k KMO9S] ¥EAY L 83982 e} .60 o] of Z} 9915 8%l Bolg &0 = At & #e, &

<Table 2> Exploratory factor analysis result of fashion stress

Factor | Eigen |Cumulative|Cronbach’s
Factors Items .
loading | value | value (%) a
I am afraid that I will not be able to wear my clothes again
. 878
because of a lack of care and attention.
I worry that my clothes will be ruined because I do not 260
store them properly or take care of them. '
I ied that if I ’ h ly, th
| Care a.m worried that i don’t store them properly, they are 780 8251 11277 899
going to get fuzzed.
I am afraid that my clothes will smell bad because I’didn’t 766
take care of them properly. '
I worry that my clothes will have holes or bugs because | 718
do not take inadequately. '
Shopping is painful. .835
Shopping makes me tired because it requires a lot of time 228
| and energy. '
2 | Shopping 3.437 20.863 871
I shop only when I have to. .823
It is hard to make a choice because there are too many 734
options. '
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<Table 2> Continued

Factor | Eigen |Cumulative|Cronbach’s
Factors Items

loading | value | value (%) a
Buttons, zippers, snaps and hooks are getting tighter 376
because my waist has gotten fat. ’
Clothes are too small and too tight. .862
3 Fit I have a hard time getting dressed because I am not 236 2.819 30215 -890
confident in my body. ’
I can’t wear the clothes that I want to wear because of my 785
body type. '
I feel anxious when I wear clothes that do not have a brand 268
logo on them. ’
When I wear cheaper brand name clothes than others, I 708

unconsciously cover up my clothes.
4 | Brand — - - 2.526 39.516 .845
I feel inferior when someone else is wearing more

. . 792
expensive designer branded clothes.
I feel bad when people don’t recognize that I am wearing

753
famous branded clothes.
There are times when I can’t afford to buy clothes because 277
they are too expensive. ’
There are a lot of clothes that I would like to buy, but I 259
5 | Financial | just can’t do it because of my financial situation. ’ 2.333 48.668 885

I can’t buy clothes I like because of my financial situation. | .847
I feel bad because the price of clothes I want to buy is 726

higher than I expected.

I get stressed out just thinking about organizing my clothes. | .827

I don’t have time to organize my clothes. 816
6 | Closet - - 1.933 57.459 .862
My closet is not well organized. 798
I feel stressed because of my messy closet. 785
It’s hard for me to find clothes in a style that I like. 812
I have a hard time buying styles that cover up my 738
imperfections. ’
7 | Style - 1.697 65.861 .881
It’s hard to find a product in the style I want. 756
It’s hard to choose a product because there’s not enough 697
information about it. '
It is difficult to discard expensive clothes. 822
It is difficult to throw away clothes that are still good Q14

quality for the price.

8 | Disposal | 1t is difficult to throw away clothes because they are from 736 1.274 73.545 807
famous brands. '

It is difficult to throw away clothes that recent purchases

. .654
or have only been worn a few times.

A, FA, G2, 2EY, AR 2Rlo2 &= 807904 899% W 80 o|AFO R e} Hr o
Qlofl dizh Z2vts dubgre] el WA IS st
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2) Confirmatory factor analysis

A QolEog 2&5 8Q0 LRE HPL
AARE &, WHEA O R CFAE F¥stlon HE9
AT E Hrisk] Y3k A2 TLI, CFI, RMSEA
WZ SAHLE st

12+ CFA A3 BPFFTE A $57H(x2=798.075,
df=467, p<.000; CFI=.923, TLI=912, RMR=.069,
RMESEA=.057) YF&gF ulsl X8 =yt J18uv
AEQR10] “HTo] TIPAY 2 W AR P& %
< HY77F ofgoy 23 #8019 xS AR
oA ol Lol YAY He|7h Ad7hE A
of £8}9o] ¥&35} 324 X|(standard regression weights)
7b 60K T WA vhel 223-Z AASHIE 23 CFA
Ay} R P AYE X 57K x*=683.034, df-406, p<.000)
7} CFI=.932 TLI=.922, RMR=.065, RMESEA=.056.2.
2 A5l BE 239 E2E3F A7 60 o]
Aoz Uehpoua ¢ ol B AAstA] gl
47 A4(modification indices)E &-&olo] TEAF
4 AL7E 20 o] £AE Hl AP KRl 0%
= 1 TEA IS AZAIRT 3%} CFA AA| 23
2P AT 57K x*=634.104, df=405, p<.000)7}
CFI=.944 TLI=.935, RMR=.063, RMESEA=.0512 &
x1—7] = zzo]—ﬁ tq Eo:lz-l ?:]-57]- ur=ghut
s Xl?c Sttt meEbA F 31E3o] AAd 8

wAgolT

291 BFL (Table 37 o] HF BP0z st
A #4 Q8T A aE A3 4
AEAAY SHglgQle wel, &4, AY, BAE, F
4,42, 259, AROZ 25 ] 29102 B2l
glom, i AEd A7 Gl okl Tk &

Ao FHEL & 4 U 29 1S £ A
BN PG BE, B 5O A AEF

2o wiEl PEoz Tl ek PHalET 29l 2
L 299 N2 o} oelg, 2Pt Bstel &

3, &01 32 Mo] AA Q0] %jﬂ—c‘,—]_ﬂb]_ iﬂ.aoﬂ o

E}. &‘ﬂ 4=

AAS o AF2QIT S HAS o TAH AEHA,
8291 5% 29 7H#o] vlA, FAH A T
o] B & FYsHA Eohe F43Q AEY
22 FA0, 89 62 % FE9 ojHgT} TAE o
‘A= goteh 891 72 ko S ARY
2719] o2 g} FRSte] AEY’, 891 8 H|A

A

8
AlFol AU 7L FokA A&SH] ofH 59 lﬂ
|08 AL AEH AT FHsigitt. o|et 2
£ EY AP, Hgt o= QIgh B (Jeon &
Chung, 2010; Lee, 2017; Yu & Ko, 2015), AAAS
o7 9%t AH|AHAhn & Lee, 2018; Jin et al.,
2020), A IE5HGourville & Somm, 2005; Park &

<Table 3> Confirmatory factor analysis result of fashion stress

Factors Items

Estimate| S.E. | C.R. S d AVE | CR
estimates

I am afraid that I will not be able to wear my
clothes again because of a lack of care and

1.072 | .053 |20.122| .940

attention.
I worry that my clothes will be ruined because I
1.000 .884
1 Care do not store them properly or take care of them. 695 | 900
I am Wome.d that if I don’t store them properly, 910 | 061 |14.943 789
they are going to get fuzzed.
I am afra,ld. th’at my clothes will smell bad 815 | 066 112394] 703
because I’didn’t take care of them properly.
Shopping is painful. 982 | 074 |13.228| .67
Shoppm.g makes me tired becuase it requires a 1.000 775
. lot of time and energy.
2 | Shopping .639 | .876

I shop only when I have to.

1.078 | .088 [12.190| .800

many options.

It is hard to make a choice because there are too

1.023 | .090 [11.345| .751
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<Table 3> Continued
. Std
Factors Items Estimate| S.E. | C.R. . AVE | CR
Estimates
Buttons, zippers, snaps. and hooks are getting 1.000 705
tighter because my waist has gotten fat.
Clothes are too small and too tight. 921 | .064 |14.507| 732
3 Fit i i .638 | .875
I have a hard .tlme getting dressed because I am 1166 | 100 111.607] 902
not confident in my body.
I can’t wear the clothes that I want to wear 1174 | 104 112001 839
because of my body type.
I feel anxious when I wear clothes that do not 1.000 84
have a brand logo on them.
When 1 wear che.aper brand name clothes than 992 | 086 |11489| 764
others, I unconsciously cover up my clothes.
4 | Brand | fool infori N o | - 582 | .847
eel inferior when someone else is wearing 970 | 087 |11.190| 745
more expensive designer branded clothes.
I fee? bad when people don’t recognize that I am 970 | 091 |10.687] 714
wearing famous branded clothes.
There are times when I can’t afforq to buy 1,000 907
clothes because they are too expensive.
There are a lot of clothes that I would like to
buy, but I just can’t do it because of my financial 914 | .056 |16.203| .839
5 | Financial | situation. .667 | .888
I.can.t buy clothes I like due to my financial 269 | 056 |14.615] 820
situation.
I fee% bafl because the price of clothes I want to 679 | 0ss [11770] 685
buy is higher than I expected.
I get stressed out just thinking about organizing 1,000 850
my clothes.
6 Closet | I don’t have time to organize my clothes. 904 | .073 |12.413 768 635 | .863
My closet is not well organized. 816 | .072 |11.340| .714
I feel stressed because of my messy closet. .886 | .069 |12.805| .788
I.t s hard for me to find clothes in a style that I 1055 | 072 l1a612| 855
like.
1 ha.ve a harq time buying styles that cover up 92 | o7z 11783l 727
7 Style my imperfections. .654 | .883
It’s hard to find a product in the style I want. | 1.000 .828
It’s hard. to choqse a produ.ct because there’s not 1011 | 073 1138401 820
enough information about it.
It is difficult to discard expensive clothes. 1.553 | .153 |10.147| .902
It is difficult to throw away clothes that are still
. . . 1.000 .631
8 | Disposal | good quality for the price. 664 | .853
It is difficult to throw away clothes because they 1saa | 152 110133 884

are from famous brands.
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Yoon, 2022), YAU}= 23S B &

u}3-9] Xuh(Ha-Brookshire & Hodges 2009; i,
2019a; Suk & Lee, 2017) S0] BAA 7Hgo|} AE
A8 LT ¢ Utk AYATE AL st 2

o]k,

3. Validity analysis

1) Validity and reliability check

% CFa 238 B RYo) AFehdn 3
geig e B 7 e BREe) B

S} Al4(standard estimates)”} 25 .60 o|AOo &2 L}
Bt ZF ARl gt B EAS=Z(AVE)RLO]
RE 5080 37 AYAHE(CRZE 08T I

A Geht A2 o] 2EE9lr hHEg T
(Table 4)°} Zro] Hot-EAREZZ1o] ABASY AlF
T WEA] Aok Ghe 2AL BEslel W
g2 susar

O

E

2) Predictive validity check

wAgolT

Upekic. £4 23k (Table 5)9h 2o Algje] ofelg
2912 i AEH A RE 29l Y1) JFS
sk WAAE FoA] Ae] Zpalo] giAL Sl
o] W A ot olElge AL A 44, BAE,
A, 28 Sof B WA AEHAT BRI
2 otk ES HAEA 29 F £B(F=318,
p=.000), HE(B=.176, p=.025), FE](f=271, p=.002),
HI (=263, p=.001), AP (5=.248, p=.003)0] =
7ol Golet GFS FIHTh B3] 29 AEdAA
L 3570l f% RO IFS ey £33}
£ Qo] AEHAS Hol LASE FETE
ol ek & 4 Utk WAAES] HEI}
o AEHAS Hol WSS, AY ] 43 4
92 947 FoAY AP 8] & 4710 ofe]
L7Z%4E BHCE 26l BAE 957t

A 7=

A9 F570 4ol A Uehuicia
% gk

A
=

S}
=

Sk
=
2
o5 %

o]

rush Hr o rlo M th

V. Conclusion

B AN R W AEUA HEAb olaE B QR S BRaste] PsH i A
P FHAVIAE SRS 9 Al ol A9 AUH B& AL i AEAAS 25T
20lo] WA AEHA & 8] FFL BN W 5 U= HF =7E ALHIA Ak oIS A9
A AEHAE FET00] S vATE BAS 4w AR &% AL FETH 53 PR
A% BYe AAIst A2E4S dAsH A ==, A4, 714 55 HE #4513 2AL TOF
g10] o]#-e 9Qlo] #3t CFA AT RPAT L A& AHHE Bl djd 2EHAE FHste U, 4
(2*=1,010.324, df=611, p<.000; CFI=.913, TLI=.905, Ag, 24, olo] figh v 5 ZA0|EHHE &
RMR=.087, RMESEA=.055)7} Tt=£3% qst A& 3 A5 ESE A RAR} ERARE B35 =3
<Table 4> Validity and reliability check result
Factors Care Disposal Brand Financial Closet Fit Shopping Style
Care 695
Disposal 176 .664
Brand .034 118 .582
Financial 105 .067 .031 .667
Closet .085 .061 .062 .029 .635
Fit .049 .022 .044 .062 125 .638
Shopping .047 .001 .017 .052 116 .044 639
Style 179 .025 016 115 .100 .145 386 .654
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<Table 5> Predictive validity result
Path Estimates S.E. C.R. P :stzrrf:trei

Choice difficulty—Care 761 129 5.875 575
Choice difficulty—~Shopping .846 147 5.737 .546
Choice difficulty—Disposal 499 116 4.298 391
Choice difficulty—Closet 1.018 .169 6.035 572
Choice difficulty—Brand 371 .098 3.768 327
Choice difficulty—Financial 720 152 4.724 405
Choice difficulty—Fit 788 156 5.508 474
Choice difficulty—Style .996 .148 6.707 669
Care—Impulsive buying 153 .092 1,657 .097 138
Shopping—Impulsive buying =301 .083 -3.623 o -318
Disposal—Impulsive buying 202 .090 2.234 025" 176
Closet—Impulsive buying 223 .073 3.070 002" 271
Brand—Impulsive buying 339 .104 3.270 001" 263
Financial—Impulsive buying -.021 .064 -.322 747 -.025
Fit—Impulsive buying 218 073 2972 003" 248
Style—Impulsive buying -.098 .089 -1.101 271 -.099

* p<01, 7 p<05, " p<.001
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AR, s AEHA £F

e A3 A99] ojfg 32912 HfH AEH A
2 aRlof FoRt AH Y TS vIA A=) A4l
o] YA Filo] Qlof AHo] oS = A5 ¥
Sh= ABS 3] ofFAY 4%, By e
Hot AEHGAE A=dy & £ Qo ESE g A
Ef A 29 3 A&, B, BHE, AL S5
of fogt H(+H9 FF= vA= AR UEHTh
ol AEF A7} £PFE(Kim & Hyun, 2005; Kwon
& Moon, 2007)°]4 Z51(Yi & Baumgartner,
2011; Youn & Faber, 2000)0] I v]x]= Q9lo]

= 71& 979 23E AA sk A ﬂEEﬂ’\ T
gt S5 ol dF= “]X]t HAYE &l
53] BHE AEH A= FEFol folgt q(*)—4
FFE FUeH, o= _ﬁ‘: FAEY &0l F
FPU] foI8 FFL vAGE HFATLee &
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