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The adoption process is an information seeking and

information-processing activity (Rogers, 1983,p. 21).

Fashion information which consumers receive from various

sources directly affects their decision to adopt or reject a

style (Sproles, 1979, p. 173). Research has shown that

consumers vary in their use of fashion information sources

during the adoption process based upon their level of

fashion leadership and demographic characteristics such as

age and sex. However, little is known about the influence

of cultural values on the fashion adoption process. As

apparel manufacturing and retailing companies increase

global marketing efforts, further understanding of cross-

cultural differences in consumer behavior during the fashion

adoption process is needed. The present study explored the

influence of cultural values on fashion information seeking

during the adoption process.

The purpose of the present study was to compare Korean

Redacted for Privacy



and U.S. college women's fashion information seeking.

Comparisons were made on two levels: (1) between fashion

leaders and followers within each culture and (2) between

Korean fashion leaders and U.S. leaders. The type of

information sources (categorized as marketer dominated,

consumer dominated and neutral sources) used at the selected

stages of the adoption process model as depicted in Sproles

model (1979, p. 197) (awareness of object, interest and

evaluation) was investigated. Frequency of use and variety

of fashion information sources used by consumers were also

examined.

The subjects of the present study were a purposive

sample of 95 Korean and 82 U.S. college women, recruited

from clothing and merchandising courses at Chungnam National

University and Seoul National University in Korea and at

Oregon State University during 1993 Spring term. Data were

collected through the use of a self-administered

questionnaire. The questionnaire consisted of four parts:

(1) fashion innovativeness and fashion opinion leadership

scales, (2) questions asking fashion information sources

used at the selected stages of the adoption process, (3) a

scale to measure frequency and variety of fashion

information sources used, and (4) questions asking

demographic characteristics of the subjects.

The questionnaire was first developed in English and

translated into Korean. To confirm the equivalency of the

two versions, the Korean questionnaire was back-translated



into English. The questionnaire was also pre-tested for

clarity with subjects from the same population as the

sample. The data were analyzed by Analysis of Variance

(ANOVA) and chi-square analysis.

Fashion leaders were those who were self-identified as

fashion opinion leaders or fashion innovators. 31.6% of the

Korean sample (n = 30) and 47.6% of the U.S. sample (n = 39)

were classified as fashion leaders.

Korean fashion leaders were found to use marketer

dominated sources at the awareness of object stage more than

did U.S. leaders. No differences were found in the type of

information sources at the interest and evaluation stages

between Korean fashion leaders and U.S. leaders. Through

all the stages of the adoption process, the Korean leaders

used foreign fashion magazines and non-fashion magazines

(advertisements and fashion columns) as fashion information

sources more than did U.S. fashion leaders.

U.S. fashion leaders showed a greater frequency of use

of consumer dominated sources than Korean leaders. No

difference was found in variety of fashion information

sources used by Korean fashion leaders and U.S. leaders.

For both Korean and U.S. consumers, fashion leaders had a

greater frequency of use and a greater variety of fashion

information sources used than followers.

Similar to what had been found with U.S. consumers,

Korean fashion leaders may prove to be an effective target

for fashion marketing efforts.
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KOREAN AND U.S. COLLEGE WOMEN'S FASHION INFORMATION SEEKING

CHAPTER I

Introduction

The fashion process is defined as "a dynamic mechanism

of change through which a potential fashion object is

transmitted from its point of creation to public

introduction, discernible public acceptance, and eventual

obsolescence" (Sproles, 1979, p. 5). The fashion process is

approached at two levels: (1) fashion adoption by

individuals and (2) fashion diffusion within and across

social systems (Forsythe, Butler, & Kim, 1991). At a macro

level, fashion diffusion is the collective movement of any

given style through a social system. In contrast, fashion

adoption is the individual decision-making process involved

in the adoption of a style.

The adoption process consists of several stages as the

consumer moves from awareness of a new fashion to adoption

of it. Several models of the adoption process have been

developed. These models of the adoption process vary in the

number of stages and in the nature of these stages, but they

all commonly describe a series of actions involving adoption

of an innovation (Robertson, 1971, p. 57). Sproles' model

of the consumer's fashion adoption process (Figure 1), for

example, shows sequential stages of the adoption process:
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Major component of
the fashion process

O Pre-existing
conditions
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. Directing influences on
the fashion process

<> Central channel of
consumer decision making

Influences from adopter's
ENVIRONMENT

CA Fashion
OBJECT

A Potential
ADOPTER

Start of consumer's
Information seeking and
decision making process

Current level of acceptance of etyle by el

fashion leaders and other consumer*

New style -O. Established fashion
_Low acceptance to Nigh acceptance

Adopter's Identity age, max, socioeconomic
characteristics, physical profile (body size/

shape, appearance, sic-)

-Select stores to shop
-Currently available styles
-Purposeful information seeking
-Evaluation at the store
-Narrowing the choice

Critical characterlstic(s)
considered: style, fIt,
price, brand. physical
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of use, maintenance

sti
0

e.
O

Adopter's psycho-social
MOTIVATIONS

ADOPTER'S COGNITIVE ORIENTATIONS
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Individuality-conformity
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collective behavior, socialization,
reference groups, social communications
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Acquisition
(purchase, sew, gift)

Retool (Begin again ot
use information for
later decision)
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Innovator y Early Conformist Late Follower

Opinion Leader Mass Markel Consumer Laggard, Isolate
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fashion needs

Specify roles end activities

Repeat acquisitions
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DIMENSIONS OF CHANGE:

New fashion obiect emerges.
changing lifestyles, changing
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termination of trend,
physical obsolescence

NEW FASHION PROCESS BEGINS
(Return to start)

Figure 1

The Consumer's Fashion Adoption Process--A General Model

(Sproles, 1979, p. 197)
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awareness of object, interest, evaluation, identification of

alternatives, and decision (Sproles, 1979, p. 197).

Rogers (1983, p. 21) defined the adoption process as an

information seeking and information-processing activity. An

individual consumer goes through each stage of the adoption

process resulting in the acceptance or rejection of a new

style. Fashion information to which consumers are exposed

directly affects their decisions to adopt or reject a style

(Sproles, 1979, p. 173). Consumers receive information from

a variety of sources including magazines, advertising in

newspapers, mail-order catalogues, and discussion with

friends or family.

Research (e.g., Beal & Rogers, 1957; Polegato & Wall,

1980) has shown that consumers use different sources of

information at different stages of the adoption process.

For instance, Beal and Rogers (1957) found that rural

homemakers used information sources differently at each

stage of the adoption process (awareness, information,

application, trial and adoption) when adopting fabrics

containing nylon, Orlon acrylic, and Dacron polyester. Mass

media was the most important source of information at the

awareness stage; and its importance decreased throughout the

rest of the stages. Informal contacts played their most

important role at the application and information stages.

The importance of commercial sources increased from the

awareness to the trial stage. Agencies did not play
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important roles at any stages. Self, as an information

source, increased in importance from the application stage

to the adoption stage and was the major source of

information at the adoption stage.

Whereas the fashion adoption process focuses on

individual decision making, the fashion diffusion process

focuses on collective adoption by groups. According to the

mass market theory of fashion diffusion, a new fashion is

adopted in a society through two sub-processes: (1) fashion

innovators and opinion leaders who are called change agents

adopt a new fashion and introduce it to the public, and (2)

the fashion spreads through the social system due to the

change agent's interpersonal influence (King, 1963).

Fashion leaders including innovators and opinion leaders in

each social class play key roles in initiating diffusion of

new fashions. Therefore, research on fashion diffusion has

typically focused on characterizing the behavior of fashion

leaders. Many of the studies regarding fashion information

seeking have also placed an emphasis on fashion leaders'

information seeking. Results of these studies indicate that

fashion leaders use a greater number of fashion information

sources and use them more often during the adoption process

than non-leaders (e.g., Chowdhary & Dickey, 1988; Polegato &

Wall, 1980; Summers, 1972).

A majority of the studies on fashion information

seeking have focused on individuals in terms of different
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fashion leadership categories and demographic

characteristics in Western societies. Chowdhary and

Dickey's (1988) study is one of the few which has studied

the fashion process in a non-Western society. They examined

cultural differences in media exposure among college women

in India and found that family members' and parents'

opinions were important as fashion information sources in

the adoption process for Indian women. Chowdhary and Dickey

(1988) suggested that textile and clothing professionals

consider cultural differences when applying findings from

fashion research conducted in Western countries to non-

Western countries. Thus an overall question is to what

extent the theories and studies of the fashion adoption

process, widely accepted in Western societies, can be

applied to non-Western societies.

According to models of consumer behavior (e.g., Engel,

Blackwell, and Miniard, 1990, p. 482), culture influences

all stages of the consumer decision process. Fashion

adoption, defined as "the individual decision-making process

used for the adoption of any given style" (Forsythe, Butler,

& Kim, 1991), is a specific type of consumer decision making

process. Thus cultural variables may affect the adoption

process. The culture of a society also determines what

forms of communication are approved to members and what

kinds of search behavior are used to solve problems (Engel,

Blackwell, & Miniard, 1990, p. 61; Schiffman & Kanuk, 1987,
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p. 475). Therefore, fashion information seeking, as a form

of problem solving behavior, may differ among consumers from

different cultural backgrounds.

Purpose of the Study

The purpose of the present study was to compare Korean

and U.S. college women's fashion information seeking. The

type of information sources used at the selected stages of

the adoption process was investigated. Frequency of use and

variety of fashion information sources used by fashion

leaders and followers were also examined. Results of this

study further our understanding of cultural differences

which may affect consumer decision making and the fashion

adoption processes. By identifying fashion information

sources used by consumers in both cultures the results may

be useful to manufacturers and retailers who are involved in

apparel trade between two countries in their development of

effective communication to consumers.

Operational Definitions

Adoption process: Sproles' model of the consumer's fashion

adoption process (Figure 1, on p. 2).

Culture: "The sum total of learned beliefs, values and

customs which serve to regulate the consumer behavior of

members of a particular society" (Schiffman & Kanuk, 1987,

p. 474).



7

Fashion followers: Those who are neither self-identified

innovators nor self-identified opinion leaders.

Fashion leaders: Those who are either self-identified

innovators or self-identified opinion leaders.

Frequency of use of information sources: How often a

consumer uses fashion information sources.

Innovators: Self-identified innovators, who score twelve or

above on the fashion innovativeness scale.

Opinion leaders: Self-identified opinion leaders, who score

twenty four or above on the opinion leadership scale.

Type of information source: Categories of information

sources: marketer dominated, consumer dominated and neutral

sources (Cox, 1963).

Variety of information sources: The number of different

information sources used by a consumer on a regular basis.

Hypotheses

The following hypotheses were generated, based on the

findings of previous research on fashion adoption regarding

fashion information seeking:

Hypothesis 1. Korean fashion leaders within the sample

will differ from Korean followers within

the sample in the type of information

sources used during each of the stages

of the adoption process: (1) awareness

of object, (2) interest and (3)
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evaluation.

Hypothesis 2. U.S. fashion leaders within the sample

will differ from U.S. followers within

the sample in the type of information

sources used during each of the stages

of the adoption process: (1) awareness

of object, (2) interest and (3)

evaluation.

Hypothesis 3. Korean fashion leaders within the sample

will differ from U.S. leaders within

the sample in the type of information

sources used during each of the stages

of the adoption process: (1) awareness

of object, (2) interest and (3)

evaluation.

Hypothesis 4. Korean fashion leaders within the sample

will differ from Korean followers within

the sample in (1) frequency of use and

(2) variety of fashion information

sources used.

Hypothesis 5. U.S. fashion leaders within the sample

will differ from U.S. followers within

the sample in (1) frequency of use and

(2) variety of fashion information

sources used.

Hypothesis 6. Korean fashion leaders within the sample
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will differ from U.S. leaders within

the sample in (1) frequency of use and

(2) variety of fashion information

sources used.

Assumptions

The following assumptions were made for the present

investigations:

Fashion leaders exist in the group of Korean and U.S.

college women.

Fashion leaders can be identified by the scale

developed in the present study.

Every consumer goes through the adoption process to

adopt a new fashion.
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CHAPTER II

Review of Literature

Diffusion of Innovations

A History of Diffusion Research

The origins of diffusion research can be traced from

the European scholars of social science (Rogers, 1983, p.

40). The French sociologist Gabriel Tarde, one of the

European forefathers of the diffusion field, proposed the S-

shaped diffusion curve and the role of opinion leaders in

the process of "imitation" which is today called "adoption"

(1903, p. 140). He proposed that the diffusion of a new

idea starts with a few individuals adopting the idea. The

rate of adoption spurts as a large number of members in a

society adopt the new idea. The rate of adoption of the new

idea follows the S-shaped curve when plotted on a cumulative

basis over time. Opinion leaders in a society use the new

idea and initiate the S-curve of adoption. Another root in

the beginning of diffusion research in Europe was the

German-Austrian and the British anthropologists, who are

called the "British diffusionists" and the "German-Austrian

diffusionists" (Rogers, 1983, p. 41). These scholars

explained change in a society as a result of the

introduction of innovations from other societies replacing

existing inventions.
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Diffusion research began in the United States in the

1920s by anthropologists who were directly influenced by the

European diffusionists (Rogers, 1983, p. 42). Researchers

in anthropology, sociology, education, communication,

marketing, and geography were interested in the diffusion

process during this time. Diffusion studies by researchers

in textiles and clothing were launched in the 1960s and

1970s (Behling, 1992). Since the mid 1960s, consumer

researchers have been interested in the diffusion process

(Rogers, 1976). Diffusion topics such as the innovation-

decision process, adopter categories, opinion leadership,

and the S-shaped diffusion curve have become important parts

of consumer behavior and marketing research.

Diffusion

Rogers (1983) defined diffusion as "the process by

which an innovation is communicated through certain channels

over time among the members of a social system" (p. 5).

According to the definition of diffusion, four main elements

in the process are identified: (1) an innovation, (2)

communication channels, (3) time, and (4) social system.

The innovation. "An innovation is an idea, practice,

or object that is perceived as new by an individual or other

unit of adoption" (Rogers, 1983, p. 11). Newness in an

innovation is determined not by a certain objective measure

but by the individual's perception. Perceived newness of an

innovation not only involves knowledge about the new idea,
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practice, or objects, but also includes a favorable or

unfavorable attitude toward the innovation.

Sproles defined a fashion innovation as "a style or

design perceived as new by an individual" (Sproles, 1979, p.

101). New fashions introduced in each season are somewhat

modified in colors, fabrics, and design details, but are not

radical changes from past fashions. The extent of newness

of a new fashion is determined by consumers who perceive it

as different from last season's offerings and their current

wardrobes.

Rogers identified five main characteristics of

innovations: relative advantage, compatibility, complexity,

trialability, and observability (Rogers, 1983, p. 15).

Relative advantage refers to the extent to which an

innovation is perceived as better than previous

alternatives. Consumers are likely to perceive a relative

advantage of an innovation in terms of economic value,

social-prestige factors, greater utility, and newer or more

satisfying aesthetics. In the case of a fashion innovation,

perceived prestige and exclusivity are important measures of

relative advantage of a new fashion (Sproles, 1979, p. 101).

Compatibility is the degree to which an innovation is

consistent with existing norms and values, past experiences,

and needs held by potential adopters (Rogers, 1983, p. 15).

An innovation that does not conflict with prevailing norms

and values of a social system will more likely be adopted by
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members of the social system. If a new fashion is too novel

or unique in design, it may be adopted very slowly (Sproles,

1979, p. 101).

Complexity refers to the extent which a person

perceives an innovation difficult to understand and to use

(Rogers, 1983, p. 15). An innovation which is not well

understood may be adopted very slowly. A new style which is

easy to coordinate with others into a total fashion look may

have a greater chance of acceptance (Sproles, 1979, p. 101).

Trialability is the degree to which an innovation may

be tested on a limited basis before an individual makes the

final decision to adopt or to reject it (Rogers, 1983, p.

15). A preliminary trial of clothing in the store's fitting

room may reduce the risks if the consumer's experience is

satisfactory (Sproles, 1979, p. 102).

Observability is the extent to which a result from

using an innovation is visible and communicable to others

(Rogers, 1983, p. 16). New styles which are easily

communicated or observed have greater opportunities for

adoption and to emerge as fashions among competing

alternatives (Sproles, 1979, p.102).

Communication channels. Information about an

innovation is exchanged from one individual to another

through communication channels. Two major types of

communication channels have been identified: mass media

channels and interpersonal channels. Mass media channels
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are those which transmit messages through a mass medium such

as radio, television, newspapers, and magazines, whereas

interpersonal channels are those which communicate messages

through a face-to-face exchange between two or more

individuals (Rogers, 1983, p. 18). Many studies (e.g., Beal

& Rogers, 1957; Reynolds & Darden, 1972) support the notion

that mass media channels are more effective to create

awareness of an innovation; and interpersonal channels are

efficient means to persuade consumers to adopt an

innovation.

Time. The concept of time in the diffusion process

involves the following three dimensions: (1) the innovation-

decision process, (2) innovativeness and adopter categories,

and (3) rate of adoption (Rogers, 1983, p. 20).

An individual passes through the innovation-decision

process over time. Rogers (1983, p. 20) used the term, the

innovation-decision process, which is synonymous with the

term, adoption process. These terms describe an

individual's decision-making process as the individual moves

from initial awareness of an innovation to his/her adoption

or rejection of it. The adoption process will be discussed

in greater detail in a following section of the review of

literature.

Adopter categories are determined by the relative

earliness/lateness of when an individual adopts an

innovation. Consumers are classified into the following
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five categories in the diffusion research: innovators, early

adopters, early majority, late majority, and laggards

(Rogers, 1983, p. 22). Each of these adopter categories

will be discussed in greater detail in a following section.

The third aspect of time dimension in the diffusion

process is rate of adoption, which is "the relative speed

with which an innovation is adopted by members of a social

system" (Rogers, 1983, p. 23). Rate of adoption is usually

measured by the number of members who adopt an innovation in

a certain time period. The rate of adoption of an

innovation forms an S-shaped curve when plotted on a

cumulative basis over time.

A social system. A social system is defined "as a set

of interrelated units that are engaged in joint problem

solving to accomplish a common goal" (Rogers, 1983, p. 24).

The structure and norms of a social system influence the

diffusion of an innovation. The social structure provides

regularity and stability to human behavior in a social

system. The diffusion of an innovation can be facilitated

or hindered by the nature of the social system. Norms serve

a range of tolerable behavior in a social system. Social

members may resist adoption of an innovation when it

conflicts with social norms. Due to differences in social

systems, innovations are diffused within them in different

ways.

There are certain individuals in a social system,
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called opinion leaders, who play crucial roles in diffusion

of an innovation. "Opinion leadership is the degree to

which an individual is able to influence other individuals'

attitudes or overt behavior informally in a desired way with

relative frequency" (Rogers, 1983, p. 27). Opinion leaders

provide information and advice about innovations to members

in their social system through interpersonal communication.

The Adoption Process

"Adoption is a micro process which focuses on the

stages through which an individual consumer passes in making

a decision to accept or reject a new product", whereas

"diffusion is a macro process concerned with the spread of a

new product (an innovation) from its source to the consuming

public" (Schiffman & Kanuk, 1987, p. 587, 588).

The models that conceptualize the adoption process vary

in the number of stages and in the nature of these stages

(Robertson, 1971, p. 57). However, they all commonly

describe the same process which consists of a series of

actions which occur over time. A series of stages in the

models represents the sequence of mental and/or behavioral

events assumed to be prerequisites to adoption.

Adoption Process Model

The adoption process model was first outlined in the

rural sociology literature in the mid-1950s (Robertson,

1971, p. 58). The model consists of the following five
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stages, through which a consumer arrives at a decision to

purchase or reject a new product (Figure 2).

1. Awareness: During the first stage of the adoption

process, the individual is exposed to the new product.

However, the individual still lacks sufficient information

about it.

2. Interest: The individual is interested in the new idea

and searches for information about it.

3. Evaluation: The individual uses information cumulated

about the new product to make a mental application to

his/her present situation of consumption. Moving to the

next stage, trial , depends on whether or not the evaluation

is satisfactory (Schiffman & Kanuk, 1987, p. 604).

4. Trial: The individual uses the innovation on a limited

basis. The result of the experience at this stage is

critical for the individual in adopting or rejecting the new

product (Schiffman & Kanuk, 1987, p. 604).

5. Adoption: The individual accepts the innovation and uses

it.

This model assumes that individuals may proceed through

stages at varying rates of speed and may reject a new

product at any stage in the process (Robertson, 1971, p.

58). However, there are no provisions in this model about

the possibility that the individual might skip stages or

return to prior stages in the process.
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Robertson's Adoption Process Model

Robertson (1971) proposed the adoption process model as

an outcome of the discussion of several models of the

adoption and purchase decision processes (Figure 3).

Robertson (1971) emphasized several features of his model

(p. 75). The information-attitude-behavior relationship is

conceptualized throughout the model, which provides a

meaningful format and flow for viewing adoption. Alternate

forms and sequences of the adoption process are possible in

the model. The consumer does not necessarily have to

proceed through all stages of the model; some stages may be

skipped. The model also provides for feedback effects which

are noted by dotted lines in the figure. The model shows a

full picture of the adoption process as it includes the

problem perception and dissonance stages which may occur.

In the discussion about the model, Robertson noted that

rejection could occur at any of the stages after an

individual is aware of an innovation (1971, p. 75). Unlike

other adoption process models, this model does not include

interest and evaluation stages. Robertson believed that

interest is a prerequite for the occurrence of every stage

of the process, and evaluation is not a distinguishable

stage but rather occurs throughout the entire process.

Robertson's adoption process model consists of following

stages:

1. Problem perception: The adoption process occasionally



20

Behavior
fields

Attitude
field

Cognitive
field

Dissonance

Adoption

4

Trial

4

1

Legitimation

414

4

Attitude

Comprehension

4

Awareness

4
Problem
perception

Figure 3

Adoption Process Model (Robertson, 1971, p. 75)



21

begins with the consumer's problem perception. The consumer

who may perceive a problem evaluates his/her existing

knowledge and alternatives. He/she continues to seek

information and alternatives in his/her environment.

2. Awareness: The adoption process usually starts with the

consumer's awareness of the product's existence.

3. Comprehension: Comprehension occurs on the basis of

knowledge accumulated about the product. The consumer

becomes concerned with what the product is and what function

it has. Awareness and comprehension are considered

information-processing stages.

4. Attitude: An attitude is a predisposition to evaluate an

object in a favorable or an unfavorable manner. A favorable

evaluation is usually necessary for a consumer to continue

further in the adoption process.

5. Legitimation: The legitimation stage might often be a

barrier between a favorable attitude and actual adoption.

The individual turns to his/her environment to be convinced

that purchase of the product is socially appropriate.

6. Trial: The consumer tries the product on a limited basis.

Trial can be a chance for the consumer to evaluate the

product by experience.

7. Adoption: The consumer accepts and continuously uses the

product. The adoption process is complete at the adoption

stage if dissonance does not occur.

8. Dissonance: After adoption, the consumer sometimes
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suffers cognitive dissonance, as he/she finds alternatives

which also have desirable features. He/she might try to

reduce dissonance and justify his/her adoption, for

instance, by selectively perceiving advertisements for the

product purchased. If dissonance continues, the consumer

may discontinue use of the product.

Sproles' Fashion Adoption Process

Sproles (1979) proposed the fashion adoption process

model that is devised more specifically for fashion adoption

(Figure 1 on p. 2). Sproles' model integrated many

interacting variables into a broad framework for analyzing

fashion-oriented consumer behavior (Sproles, 1979, p. 195).

As the model is shown in Figure 1, three kinds of variables

are included in the model: (1) pre-existing conditions, (2)

direct influences, and (3) central channel of consumer

decision making.

Pre-existing conditions. Situational variables may

exist prior to the stage for fashion adoption (Sproles,

1979, p. 196). They are the existence of a fashion object

and a current level of acceptance of the style by fashion

consumers. Social visibility of the style which is

determined by a current level of acceptance of it

significantly influences the initial stage of consumer

decision making. Another pre-existing condition is the

identity of the potential adopter. An adopter's age, sex,

socioeconomic characteristics, and physical features are
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important characteristics that relate to attitudes toward

fashion objects and selection of fashion objects.

Directing influences. Variables which have direct and

causal influence on consumer behavior are classified into

three categories: the adopter's environment, the adopter's

psycho-social motivations, and communications with the

adopter's environment or reference groups (Sproles, 1979, p.

196). Influences from the sociocultural environment such as

lifestyles, sociocultural change, and the fashion-marketing

system affect consumers' information seeking and decision

making in fashions. The adopter's psycho-social motivations

such as cognitive orientations toward dress, psychological

identity, and social interactions with other consumers

affect his/her perception of characteristics and functional

purposes of a fashion. Cognitive orientations toward dress

are personal perceptions and mental understandings of dress

including awareness, interest, knowledgeability of

alternative choices of dress, the individual's self-

perceived fashion innovativeness, perceived risk in

selecting fashions, and attitudes and values related to

acquisition and use of clothing (Sproles, 1979, p. 143).

Communications are critical influences on consumer's

decision making. Varied messages from the consumer's

environment and interactions with reference groups play

different roles at each stage of consumer decision making.

The channel of decision. All variables of existing
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conditions and directing influences lead to the channel of

decision making which is the central component of the model

(Sproles, 1979, p. 198). The channel of decision making

starts with the consumer's awareness of a fashion. The

consumer can be aware of the fashion by contact with others

who have adopted it or information obtained from the

environment. The consumer's awareness and interest in the

fashion are affected by his/her cognitive orientations

toward dress. Once the consumer is interested in the

fashion, he/she proceeds through the evaluation stage

whereby functional purposes and specific needs of the

fashion are evaluated. A favorable evaluation of the

fashion leads the consumer to identify possible

alternatives. At the stage of identification of

alternatives, the consumer actively seeks fashion

information with the fashion marketing system, by shopping

stores, and from other consumers. Characteristics of the

fashion object under consideration may affect the consumer's

final decision to adopt or reject the fashion. When the

consumer rejects the fashion, information is stored for

later use, or he/she begins the search for other

alternatives again. The consumer who adopts the fashion

starts to use it and makes repeat purchases if the fashion

proves to be socially appropriate. Additionally, the

consumer's current inventory of clothing may impact the use

of the fashion. Finally, obsolescence, a declining level of
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acceptance, occurs due to various reasons such as the

emergence of new styles, changing lifestyles, changes in the

social environment, and social terminations of the trend.

Rogers' Innovation-Decision Process

Rogers (1983) defined the innovation-decision process

as "the process through which an individual passes from

first knowledge of an innovation to forming an attitude

toward the innovation, to a decision to adopt or reject, to

implementation of the new idea, and to confirmation of this

decision" (p. 163) (Figure 4). The perceived newness of the

innovation and the uncertainty associated with it are

distinctive characteristics of the innovation decision

making compared to other types of decision making (Rogers,

1983, p. 163).

The model of the innovation-decision process includes

prior conditions and characteristics of the decision making

unit which influence the reception of information about an

innovation at the knowledge stage. Perceived

characteristics of the innovation affect attitude formation

toward an innovation during the persuasion stage.

Information received by an individual has an influence on

the entire process of the model which consists of five

sequential stages:

1. Knowledge: The innovation-decision process begins with

the knowledge stage in which an individual is aware of the

innovation's existence and has some information of how it
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functions.

2. Persuasion: The individual forms a favorable or

unfavorable attitude toward the innovation during this

stage. The term, persuasion, means attitude formation and

change of an individual rather than an intended effort of

some particular outside source such as change agent. The

individual becomes more psychologically involved with the

innovation. The individual may imagine how satisfactory the

innovation works in his/her present situation, and mentally

applies it to some anticipated future use situation before

deciding whether or not to try it. Perceived

characteristics such as the innovation's relative advantage,

compatibility ,and complexity are important at this stage.

It should be noted that formation of a favorable or

unfavorable attitude toward an innovation does not always

lead directly or immediately to the adoption or the

rejection of it. However, there is a tendency that a

favorable attitude will more likely lead to an adoption

decision.

3. Decision: An individual is involved in activities that

lead to a choice between adopting or rejecting the

innovation at the decision stage. "Adoption is a decision

to make full use of an innovation as the best course of

action available. Rejection is a decision not to adopt an

innovation" (Rogers, 1983, p. 172).

4. Implementation: An individual actually puts the
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innovation into use at the implementation stage. Unlike the

preceding stages, the implementation stage involves obvious

behavioral change due to actual practice.

5. Confirmation: At the confirmation stage, an individual

seeks reinforcement for the previous innovation decision and

decides to continue or discontinue using the innovation. An

individual may reverse a previous decision when he/she is

exposed to conflicting messages about the innovation. The

confirmation stage continues for an indefinite period.

Adopter Categories

Sproles (1979, p. 9) defined adopters of fashion as

"those consumers who have acquired (purchased, received as a

gift, or made) at least one item of a specific style, and

who regularly wear that style for a certain time". Some

consumers adopt a given style of dress in the introductory

period, some do relatively later, and some never adopt the

style. Consumers are categorized into several groups of

adopters on the basis of time when they adopt a fashion.

Rogers' Adopter Categorization

The method of adopter categorization by Rogers is the

most widely used in diffusion research (Figure 5).

According to Rogers (1983, p. 22), "adopter categories are

the classification of members of a social system on the

basis of innovativeness." Innovativeness is the extent to

which an individual adopts a new idea relatively earlier
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than the other members of a social system. He identified

five adopter categories: innovators, early adopters, early

majority, late majority, and laggards. Two statistics, the

mean and the standard deviation, were used to divide a

normal adopter distribution into categories (Rogers, 1983,

p. 246). There are three principles in the adopter

categorization. The five adopter categories should be

exhaustive (except for non-adopters), mutually exclusive,

and derived from one classification principle.

Innovators. The innovators are venturesome consumers

who are very eager to try new ideas and more likely to take

a risk. He(she) has more cosmopolitan social relationships.

Early adopters. The early adopters are those who are

more integrated into the local social system and respected

by his or her peers. This category contains the greatest

number of opinion leaders.

Early majority. The early majority adopt new ideas

just prior to the average time. They have deliberate

willingness to adopt innovations, but seldom have leadership

positions.

Late majority. The late majority do not adopt

innovations until most members in a social system have.

They adopt new ideas just after the average time because of

economic necessity or the social network pressures. They

have a skeptical attitude toward innovations.

Laggards. The laggards are the last members to adopt
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an innovation who have traditional values. They are the

most local in their social relationships.

Sproles' Adopter Categorization

Sproles classified consumer adopters into five

categories: (1) fashion innovators, (2) fashion opinion

leaders and early conformists, (3) mass market consumers,

(4) late fashion followers, and (5) fashion isolates and

laggards (Sproles, 1979, p. 114) (Figure 6). Each category

is not established by subdividing the diffusion curve by the

number of standard deviations away from the mean on the

normal (bell-shaped) curve (Sproles, 1979, p. 121). Sproles

believed that such division was not practical for fashion-

adoption categories.

According to Sproles (1979), Innovators are those who

adopt an innovation first and display it in a social system,

so they play leading roles in the early phase of diffusion

(p. 107). Opinion leaders influence other's adoption of an

innovation through interpersonal communication. They

socially legitimate the acceptance of an innovation (p.

108). Early conformists are also included in the second

category. They are not necessarily opinion leaders, but

they are still early adopters in the fashion trend (p. 114).

Mass-market consumers adopt a style when it becomes a well-

accepted fashion and widely available in retail stores. As

a style is adopted by mass market consumers and fashion

followers, the adoption level of a style starts to decline.
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Fashion followers are those who adopt a style after the

fashion trend has been firmly established by mass-market

consumers. Fashion isolates adopt a style late as a result

of isolation from social influences about a style. Fashion

laggards almost grudgingly adopt a style because of the

social pressure or its availability at low prices. There is

one more category of consumers which does not show in the

figure, which is termed as non-adopters. They never adopt

the fashion for a variety of reasons. These consumers might

be isolated geographically or may resist social pressures to

conform.

Measuring Fashion Leadership

Self-designating Method

In the self-designating method, a respondent is asked

to indicate the degree to which he/she perceives

himself/herself to be an opinion leader or an innovator

(Robertson, 1971, p. 89; Rogers, 1983, p. 278). It is a

limitation of this method that the accuracy solely depends

on the individual's perception about himself/herself.

Sociometric Method

The sociometric method is the technique where system

members are asked whom they sought or might seek for

information or advice about an innovation or a new idea

(Robertson, 1971, p. 89; Rogers, 1983, p. 279). This method

has the highest validity to measure opinion leadership and
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innovativeness. However, analysis of sociometric data is

often complex, and a large number of respondents are

required.

Informants Ratings (Judges)

Subjectively selected informants or judges in a social

system are asked to identify opinion leaders or innovators

(Robertson, 1971, p. 88; Rogers, 1983, p. 279). This method

is of value only if a social system is small and informants

or judges are thoroughly familiar with the system. This is

a cost-saving and time-saving method when compared to the

sociometric method.

Observation

The observer actually sees and records interpersonal

interaction as it occurs to identify opinion leaders

(Rogers, 1983, p. 280). The data obtained by observation

usually have a high degree of validity. This method works

best in a very small social system. However, the observer

has to be very patient when what he/she wants to observe

rarely happens.

Longitudinal and Cross-Sectional Measures

The longitudinal method is used to identify innovators,

who are the first x percent of consumers who adopt a new

product over time (Robertson, 1971, p. 89). The

longitudinal method might consist of consumers' reports of

adoption dates and actual records that have established the

adoption dates. It is a problem that the reliability of the
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method depends on the accuracy of the consumer reports.

The cross-sectional method is an instantaneous

categorization of innovators along a continuum based on the

number of items purchased rather than a time continuum

(Robertson, 1971, p. 90). This cross-sectional method seems

to be reliable to measure the degree of innovativeness. It

also has inherent pragmatic validity that past innovative

behavior consistently shows continuing innovative behavior

within the product category.

Fashion Leaders

Since the 1960s, marketing theorists have typically

agreed that top down models of fashion leadership such as

Simmel's (1904) trickle-down theory no longer accurately

explain the fundamental basis for fashion change (Kaiser,

1990, p. 491). The mass market theory used to explain the

horizontal diffusion of fashion emerged as an alternative to

the traditional trickle down theory (Sproles, 1979, p. 130).

The trickle-down theory suggested that fashion diffusion is

an "elitest" phenomenon in which a style is first adopted in

the upper class, and then is imitated by each succeeding

lower class until the style has trickled-down to the lowest

social class (Simmel, 1904). On the other hand, the mass

market theory postulates that new styles and consumer

information about them are available in all social classes

of the population at the same time. Therefore, fashion
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diffusion starts simultaneously at each social class (King,

1963). According to the mass market theory of fashion

diffusion, two sub-processes occur (King, 1963): (1) fashion

innovators and opinion leaders who are called change agents

adopt new styles and introduce them to the public, and (2)

the styles spread through the social system due to the

change agents' interpersonal influence. Fashion innovators

and opinion leaders in each social class play key roles in

initiating diffusion of new fashions. Thus, research on the

fashion process has typically focused on characterizing the

behavior of fashion innovators and opinion leaders (Kaiser,

1990, p. 492).

Innovators and Opinion Leaders

"A change agent is an individual who influences

clients' innovation decisions in a direction deemed

desirable by a change agency" (Rogers, 1983, p. 28). Within

the consumer population, there are three kinds of consumer

change agents--the innovator, the opinion leader, and the

innovative communicator.

"Innovators adopt an innovation first. They are the

first to display a new product, and they play leading roles

in the early history of an innovation's acceptance"

(Sproles, 1979, p. 107). Although fashion innovators may or

may not have influence on others' forming favorable attitude

toward the style, the innovators at least create an initial

awareness of the style (Kaiser, 1990, p. 493).



37

Opinion leaders in fashion are those who have influence

on adoption and diffusion of a new style through

interpersonal communications within their social worlds

(Sproles, 1979, p. 108). The opinion leaders legitimize the

acceptance of a new style as socially appropriate. Opinion

leaders do not deviate from the norms of their society.

Opinion leaders usually adopt toned-down versions of a style

which has been introduced by innovators (Kaiser, 1990, p.

496) .

Danko and MacLachlan (1983) investigated

characteristics of early adopters of personal computers.

The findings showed that the early adopters had less extra

time for golf, tennis, TV, and spectator sports; were highly

educated and enjoyed an intellectual challenge; owned more

credit cards; had more high technology products such as

microwave oven, tape-deck equipment, and video games; had

more knowledge about computers; and were younger and more

venturesome when compared to the possible later adopters.

Forsythe, Butler, and Kim (1991) examined the adoption

of the short skirt among employed women. The objectives of

the study were to measure adoption of a women's clothing

style (the short skirt), to profile adopters of the short

skirt in terms of adopter identity and motivations, and to

explain or predict the adoption of short skirts. The

results indicated that adopters were significantly different

from non-adopters with respect to the two variables, age and
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perceived appropriateness of the short skirt for work. The

adopters were younger and more likely to perceive short

skirts as an appropriate clothing style for her work than

the non-adopters. The adopters were also more likely to be

new to their present position, in a higher income group, and

less career oriented. The adopters did not differ from the

non-adopters with regard to other variables such as amount

of money spent on business apparel, perceived importance of

clothing, clothing involvement, and self-confidence in

dress.

Goldsmith, Heitmeyer, and Freiden (1991) examined

association of fashion leadership with social values and

their demographic variables with a sample of adult women.

The results showed that fashion leaders were younger than

fashion followers. The data confirmed that fashion leaders

were more active in fashion-related behaviors--spending for

clothing, magazine readership, shopping frequency, and

buying new fashion items. Among social values,

fun/enjoyment and excitement in life were positively related

to fashion leadership.

King (1963) conducted an exploratory consumer survey of

the consumer change agents--the innovator and the opinion

leader--in the fashion adoption process within the product

category of women's millinery. The respondent's

socioeconomic status was measured on three categories: total

annual family income, husband's occupational status, and
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self-designated social class position. The results showed

that the innovators or early buyers in the fashion season

were not upper class consumers with regard to socioeconomic

status. An association between socioeconomic status and

level of innovation was not found in this study.

Kim and Schrank (1982) examined fashion innovativeness

and fashion opinion leadership in relation to socioeconomic

levels and attitudes toward change. Korean female

undergraduate students were used for the sample of this

study. No relationship between innovativeness/fashion

opinion leadership and socioeconomic level was found.

However, attitudes toward change and both innovativeness and

opinion leadership were significantly positively correlated.

Engel, Blackwell, and Kegerreis (1969) examined

innovators' magazine readership, early knowledge of

innovations, planning before acting, and search for

innovation when compared to the general population. This

study investigated trial of the service offered by a

diagnostic center which changed usual patterns of behavior

in automotive maintenance and repair. Innovators subscribed

to more magazines than the general population did.

Innovators considered themselves to learn new things more

quickly than members of the general population. They had

heard of an innovation to a significantly greater extent

before it became available locally. The researchers

concluded that innovators might be the most careful and
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systematic consumer group in the entire market, which

conflicts with the typical hypothesis that innovators are an

impulsive and carefree consumer group.

Chowdhary and Dickey (1988) observed fashion opinion

leaders and fashion non-leaders' media exposure in the

fashion process among college women in India. Additionally,

background characteristics of fashion opinion leaders and

non-leaders were examined. The results indicated that

fashion opinion leaders and non-leaders were from the same

socioeconomic group. The two groups did not differ in their

parents' income, education, and occupation. The leaders and

non-leaders did not differ in regard to age either.

Significant differences between the two groups were in terms

of years in college and residential status. More of the

fashion opinion leaders attended the first or second year of

college than did the fashion non-leaders. The fashion

opinion leaders tended to live with their parents rather

than to live in dormitories.

Based on a review of the relevant studies about fashion

leadership, it may be concluded that fashion leaders

including opinion leaders and innovators are likely to be

more active in fashion-related behaviors. They have more

interest in fashion and greater magazine readership.

Fashion leaders have a positive attitude toward change.

However, no consistent relationships between fashion

leadership and socioeconomic level or age variables have
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been found.

Innovative Communicators

In spite of distinct characteristics of innovators and

opinion leaders, there are some individuals who perform both

roles of innovators and opinion leaders. These individuals

are called innovative communicators (Kaiser, 1990, p. 498).

Several studies (Kim & Schrank, 1982; Lennon & Davis, 1987;

Summers, 1971) have found that fashion innovativeness and

fashion opinion leadership are highly related.

Baumgarten (1975) profiled the characteristics of

innovative communicators within an unmarried male

undergraduate students sample. The campus fashion

innovative communicators were found to be more active

socially, exhibitionistic, impulsive, and racist and have

lower intellectual interest than others. The innovative

communicators read more magazines and newspapers, especially

Playboy, Time, Newsweek, and Sports Illustrated. They also

spent more money on clothing, owned more different styles,

and had more knowledge about fashion. They were more

oriented toward student power on campus.

Information Seeking

Types of Consumer Information

Two kinds of classifications of consumer information

sources were identified in literature regarding consumers'

information seeking: (1) the marketer dominated, consumer
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dominated, and neutral sources; and (2) personal and

impersonal communications. Cox (1963) distinguished

consumer information sources into three basic types of

information sources: the marketer dominated channels of

communication, the consumer dominated or consumer oriented

channels of communication, and the neutral information

sources.

The marketer dominated channels of communication are

those which the marketer controls directly such as the

product itself, pricing, packaging, advertising, promotion,

distribution channels, display, and personal selling (Cox,

1963). These channels are perceived as competent sources of

information to which the consumer has access with relatively

little effort (Cox, 1963). However, some questions are

raised about the consumer's perception of the

trustworthiness of the marketer dominated channels.

Consumers could doubt whether the information is trustworthy

or may think there are disadvantages with the product which

we are not told about. The marketer dominated channels are

adequate when the consumer's perceived risk and uncertainty

are sufficiently low.

The consumer dominated channels include all

interpersonal sources of information which are not

controlled directly by the marketers (Cox, 1963). Consumer

channels are considered flexible and tailored for

individuals' specific information needs. A consumer may
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have a great deal of information about a product through

consumer channels such as product performance and social

consequences of a purchase decision. Although consumer

channels can not compete with marketer dominated channels in

terms of coverage, consumer channels are often perceived as

more trustworthy.

The third category in Cox's classification is the

neutral information sources, which are not directly

controlled by either marketers or consumers (Cox, 1963).

They include consumer reports, and magazine and newspaper

articles about products.

The second method used to classify consumer

communications divides them into two categories: impersonal

and personal communications. Channels of impersonal

communications include national mass media (e.g., TV,

national magazines), local media (e.g., local radio,

newspapers), mailed promotions, catalogues, consumer

education, the retailer's promotions at the point of sale,

labels and tags on garments, displays, and fashion shows

(Sproles, 1979, p. 176). The marketer-dominated sources

control most of these communications. Impersonal

communications are one-way transmissions from a source to a

receiver. The sources of these communications do not

necessarily know the receiver who passively receives the

information.

Impersonal communications are powerful in stimulating
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awareness of and interest in fashion (Sproles, 1979, p.

176). They also educate and inform consumers. Impersonal

communications contain some shortcomings. It is not

guaranteed that messages through impersonal communication

channel always reach their intended audiences. Because

promotions through impersonal channels present one-sided

messages favoring their sponsors, consumers may have a doubt

about the channel's credibility. It is also possible that

many mediating factors from the environment might intervene

the flow of direct communication from a source to a

receiver.

Personal communications are two-way transmissions,

which involve face-to-face interaction between participants

(Sproles, 1979, p. 178). These are informative and

persuasive means of communication. The most obvious cases

of personal communications are verbal discussion and visual

observation. Opinion leaders play crucial roles in verbal

discussion, as they verbally communicate with others about

fashion and influence others' fashion choices. Through

visual observation, an observer receives symbolic visual

communication. Personal appearance is often observed and

used as a means of visual communication. The atmosphere of

personal communications is informal and relaxed, so the

participants can share their opinions, evaluations, and

knowledge with each other (Sproles, 1979, p. 179).
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Consumers' Information Seeking

Rogers (1983, p. 21) defined the adoption process as an

information seeking and information-processing activity. An

individual seeks and receives information to reduce

uncertainty about an innovation. Research has shown that

consumers are exposed to and use information sources

differently at each stage of the adoption process.

Consumers also differ in their use of information sources

because of personal traits that contribute to information

seeking behavior.

Beal and Rogers (1957) examined the stages of adoption

of a new homemaking practice, use of fabrics made from

nylon, Orlon acrylic, and Dacron polyester fibers. The

research focused on identifying the sources of information

at the various adoption stages. The adoption process was

divided into five stages: awareness, information,

application, trial, and adoption. Sources of information

used by consumers were classified into five categories: mass

media, agencies (high school home economics and Extension

service), informal contacts (relatives, neighbors, and

friends), commercial, and self.

The data indicated the relative importance of each

information source at each stage in the adoption process.

Mass media was the most important source of information at

the awareness stage, and its importance decreased throughout

the following stages. Informal contacts played their most
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important role at the application and information stages.

The importance of commercial sources increased from the

awareness to the trial stages. Agencies did not play an

important role at any stages. Self, as an information

source, increased in importance from the application stage

to the adoption stage, and was the major source of

information at the adoption stage.

This study also categorized sources of information in

terms of the personal contact: personal and impersonal. The

category of personal sources of information included

relatives, friends, and neighbors, sales people, agency

personnel, and meetings. Impersonal sources of information

were farm magazines and papers, newspapers, advertisements,

radio and television, bulletins, and printed directions

attached to the product. Impersonal sources decreased in

importance through the first three stages: awareness,

information, and application. They became important at the

trial stage again. Personal sources had increased in

importance through the first three stages.

Summers (1972) examined media exposure patterns of

consumer innovators among female homemakers. This study

investigated the relationship between innovativeness within

each of six broad consumer product categories (packaged food

products, household cleansers and detergents, women's

clothing fashions, cosmetic and personal grooming aids, and

small and large appliances) and the degree of exposure to
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twelve types of media vehicles (radio, TV, eight types of

magazines, and local daily and Sunday newspapers).

The data showed that innovators were exposed more to

the mass media than were non-innovators. The exposure was

related to consumer product category. Consumer information

magazines appealed to innovators for large and small

appliances, who also tended to have great readership of the

local daily and Sunday newspapers. Home and women's

magazine had broad coverage across the consumer product

categories. A strong positive relationship between

innovativeness and media exposure was also found when the

media's editorial content was relevant to the product. This

was particularly true in the case of women's clothing

fashions and women's fashion magazines.

Polegato and Wall (1980) investigated fashion

information seeking by fashion opinion leaders and followers

among Canadian female undergraduates. This study examined

the number, frequency, type, and variety of fashion

information sources used and the type of sources used

specifically in the awareness, comprehension, and

legitimization stages of the fashion adoption process. This

study utilized Robertson's adoption process model as a

theoretical framework. Cox's classification of information

sources which includes the marketer-dominated, consumer

dominated, and neutral sources was also adopted for the

study.
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The data showed that opinion leaders generally used a

greater number of fashion information sources and used them

more frequently than followers. However, the two groups did

not differ in the variety of sources used. Both leaders and

followers used the marketer dominated sources more

frequently than the consumer dominated or neutral sources

during the awareness stage. During the comprehension stage,

the leaders more frequently used marketer dominated sources,

whereas followers more frequently used consumer dominated

sources. Most of the leaders and followers did not consult

any information sources in the legitimation stage.

Chowdhary and Dickey (1988) examined fashion opinion

leadership among college women in India by assessing their

media exposure. A special emphasis of the study was placed

on the comparison of the findings with those from Western

literature. The results indicated that fashion opinion

leaders more frequently used fashion information sources

than did fashion non-leaders. During the awareness stage of

adoption, both leaders and non-leaders used impersonal

sources more than personal sources of fashion information.

However, at this stage, leaders used fashion magazines as a

fashion information source significantly more than fashion

non-leaders. Leaders used impersonal sources more, whereas

the non-leaders used personal sources more at the

comprehension stage. During the legitimation stage of

adoption, both leader and non-leaders used primarily
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personal sources of fashion information. Family members and

parents' opinions were relevant sources at the legitimation

stage. The use of fashion magazines by leaders and non-

leaders was found to be different during the awareness,

comprehension, and legitimation stages of fashion adoption.

Leaders used fashion magazines significantly more than non-

leaders.

Most of the findings of the study were consistent with

those from Western literature. However, the importance of

parent's opinion and family members' opinion as fashion

information sources showed the cultural difference among

Indian and Western societies. It might be attributed to

India's traditional cultural values in which the elderly and

parents are respected and dominant.

Reynolds and Darden (1972) studied the sources of

information used by consumers for the rejection of a new

clothing style, the midi. The research was conducted by a

continuing investigation of fashion information sources used

at the awareness, information, and evaluation stages of the

decision process. Information sources used by consumers who

rejected the fashion were found to be the same as those used

by consumers who adopted the fashion. Impersonal sources

were the most important sources at the awareness stage, and

personal sources were the most important at the evaluation

stage. The importance of impersonal sources declined

consistently from awareness to evaluation; conversely,
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personal sources' importance increased from awareness to

evaluation. Fashion magazines were the most important

impersonal source at the awareness stage. Specialized

fashion sources affected opinion leaders more, whereas

sources whose messages were not focused on fashion such as

TV and local newspapers were most useful for non-leaders.

Lazer and Bell (1966) studied media exposure of

innovators of household equipment. Results conflicted with

the general agreement that formal mass media create

awareness of an innovation, and informal sources were

influential at later phases of the adoption process.

Innovators in the study were found to use informal personal

sources at the awareness stage. After being aware of a new

product, innovators sought additional information from mass

media during the interest and evaluation stages.

Additionally, innovators had greater magazine readerships

than the national average, and were exposed to TV as much as

the average consumer.

Kaiser and Chandler (1985) explored older adults', age

50 years and over, media use with respect to fashion. The

relationship between the demographic characteristics of

older consumers and their media use for fashion information

was examined. They also studied how consumers perceived

portrayals of older adults and clothing styles presented in

the media. Three media sources, television, magazines, and

newspapers, were selected for the study.



51

The older consumers, who were 50 years old or over,

used the three media sources including television,

magazines, and newspapers to get general fashion ideas

rather than to get specific purchase information. The data

showed that the older consumers' demographics were related

to their use of media for fashion information. Consumers

over 70 years old were reported to use television more for

fashion ideas than consumers between 50 and 70 years of age.

The older consumers used newspapers most often and

television least often for fashion ideas and purchase

information. Older men who spent relatively more money on

clothing often consulted fashion information from

television. The older fictional television characters who

were well dressed were favorably mentioned by the older

consumers. Older women were less likely than males to find

age-similar older characters in the media as they age.

Older females seemed to seek fashion information from

younger characters or from older fictional characters in the

media.

Chowdhary (1989) examined the frequency of and the kind

of fashion information used by younger (college students)

and older (65 and over) consumers for both sexes.

Generally, consumers used the consumer dominated sources

more than the marketer dominated or the neutral sources.

Older consumers consulted fewer fashion information sources

than did younger consumers for both male and female groups.
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Female consumers used more fashion information sources than

did male counterparts for both younger and older groups.

Most frequently used information sources for the

younger consumers were social gatherings and female friends.

The older consumers consulted fashion ads in newspapers and

male television performers most frequently. The dominant

sources for the younger consumers were consumer dominated

sources; for the older consumers marketer dominated sources

were dominant.

The male respondents for both the younger and older

consumers showed similar results in the kind of the

information sources used. For both the younger and older

consumers, relevant sources used by male respondents were

social gatherings, public places, prominent men, male

television performers, and female television performers.

The younger females used public places, social gatherings,

female friends, female television performers, and prominent

women. The older females used female television performers,

fashion ads in newspapers, male television performers,

public places, and fashion columns in newspapers. Comparing

the fashion information sources used by the younger males

and the younger females, the females tended to have more

personal involvement with fashion information seeking than

did the males.

Base on the literature regarding fashion information

seeking, consumers apparently use information sources
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differently at each stage of the adoption process. Most

studies, except for Lazer and Bell's (1966) study, showed

that impersonal or marketer dominated sources play an

important role in the early stages, whereas personal or

consumer dominated sources are important at the later stages

of the adoption process. Fashion leaders including opinion

leaders and innovators use a greater number of fashion

information sources and use them more frequently than

fashion followers. Demographic variables such as sex and

age were found to relate to consumers' information seeking.

Female or younger consumers were likely to seek fashion

information more than male or older counterparts.

Culture

Culture, as applied to the study of consumer behavior,

refers to "the sum total of learned beliefs, values and

customs which serve to regulate the consumer behavior of

members of a particular society" (Schiffman & Kanuk, 1987,

p. 474).

Henry (1976) examined the intuitive assumption that

culture is one of the underlying determinants of consumer

behavior. Randomly selected families were sampled for the

study to explore the effects of four culture value

dimensions on the number of automobiles in each generic

category owned or operated by nuclear family units. The

four value dimensions of culture employed in the study were
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man's relation to nature, time dimension, personal activity,

and man's relation to others. The major generic categories

of automobiles were full size, intermediates, compacts,

subcompacts, and sports cars.

The results indicated that owners of full size auto-

mobiles were more likely to show a subjugated outlook toward

the world and its events. The owners of intermediate and

subcompact category autos seemed to be families with

collateral or democratic orientations in their relations to

others. A becoming orientation (personal activity value)

was likely to relate to lower ownership of compact and

subcompact autos for one or more automobile families and to

higher ownership for three or more automobile families.

Families with heavy ownership of sports cars seemed to be

characterized by tradition, harmony with the environment,

and strong self-fulfillment perspectives. This study

provided empirical evidence of the influence of culture on

consumer behavior.

According to the EKB model of consumer behavior (Figure

7), culture is one of the environmental elements which

impacts all stages of the consumer decision process (Engel,

Blackwell, and Miniard, 1990, p. 482). In applying the EKB

model of consumer behavior to the fashion adoption process,

the cultural variables may affect the fashion adoption

process which is "the individual decision making process

used for the adoption of any given style" (Forsythe, Butler,
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& Kim, 1991).

The culture of a society determines what forms of

communication are approved to members and what kinds of

search behavior are used to solve problems (Engel,

Blackwell, & Miniard, 1990, p. 61; Schiffman & Kanuk, 1987,

p. 476). As part of the fashion adoption process, fashion

information seeking involves problem solving behavior for

choosing a style from competing alternatives in a market.

Therefore, individuals might differ in fashion information

seeking due to different cultural backgrounds.

Chowdhary and Dickey (1988) examined cultural

differences in fashion information seeking in their study of

fashion opinion leadership among female college students in

India. Indian college women used family members' and

parents' opinions as important fashion information sources

in the legitimation stage of fashion adoption. The role of

parents and family members in legitimating the fashion

choices might reflect a cultural difference in that the

elderly and parents are respected and dominant in India.

Korea

The present study investigated cultural differences

between Korean and U.S. college women in fashion information

seeking. The following section describes Korea in terms of

cultural background.

Korea was one of the poorest countries in the world

until the post Korean War period (1950s). The Korean War
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destroyed half of all the infrastructure of the country and

killed over one million people. Recovery from the war was

very slow even with massive assistance from the United

States during the post war period, from 1953 to 1961.

Thereafter, the growth of Korea's economy accelerated

abruptly with the beginning of the First Five-Year Plan in

1962. Korea achieved NIC (newly-industrialized country)

status by the 1970s and became one of the highest income

developing countries, a group including Israel and so-called

"little Asian dragons", Hong Kong, Singapore and Taiwan, in

the late 1980s. This economic growth resulted from the

success of Korea's export-oriented growth strategy.

The textile and apparel industry made a great

contribution to the remarkable economic growth of South

Korea. According to U.S. Industrial Outlook 1988, American

consumers spent $125 billion on apparel in 1988 (Pysarchik &

Perez, 1989). Over 50% of American consumers' apparel

consumption in 1988 was from products made in low-wage

countries, and South Korea alone covered 12.5% of U.S.

apparel imports. In 1990, 57.2% ($14,014 million) of U.S.

imports of apparel and finished textile products was from

East Asia NICs (U.S. Department of Commerce/Trade

Administration, 1992. p. 33-5). South Korea was third on

the list of top apparel and finished textile products

exporting countries to U.S. in 1990, accounting for 12.1% of

the total U.S. imports of apparel and finished textile
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products ($2,970 million) in 1990.

South Korea has been one of the world's most dynamic

economies from the early 1980s to 1990s (Ridding, 1991).

However, there is a significant difference between 1980s and

1990s due to the expansion of domestic consumer spending in

the 1990s, caused in part by a rapid rise in wages and

disposal incomes. Korea has become an attractive large

potential market for consumer products. Foreign businesses

have increased opportunities for exporting goods such as

textiles, clothes, electronics and automobiles into Korea.

The liberalization of domestic retail distribution by the

Korean government also allows foreign businesses increased

opportunities in the Korean domestic market.

In order to successfully market products to Korean

consumers, an understanding of Koreans' values and

lifestyles is necessary. One of the most distinctive

differences between Korean culture and Western culture

including U.S. is the practice of Confucianism.

Confucianism involves the teaching of Confucius, which is

considered an ethical system, a philosophy, and a religion

(Starr, 1930, p. 7). Confucius was born at Tsou, in the

State of Lu of China in the year 551 B.C. Confucianism was

transmitted and developed by his disciples, and commentators

promoted his teaching and books after his death. His

teaching was primarily about ethics, which was concerned

with political loyalty, filial piety, female chastity, and
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justice or righteousness (Ching, 1977, p. 8). He taught the

duty of human relationships and had a special interest in

politics and government. Actually Confucius did not teach

much about religion but did observe religious ceremonies.

Confucianism historically has been a basis of Chinese

society's ethics, education, and religion.

As Chinese political power subordinated East Asian

countries such as Korea, Japan, and Vietnam, Confucianism

spread to these regions. Moral values attributed to

Confucian teachings influenced these countries on the social

order and legal institutes (Ching, 1977, p. 28). Korea is

one of countries which has been dominated by Confucianism

for a long time. Confucian influence in Korea has been

visible and strong as well as in China. In the fourth

century A.D., Chinese lore was officially adopted in Korea,

and a university was established for teaching Confucianism

and Chinese history (McNaughton, 1974, p. 11). In Korea,

Confucianism flourished during the fifteenth century under

the Yi dynasty. Yi Song-Gye, the Yi dynastic founder,

adopted Confucian ideas in his government. Confucianism

associated with education and the civil service examination

in Korea emphasized its importance in public life like in

China.

Traditional values associated with Confucianism in

Korean society suffered a considerable decline due to the

introduction of Christianity and the wave of Western
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influence following the end of World War II (Paik, 1968).

Christianity played a key role in Korea's modernization by

introducing Koreans to Western values, attitudes, and

civilization. The impact of Christianity was seen in the

popularization of education, establishment of modern

schools, the spread of literacy among the public, the

enhancement of social status of women, modernization of

traditional values and philosophy, and the stimulation of

individualism.

According to the Population and Housing Census in 1985,

20.6% of the total population in Korea were Christians,

which was the highest proportion of Christians among the

traditional Confucian cultures of East Asia (Song, 1990, p.

49). However, the old values have deep roots, and

Confucianism still persists in modern Korean way of life and

thought. The amalgam of traditional Confucian ethics and

Christian ethics--so called the 'newly-emerging Confucian

ethics' by Tu (1984, p. 110)--has emerged due to continuing

influence of traditional values and their integration with

modern attitudes. New Confucian ethics as a synthesis of

family or collective-oriented value and great emphasis on

education of the East and the pragmatic and economic-goal

oriented value of the West has penetrated in Korean society.

Both Confucianism and Christianity have had a great

influence in shaping the beliefs, moral codes, and behaviors

of Korean society.
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Based upon the Korean value-structure (e.g.,

Confucianism ethics such as female chastity and great

importance of human relationships), one may expect Korean

consumers to be less active and to rely more on personal

relationships in fashion-related behavior. On the other

hand, the influence of Confucianism may not be strong in

fashion-related behavior in Korean society, as traditional

values associated with Confucianism have suffered a

considerable decline due to the wave of Western influence.

Therefore, the present study explored fashion-related

behavior in the modern Korean society that has been

dominated by Confucianism.

There are several studies in the clothing area which

were focused on cultural differences between Koreans and

Americans. Schrank, Sugawara, and Kim (1982) assessed the

fashion leadership characteristics of American college women

and compared these characteristics with those of the Korean

women described in Kim and Schrank's (1982) study. Like Kim

and Schrank's (1982) study, no significant relationships

between fashion opinion leadership/innovativeness and

socioeconomic level for both Korean and American groups were

found. For both cultural groups, fashion opinion leadership

and attitudes toward change were significantly related. The

relationship between attitudes toward change and fashion

opinion leadership was stronger than that between attitudes

toward change and fashion innovativeness for both samples.
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The Korean sample showed a stronger relationship between

fashion innovativeness and attitudes toward change than the

American sample. There was no significant difference

between the Korean and American samples in fashion

innovativeness, fashion opinion leadership, and

socioeconomic level, but the Korean group showed higher

scores in attitudes toward change than the American group.

For the fashion innovator and opinion leader, the Koreans

had lower socioeconomic level than the Americans. However,

the socioeconomic level of American non-leader was lower

than the Korean counterparts. Korean innovative

communicators showed significantly higher attitudes toward

change scores than American innovative communicators.

Kim (1987) conducted a comparative study of shopping

orientations between Korean immigrants and whites. Eleven

shopping orientations were examined: brand loyalty

proneness, national brand proneness, shopping interest,

coupon proneness, advertised/special shopper, shopping

center enthusiast, economic shopping, personalizing

shopping, and shopping sex-roles. Several differences

between Korean and whites' shopping behavior were found.

Korean immigrants had stronger national brand proneness,

whereas whites had stronger coupon proneness. Korean

shoppers were more likely to be ethical shoppers than

whites. Korean respondents perceived shopping as a part of

the women's role more than whites. Korean immigrants showed
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more interest in shopping at shopping centers than whites.

Lee and Burns (1993) examined the relationship between

the clothing purchase criteria used and the individual trait

of self-consciousness of Korean and U.S. college women.

Thirteen clothing purchase criteria were used in the study:

fashionability of the garment, attractiveness of the

garment, style or design, fabric design, garment color,

fiber and fabric type, construction quality, quality of the

fasteners, comfort of the garment, durability of the

garment, easy of care, price, and brand name. Two

dimensions of self-consciousness, private and public self-

consciousness, were employed. For both Korean and U.S.

groups, significant relationships between the trait of

public self-consciousness and the perception of fashionable

and attractive clothes as clothing purchase criteria were

found. When comparing two cultural groups, significant

differences were found between the two groups in their

perception of private self-consciousness and the importance

of brand name as one of the clothing purchase criteria. The

Korean subjects showed the higher private self-consciousness

than the U.S. subjects. The Korean group also had strong

brand orientations, which demonstrated their greater

perception of brand name when they purchased dresses.

These cultural studies between Korean and U.S.

consumers postulated both general characteristics of and

differences in clothing related behavior between the two
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groups. It is thus expected that cultural differences

between Korean and U.S. college women in fashion information

seeking would be found in the present study.

Summary

"An innovation is an idea, practice, or object that is

perceived as new by an individual or other unit of adoption"

(Rogers, 1983, p. 11). A new clothing style as an

innovation can become a fashion through two sub-processes,

diffusion and adoption.

Rogers defined diffusion as "the process by which an

innovation is communicated through certain channels over

time among the members of a social system" (1983, p. 5).

Diffusion is a macro process concerned with the spread of an

innovation in a social system.

"Adoption is a micro process which focuses on the

stages through which an individual consumer passes in making

a decision to accept or reject a new product" (Schiffman &

Kanuk, 1987, p. 588). The adoption process consists of

several stages which represent the sequence of mental and/or

behavioral events assumed to be prerequisites to adoption

(Robertson, 1971, p. 57).

The adoption process is an information seeking and

information-processing activity, so an individual can reduce

uncertainty about an innovation with information (Rogers,

1983, p. 21). Research has shown that consumers are exposed
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to and use information sources differently at each stage of

the adoption process. Consumers also differ in their use of

information sources because of personal traits that

contribute to information seeking behavior.

Culture is "the sum of total of learned beliefs, values

and customs which serve to regulate the consumer behavior of

members of a particular society" (Schiffman & Kanuk, 1987,

p. 474). According to the EKB model of consumer behavior,

culture is one of variables influencing the decision

process. The culture determines what forms of communication

and what kinds of search behavior are used to solve problems

in a society (Engel, Blackwell, & Miniard, 1990, p.476).

The cultural variables may thus affect consumers'

information seeking in the adoption process that is a kind

of the decision-making process.

Chowdhary and Dickey (1988) found Indian college

women's distinctive characteristics in fashion information

seeking. Indian college women used family members' and

parents' opinions as important fashion information sources

at the legitimation stage of the adoption process. These

findings might reflect a cultural difference that the

elderly and parents are respected and dominant in India.

Based on review of literature, the present study would

expect that there are differences in fashion information

seeking between Korean and U.S. college women due to

different cultural backgrounds.
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CHAPTER III

Method

The purpose of the present study was to compare Korean

and U.S. college women's fashion information seeking. The

type of information sources used at the selected stages of

the adoption process was investigated. The present study

also examined frequency of use and variety of fashion

information sources used by the college women.

Research Design

Data for the present study were collected through a

self-administered questionnaire. The independent variables

included: (1) fashion leadership with two levels, fashion

leaders and fashion followers, and (2) cultural differences

between Korea and U.S.A. The dependent variable of interest

in this study was consumers' fashion information seeking.

Subjects

The subjects for the present study were Korean and U.S.

college women, whose ages ranged from the late teens to late

20s. Most of them were unmarried. The subjects of the

study, young single women, are the most active age group in

regard to fashion activities. Katz and Lazarsfeld (1955, p.

248) found that forty eight percent of young single women



67

were fashion leaders, the highest portion of fashion leaders

of any age group.

The sample was a purposive sample. 95 Korean

undergraduate female students majoring in clothing and

textiles at two universities in Korea, Seoul National

University and Chungnam National University, participated in

the present study. The U.S. sample included 82

undergraduate female students enrolled in apparel design or

merchandising management courses at Oregon State University.

The sample from the two cultures represents a relatively

homogeneous population of single and young females enrolled

in clothing, merchandising or related majors and a certain

social system.

Owing to the time and financial constraints of the

researcher, the present study used student subjects, a non-

probability sample. Although the findings can not be

generalized to a larger population, using student subjects

may have some contribution to this study. Lennon, Burns and

Rowold (1993) noted that clothing and merchandising students

as subjects in the study of clothing might be wise and

convenient, because this group may have had considerable

experience in apparel product consumption.

Instruments

The instrument was a self-administered questionnaire,

which consisted of four parts: (1) fashion innovativeness
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and fashion opinion leadership scales, (2) questions asking

fashion information sources used at the stages in the

adoption process, (3) scale to measure frequency and variety

of fashion information sources used, and (4) questions

asking demographic characteristics of the subjects (Appendix

A) .

The questionnaire was first developed in English and

translated into Korean. When translating the questionnaire

into Korean, the most important consideration was that the

translated questionnaire into Korean should not be awkward,

and there should be no change in meaning. Due to some

difficulties in translating several abbreviations into

Korean, for example DT (definitely true) and NA (not

appropriate), the format for question I and II was slightly

changed, with questions placed in boxes in the Korean

questionnaire (Appendix B). Because the information

sources, mail-order catalogues and pattern books, are not

available in Korea, these sources were not included in the

Korean questionnaire.

In the present study, the equivalency in meaning of

terminologies used in the Korean and English versions was a

crucial concern. To confirm the equivalency of the two

versions, the Korean version was back translated into

English by a third person who was not involved in the

present study. The back translated English version was

compared to the original one written in English. The two
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versions' equivalency was also examined by a scholar who is

fluent in Korean and English with clothing and textiles

background.

To examine content validity of the questionnaire, it

was pretested by faculty members in the Apparel, Interiors,

Housing and Merchandising Department. They assessed how

well the questionnaire covered the subject matter of the

present study in terms of item selection, item description,

range and balance of items, and manner of item presentation.

The questionnaire was also pretested with eight potential

subjects to be judged whether or not there were

misunderstandings and ambiguities. The questionnaires were

completed in the presence of the researcher in order to get

verbal feedback on potential problems with understanding the

questionnaire. Three of them were U.S. female students, and

five were Korean women. The three U.S. students were from a

merchandising class in Oregon State University which was the

same population as the sample. The five Korean women were

recruited from Korean students or students' spouses in

Oregon State University campus who had not been in U.S.A.

more than one year and whose ages were their 20s.

Based on the feedback from the pretest, several

modifications were made to the instrument. In questions II

and III, 'NA', which stands for not appropriate, was added

as a possible answer along with 'yes' and 'no' (Appendix A).

The additional explanation for 'NA' was included in the
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questionnaire to help respondents' understanding: 'NA: Not

appropriate--I do not have access to this information or

source'. Some participants in the pretest perceived three

different questions in part II of the questionnaire as the

same question due to their same format, so several key words

were set in a bold typeface (and underlined in the Korean

questionnaire).

Fashion magazines were found to be important fashion

information sources in the past research (Chowdhary &

Dickey, 1988; Polegato & Wall, 1980). Since both domestic

and foreign magazines are available to consumers in U.S.A.

and Korea, the two kinds of fashion magazines were asked

separately in the questionnaire.

In the pretest, the participants seemed not to have a

clear distinction between mail-order catalogues and

promotional store catalogues. The two kinds of catalogues,

therefore, were put together in the final questionnaire.

The Total Design Method (TDM) (Dillman, 1978) was used

as a guideline for designing the questionnaire. The

development of the measures for each variable is discussed

in detail as follows.

Fashion Innovativeness Scale

The scale to measure respondents' fashion

innovativeness consisted of three Likert-type questions

which asked their perceived fashionability, importance of

dressing in new fashions, and the time of adopting new
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fashions. The modified three self-identification leadership

questions developed by Schrank (1970) were utilized in this

study.

Many studies (e.g., Chowdhary, 1984; Manford, 1978;

Schrank, 1970) have used a fashion innovativeness measure

which consists of a current fashion item list and asks the

ownership of and the time of adoption of the items by

respondents. Although this fashion innovativeness measure

showed high validity for identifying fashion innovators, the

present study did not utilize it. This fashion

innovativeness measure was not expected to work well in the

present study due to differences in current fashion in

Korean and U.S. societies and a difficulty in accurately

translating fashion terms into Korean.

Fashion Opinion Leadership Scale

The present study utilized Polegato's (1976) fashion

opinion leadership scale which had been adapted from Rogers

and Cartano's (1962) six-item self-designating method. The

six-item self-designating method asked the respondent's

self-image as an opinion leader and the respondent's

perception of past behavior when interacting with others

(Rogers & Cartano, 1962). This method was found to be

successful in identifying fashion opinion leaders (Polegato,

1976; Rogers & Cartano, 1962; Summers, 1970). The six-

items in Polegato's (1976) fashion opinion leadership scale

were all adopted for the fashion opinion leadership scale of



72

the present study. However, a Guttman-type scale of

Polegato's scale was converted into a Likert-type scale to

be consistent in the type of scale with the fashion

innovativeness scale. The fashion innovativeness and

opinion leadership scales were presented together in the

first part of the questionnaire. Questions one through

three were for measuring fashion innovativeness, and

questions four through nine were the fashion opinion

leadership scale (Appendix A).

Fashion Information Sources Used at the Adoption Process

Stages

The present study examined fashion information seeking

using Sproles' model of the consumer's fashion adoption

process (Figure 1 on p. 2). Each question asked what

fashion information sources a respondent uses at each

selected stage of the adoption process: awareness of object,

interest, and evaluation. A scenario type of question was

used to help the respondents' understanding of each stage

they were being asked about. A respondent was asked to

respond to each information source in the given list as to

whether or not she consulted the information source. 'NA'

(not appropriate) was included for a case when she would not

have access to an information source.

The list of fashion information sources (Polegato &

Wall, 1980) was modified for the present study. Several

fashion information sources which were found to be used by
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Korean women in Rhee's (1991) study but were not included in

the Polegato and Wall's list were added. The fashion

information sources used for the present study are listed

below: categorized into marketer dominated, consumer

dominated, and neutral sources (Cox, 1963).

Marketer dominated sources.

Window displays

In-store displays

Talking to salespersons

Domestic fashion magazines

Foreign fashion magazines

Ads on TV

Ads on radio

Ads in non-fashion magazines

Ads in newspapers

Ads delivered with a newspaper

Ads in campus newspaper

Fashion shows

Fashion consultants

Mail-order or store catalogues

Pattern books

Consumer dominated sources.

Parents' opinions

Sisters' or brothers' opinions

Seeing apparel worn by classmates

Talking about apparel with female friends
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Seeing apparel worn by female friends

Seeing apparel worn in social gatherings

Seeing apparel worn in public places

Talking about apparel with husband or boyfriend

Talking about apparel with male friends

Seeing apparel worn by male friends

Neutral sources.

Television performers

Movie actresses

Fashion columns in newspapers or non-fashion magazines

Prominent women seen in news

Frequency and Variety of Fashion Information Sources Used

The questions concerning frequency and variety of

fashion information sources used by consumers were adapted

from the study conducted by Polegato (1976). Respondents

were asked how often they used each of the sources. Their

responses were used to test frequency and variety of fashion

information sources used. A respondent was provided 'NA' as

a possible choice for a case when she would not have access

to an information source.

Demographic Characteristics

Open-ended and closed-ended questions regarding

respondent's demographic characteristics were included in

the last part of the questionnaire. The demographic

characteristics, age, class standing, major, marital status,

residence and work experience, were asked of respondents.
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These questions were used in order to accurately describe

the sample.

Procedures

The instruments were administered in university

classrooms in Korea and in U.S.A. Instruction was provided

to those who conducted data collection in Korea to ensure

the same procedure as was done in the U.S. All collected

questionnaires in Korea were mailed to the U.S. Data

gathered in Korea and the U.S.A. were analyzed in the U.S.

Data Analysis and Interpretation

To test each hypothesis, the respondents were first

classified into two categories, fashion leaders and fashion

followers. The classification was based on the data

obtained from the first part of the questionnaire. The

responses to each question in the first part of the

questionnaire were scored from 1 - 5 (e.g., Definitely True

= 5 and Definitely False = 1). A cumulative score for

questions one through three was used as a score of fashion

innovativeness, and a cumulative score on questions four

through nine was used as a score of fashion opinion

leadership. If a respondent's score of fashion

innovativeness was twelve or above, she was classified as a

fashion innovator; if less than twelve, she was classified

as a fashion follower; if a respondent's score of fashion
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opinion leadership was twenty four or above, she was

classified as a fashion opinion leader; if less than twenty

four, she was classified as a fashion follower. Fashion

leaders included those who were classified as either a

fashion innovator or a fashion opinion leader.

Hypothesis 1, 2, and 3 were tested with the data from

the second part of the questionnaire. The hypotheses were

tested by running ANOVA and chi-square analysis. ANOVA was

used to show any differences in use of marketer dominated,

consumer dominated, or neutral sources at the adoption

process stages between the groups: Korean fashion leaders

and Korean followers, U.S. fashion leaders and U.S.

followers, and Korean fashion leaders and U.S. leaders.

Chi-square analysis was also conducted to show any

differences in use of each individual fashion information

source used at the adoption process stages between the

groups. Respondents who answered 'Yes' and 'No' on an

information source in each group were counted, thus chi-

square statistics were computed based on this data.

Data to test hypotheses 4(1), 5(1) and 6(1) were

collected from the third part of the questionnaire. Each of

responses was scored from zero to four (e.g., About once a

week or more = 4 and Never = 0). ANOVA was employed to test

differences in overall frequency of fashion information

sources used, in which an average score of frequency of all

information sources was used. In testing frequency of
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marketer dominated, consumer dominated, and neutral sources,

ANOVA was conducted with average frequency scores of each

type of information sources. Frequency of each individual

source was also tested by running ANOVA with a frequency

score for each fashion information source. Limitations with

this scale are addressed in the limitation section of this

thesis.

To test hypotheses 4(2), 5(2), and 6(2), the data

collected from the third part of the questionnaire were

used. For each respondent, the number of information

sources used (that is, which scored one or above, based on

the operational definition of variety) was counted. A high

number indicated a greater variety of fashion information

sources used. Differences in variety of fashion information

sources used by the groups were tested by computing ANOVA.

Hypotheses were accepted if statistical analysis was

significant at .05 level. Because a non-probability sample

was used for the study, the analyses provide a benchmark for

"significance".

Summary

Subjects of the present study were Korean and U.S.

college women recruited from three universities in Korea and

U.S.A. Data were collected in university classrooms in

Korea and U.S.A. The instrument was a self-administered

questionnaire, which consisted of four parts: (1) fashion
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innovativeness and fashion opinion leadership scales, (2)

questions asking fashion information sources used at the

stages in the adoption process, (3) scale to measure

frequency of use and variety of fashion information sources

used, and (4) questions asking demographic characteristics

of respondents. The questionnaire was first developed in

English and translated into Korean. To confirm the

equivalency of the two versions, the Korean questionnaire

was back translated into English. The questionnaire was

pretested with subjects from the similar population as the

sample. To test the hypotheses, Analysis of Variance

(ANOVA) and chi-square analysis were conducted.
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CHAPTER IV

Results

In this chapter, the results of the data analyses are

presented. The characteristics of Korean and U.S. subjects

are described. Classifying the subjects into fashion

leaders and followers is also reported. The results of

ANOVA and chi-square analysis used to test the hypotheses

are discussed.

Demographic Characteristics of the Respondents

The demographic information about the respondents is

described in terms of the following traits: age, class

standing, major, marital status, residence while attending

college, and work experience. All demographic information

is reported under the two cultural groups, Korean and U.S.

These characteristics should be taken into account when

interpreting the results of the present study.

Age

The age range of the Korean respondents was from 19 to

24 years. The mean age of the Korean respondents was 20.9

years.

The age range of the U.S. respondents was from 18 to 33

years. The majority of the U.S. respondents were age 19 to

24 years, accounting for 86.3% of the U.S. respondents. The
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mean age of the U.S. respondents was 22.1 years (Table 1).

Class Standing

All respondents, except those who did not indicate

their class standing, were reported to be undergraduate

students. A high percentage (86.4%) of the total

respondents were identified as junior or senior standing

(Table 2).

Major

The majority of the sample, 95.8% of the Korean

respondents and 82.9% of the U.S. respondents, were clothing

and merchandising majors. This is because the survey was

conducted in clothing and merchandising classes (Table 3).

Marital Status

For the both Korean and U.S. samples, the majority of

the respondents were found to be single. The high

percentage (94.4%) of those indicating they were unmarried

reflected a characteristic of the sample population, college

students (Table 4).

Residence

Over half (57.9%) of the Korean respondents indicated

that they lived with parents while attending college,

whereas only 3.7% of the U.S. respondents so indicated. The

high percentage of those living with parents within the

Korean sample can be attributed to the fact that Korean

students tend to select schools located near home, and

traditionally single children are expected to live with



Table 1
Demographic Characteristics of the Respondents--Age

Cultural Group N Range Mean SD

Korean

U.S.

95

82

19-24

18-33

20.9

22.1

1.0

2.5

Total 177 18-33 21.5 1.9

Table 2

81

Demographic Characteristics of the Respondents--Class
Standing

Class Standing

Korean U.S. Total

n % n % n %

Freshman 0 0 5 6.1 5 2.8

Sophomore 11 11.6 4 4.9 15 8.5

Junior 43 45.3 14 17.1 57 32.2

Senior 38 40.0 58 70.7 96 54.2

Missing 3 3.1 1 1.2 4 2.3

Total 95 100.0 82 100.0 177 100.0



Table 3
Demographic Characteristics of the Respondents--Major

Major

Korean U.S. Total

n % n % n %

Clothing &
Merchandising

Business

Other

Missing

91

0

0

4

95.8

0.0

0.0

4.2

68

5

6

3

82.9

6.1

7.3

3.7

159

5

6

7

89.8

2.8

3.4

4.0

Total 95 100.0 82 100.0 177 100.0

Table 4
Demographic Characteristics of the Respondents--Marital
Status

Marital
Status

Korean U.S. Total

n % n % n %

Single

Married

Missing

91

1

3

95.8

1.0

3.2

76
5

1

92.7
6.1

1.2

167

6

4

94.4

3.4

2.2

Total 95 100.0 82 100.0 177 100.0

82
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parents.

Fifty-three of the U.S. respondents (64.6%) and

thirty-two of the Korean respondents (33.7%) were found to

live in apartments or houses without parents while attending

college (Table 5). It should be mentioned that sorority was

excluded as an alternative in the Korean questionnaire

because there is no sorority and fraternity system in Korea.

Work Experience

About half (51.6%) of the Korean respondents indicated

that they were not currently employed but had work

experience in their past year in college. Twenty-nine of

the Korean respondents (30.5%) were currently employed.

Over half (54.9%) of the U.S. respondents reported that

they were currently employed. Twenty-four of the U.S.

sample (29.3%) were not currently employed but had work

experience in the past year.

The overwhelming majority (83%) of the total sample

indicated that they were currently employed or had worked in

the past year (Table 6).

Distribution of Fashion Leaders and Followers

Fashion leaders were operationally defined as those who

were either innovators or opinion leaders. Thirty of the

respondents in the Korean sample (31.6%) and thirty-nine in

the U.S. sample (47.6%) were classified as fashion leaders.

In the total sample population, 39.0% of the respondents



Table 5
Demographic Characteristics of the Respondents--Residence

Residence

Korean U.S. Total

n % n % n %

With parents 55 57.9 3 3.7 58 32.8

Residence
hall 4 4.2 9 11.0 13 7.4

Sorority 0 0.0 14 17.1 14 7.9

Apartment
or house 32 33.7 53 64.6 85 48.0

Other 1 1.0 1 1.2 2 1.1

Missing 3 3.2 2 2.4 5 2.8

Total 95 100.0 82 100.0 177 100.

Table 6
Demographic Characteristics of the Respondents--Work
Experience

84

Korean U.S. Total

Work n % n % n %
Experience

Currently
employed 29 30.5 45 54.9 74 41.8

Employed
in the past
years

49 51.6 24 29.3 73 41.2

Never
employed

13 13.7 11 13.4 24 13.6

4 4.2 2 2.4 6 3.4
Missing

Total 95 100.0 82 100.0 177 100.0

Note. allot currently employed but had work experience during their
college years.
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were classified as fashion leaders, and 61.0% were

classified as fashion followers (Table 7).

A chi-square statistic revealed that there was a

significant difference in distribution of fashion leaders

and followers between the Korean and U.S. sample

populations, X2(1, N = 177) = 4.7, p < .05 (Table 8). There

was a greater percentage of fashion leaders within the U.S.

sample than within the Korean sample. This result

conflicted with the results of the studies conducted by Ho

(1991) and Schrank, Sugawara and Kim (1982). Schrank,

Sugawara, and Kim (1982) showed that there was no difference

in self-identification of innovativeness and opinion

leadership, criteria for measuring fashion leadership,

between Korean and American college women. Ho's (1991)

study, a comparative study of shopping orientation between

Asian and Caucasian college students, suggested that the

Asians liked to be and perceived themselves to be fashion

leaders more than the Caucasians.

Fashion innovators were those who scored twelve or

above on the fashion innovativeness scale. Eighteen of the

Korean sample population (18.9%) and nineteen of the U.S.

sample (23.2%) were identified as fashion innovators (Table

7). These percentages of fashion innovators were much

higher than the 2.5% of Rogers (1983, p. 247) whose work was

based on the findings from the research on agricultural

practices. Chowdhary (1984) also showed much lower portion
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Table 7
Distribution of Fashion Leaders and Followers within the
Sample

Korean U.S. Total

n % n % n %

Fashion leader' 30 31.6 39 47.6 69 39.0
(Innovator) (18 18.9) (19 23.2) (37 20.9)
(Opinion leader) (21 22.1) (34 41.5) (55 31.1)
(Innovative

communicator)b (9 9.5) (14 17.1) (23 13.0)

Fashion follower 65 68.4 43 52.4 108 61.0

Total 95 100.0 82 100.0 177 100.0

Note. 'A sum of the number of innovators and opinion leaders did not
correspond to the number of fashion leaders due to the
existence of innovative communicators.

bInnovative communicators were those who qualified as both
innovators and opinion leaders.

Table 8
Chi-square Analysis for Fashion Leadership of the Korean and
U.S. Respondents

Cultural Group

Korean U.S.

Leader Follower
95

(100%)

Leader Follower
82

(100%)

x2

n 30 65 39 43 4.7*
(%) (31.6%) (68.4%) (47.6%) (52.4%)

* R < .05.
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(5.9%) of self-identified fashion innovators within the

sample of Indian college women than did the present study.

The fact that there was the relatively high percentage of

fashion innovators in the present study should be attributed

to the characteristics of the sample. The sample of the

present study was a group of single young women enrolled in

apparel courses, so the group as a whole might have more

interest in fashion.

Fashion opinion leaders were those who scored twenty

four or above on the opinion leadership scale. Fifty-five

of the total sample population (31.1%) was identified as

fashion opinion leaders (Table 7). This percentage compared

favorably to the findings by King and Summers (1970) and

Summers (1970) who reported that the top 28% of the

respondents were self-identified fashion opinion leaders for

women's clothing, and by Baumgarten (1975) who showed 27.7%

of self-identified fashion opinion leaders within the sample

of unmarried male college students.

Innovative communicators were those who simultaneously

scored twelve or above on the fashion innovativeness scale

and twenty four or above on the fashion opinion leadership

scale, so they qualified as both innovators and opinion

leaders. Thirteen percent of the total sample were

identified as innovative communicators (Table 7). This

compared favorably with 12.1% of self-identified innovative

communicators found within the unmarried male college
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student group reported by Baumgarten (1975). In fact,

Baumgarten's (1975) study used the early adopter category

for identifying innovative communicator instead of the

innovators category as was used in the present study.

However, the portion (13.0%) of innovative communicators in

the present study exceeded Chowdhary (1984)'s 4.3% of self-

identified innovative communicators in the Indian college

women sample.

Test of Hypotheses

Hypotheses 1, 2, and 3 were tested by ANOVA and chi-

square analysis, which showed whether or not there were

differences in fashion information sources used at the

adoption process stages between fashion leaders and

followers or Korean and U.S. groups. For hypotheses 4, 5,

and 6, the results of ANOVA indicated whether there were any

differences in frequency and variety of fashion information

sources used by the groups.

ANOVA is typically used for testing the significance of

differences among a set of group means. ANOVA assumes that

the variances are equal for all group populations, and the

populations are normally distributed (Agresti & Agresti,

1979, p. 425). However, ANOVA is robust with regard to

these assumptions, so there is no compelling reason to be

overly concerned about the assumptions. When testing the

hypotheses in the present study, the variances were about
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same, but in some cases, the sample populations departed

from normal distribution. Iversen and Norpoth (1976, p. 93)

indicated that violating the assumption of normal

distribution when running ANOVA would not affect its

accuracy as long as the sample of observations for each

category was relatively large. ANOVA was still the most

appropriate test for testing the hypotheses in the sense

that the type of variable involved in the hypotheses fit the

criteria for using ANOVA, and ANOVA is fairly robust with

respect to the assumptions.

Chi-square analysis is used for determining whether a

systematic relationship exists between two variables when

the response variables are nominal: frequencies or head

counts. The requirements for using chi-square analysis are

as follows: (1) no response should be related to or

dependent upon any other response, (2) subjects must fall

into only one category, (3) the computations must be based

on all the subjects in the sample, and (4) expected

frequencies should be at least five (Welkowitz, Ewen, and

Cohen, 1976, p. 248). Data collected in the present study

fit all the requirements except the last one for chi-square

analysis. Although some of the expected cells in the test

were less than five, chi-square analysis was still believed

as an appropriate test for the study when concerning the

advantages of the test and the note, "the greater the df,

the more lenient the requirement for minimum expected
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frequencies" (Welkowitz, Ewen, and Cohen, 1976, p. 248).

Hypothesis 1. Hypothesis 1 stated that Korean fashion

leaders within the sample would differ from Korean followers

within the sample in the type of information sources used

during each of the stages of the adoption process: (1)

awareness of object, (2) interest, and (3) evaluation.

Hypotheses 1 through 3 were tested based on the data

from question II in the questionnaire. Use of three types

of information sources and individual fashion information

sources in the adoption process by the groups was

investigated. The criterion for accepting or rejecting an

hypothesis was the results of ANOVA which tested differences

in use of three types of information sources in the adoption

process.

Hypothesis 1 was rejected. Korean fashion leaders did

not differ in the type of information sources used from

Korean followers in the adoption process. The results of

ANOVA showed there were no significant differences in

marketer dominated [F(1, 88) = 0.1, p > .05], consumer

dominated [F(1,90) = 2.6, p > .05] and neutral sources

[F(1,87) = 1.0, p > .05] used by Korean fashion leaders and

Korean followers at the awareness of object stage. There

were also no significant differences in the three types of

information sources used by Korean fashion leaders and

Korean followers at the interest and evaluation stages:
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marketer dominated sources F(1, 91) = 0.6, p > .05, consumer

dominated sources F(1, 90) = 1.4, p > .05, and neutral

sources F(1,84) = 0.6, p > .05 at the interest stage;

marketer dominated sources F(1, 90) = 0.0, p > .05, consumer

dominated sources F(1,90) = 2.5, p > .05, and neutral

sources F(1,86) = 0.0, p > .05 at the evaluation stage

(Table 9).

Chi-square analysis was conducted to test differences

in the use of each individual information sources by Korean

fashion leaders and Korean followers at each stage of the

adoption process. At the awareness of object stage, more

Korean fashion leaders indicated they used foreign fashion

magazines [X2(1, N = 94) = 6.9, p < .01], fashion shows

[X2(1, N = 93) = 5.1, p < .05], fashion consultants [X2(1, N

= 89) = 13.4, p < .01], and talking about apparel with

husband or boy friend [X2(1, N = 49) = 4.8, p < .05] than

did Korean followers. More Korean fashion followers seemed

to be aware of a new style from seeing apparel worn by male

friends more [X2(1, N = 83) = 4.0, p < .05] than Korean

leaders. Additionally, based on the descriptive data,

percentages of respondents, the following sources were

identified as important sources for awareness of a new style

for both Korean fashion leaders and Korean followers: window

displays, domestic fashion magazines, catalogues, seeing

apparel worn by classmates, talking about apparels with

female friends, seeing apparel worn by female friends,



92

Table 9
Mean Numbers of Fashion Information Sources Used in the
Adoption Process by Korean Fashion Leaders and Korean
Followers

Stage of the Adoption Process

Mean(SE) df
Korean
Leaders

Korean
Followers

Awareness of Object
Marketer dominated sources 7.7(0.3) 8.2(1.1) 1, 88 0.1
Consumer dominated sources 5.5(0.4) 4.8(0.2) 1, 90 2.6
Neutral sources 2.9(0.2) 2.7(0.1) 1, 87 1.0

Interest
Marketer dominated sources 6.7(0.4) 6.2(0.3) 1, 91 0.6
Consumer dominated sources 4.9(0.5) 4.4(0.2) 1, 90 1.4
Neutral sources 2.3(0.3) 2.1(0.2) 1, 84 0.6

Evaluation
Marketer dominated sources 5.0(0.6) 5.0(0.3) 1, 90 0.0
Consumer dominated sources 5.7(0.5) 4.8(0.3) 1, 90 2.5
Neutral sources 1.8(0.3) 1.8(0.2) 1, 86 0.0

Note. Unequal dfs due to missing responses.
SE: Standard error

seeing apparel worn in public places, television performers,

and fashion columns in newspapers or non-fashion magazines

(Table 10).

The results of Chi-square analysis also showed that

there were several information sources which were used

differently by Korean fashion leaders and Korean followers

at the interest stage. More Korean fashion leaders

indicated they become interested in a new apparel style

through use of foreign fashion magazines [X2(1, N = 93)

3.9, 2 < .05J, fashion shows W(1, N = 93) = 5.5, 2 < .05),



Table 10
Percentages of Responses in Agreement with Use of Fashion
Information Sources by Korean Fashion Leaders and Korean
Followers at the Awareness of Object Stage

Fashion Information Source

Marketer dominated sources
Window displays
In-store displays
Talking to salespersons
Domestic fashion magazines
Foreign fashion magazines
Ads on TV
Ads on radio
Ads in non-fashion magazines
Ads in newspapers
Ads delivered with a newspaper
Campus newspaper
Fashion shows
Fashion consultants
Catalogues

Consumer dominated sources
Parents' opinions
Sisters' or brothers' opinions
Seeing apparel worn by classmates
Talking about apparel with female friends
Seeing apparel worn by female friends
Seeing apparel worn in social gatherings
Seeing apparel worn in public places
Talking about apparel with husband or
boyfriend

Talking about apparel with male friends
Seeing apparel worn by male friends

Neutral sources
Television performers
Movie actresses
Fashion columns in newspapers or

non-fashion magazines
Prominent women seen in news

% x2

KL KF

80.0 83.1 0.1
73.3 87.5 2.9
10.3 10.0 0.0
90.0 78.1 1.9
93.3 68.8 6.9**
72.4 65.6 0.4
10.7 8.1 0.2
63.3 73.8 1.1
21.4 29.2 0.6
13.8 20.6 0.6
3.8 0.0 2.4

86.7 65.1 5.1*
69.0 30.0 13.4**
93.1 95.4 0.2

0.0 4.9 1.5
37.9 35.0 0.1
86.7 90.8 0.4
90.0 84.4 0.5
86.7 83.1 0.2
68.0 51.8 2.3
93.1 81.0 2.3

43.8 15.2 4.8*
38.5 25.5 1.4
34.5 57.4 4.0*

83.3 81.5 0.0
73.3 60.0 1.6

96.7 87.7 1.9
42.9 33.3 0.7

93

Note. Percentages were not based on the same total sample size due to
missing responses.

KL: Korean fashion leaders.
KF: Korean fashion followers.

* p < .05.
** p < .01.
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fashion consultants [X2(1, N = 88) = 4.9, p < .01], and

seeing apparel worn by male friends [X2(1, N = 83) = 4.5, p

< .05] than did Korean followers. More Korean fashion

followers, however, indicated they become interested in a

new apparel style from window displays [X2(1, N = 93) = 5.1,

R < .05] and Ads on TV [X2(1, N = 92) = 11.5, p < .01]. For

both Korean fashion leaders and Korean follower, many

respondents indicated catalogues, seeing apparel worn by

classmates, and seeing apparel worn by female friends as

sources they use at the interest stage (Table 11).

At the evaluation stage, chi-square statistics showed

that foreign fashion magazines [X2(1, N = 91) = 13.0, p <

.01] and talking about apparel with husband or boyfriend

[X2(1, N = 61) = 4.0, p < .05) were consulted by more Korean

fashion leaders than by Korean followers. Both Korean

fashion leaders and followers seemed to use fewer

information source in the evaluation stage than in awareness

of object and interest stages. However, catalogues and

seeing apparel worn by female friends were used by a

relatively high percentage of respondents for both groups at

the evaluation stage (Table 12).

Therefore, based on the results of the ANOVA, the

hypothesis 1 that Korean fashion leaders would be different

in the type of information sources used in the adoption

process from Korean followers was rejected. However, when
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Table 11
Percentages of Responses in Agreement with Use of Fashion
Information Sources by Korean Fashion Leaders and Korean
Followers at the Interest Stage

Fashion Information Source

Marketer dominated sources
Window displays
In-store displays
Talking to salespersons
Domestic fashion magazines
Foreign fashion magazines
Ads on TV
Ads on radio
Ads in non-fashion magazines
Ads in newspapers
Ads delivered with a newspaper
Campus newspaper
Fashion shows
Fashion consultants
Catalogues

Consumer dominated sources
Parents' opinions
Sisters' or brothers' opinions
Seeing apparel worn by classmates
Talking about apparel with female friends
Seeing apparel worn by female friends
Seeing apparel worn in social gatherings
Seeing apparel worn in public places
Talking about apparel with husband or
boyfriend

Talking about apparel with male friends
Seeing apparel worn by male friends

Neutral sources
Television performers
Movie actresses
Fashion columns in newspapers or
non-fashion magazines

Prominent women seen in news

% x2

KL KF

70.0 88.9 5.1*
76.7 85.7 1.2
6.7 8.3 0.1

83.3 76.6 2.7
76.7 55.6 3.9*
20.7 58.7 11.5**
6.9 3.2 0.6

56.7 64.1 0.5
6.7 12.5 0.7

13.3 12.7 0.0
6.9 3.3 0.6

73.3 47.7 5.5*
50.0 25.8 4.9**
93.3 90.5 0.2

16.7 12.7 0.3
46.4 27.9 3.0
83.3 85.9 0.1
76.7 64.1 1.5
83.3 90.6 1.1
69.0 50.0 2.8
70.0 74.6 0.2

33.3 13.2 3.1
29.6 14.5 2.6
46.4 23.6 4.5*

70.0 66.7 0.1
60.0 56.5 0.1

80.0 61.3 3.2
37.0 22.4 2.0

Note. Percentages were not based on the same total sample size due to
missing responses.

KL: Korean fashion leaders.
KF: Korean fashion followers.

* 2 < .05.
** 2 < .01.
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Table 12
Percentages of Responses in Agreement with Use of Fashion
Information Sources by Korean Fashion Leaders and Korean
Followers at the Evaluation Stage

Fashion Information Source

% x2

KL
(30)

KF
(65)

Marketer dominated sources
Window displays 41.4 68.3 1.8
In-store displays 48.3 66.7 2.8
Talking to salespersons 37.9 29.5 0.6
Domestic fashion magazines 70.0 52.4 2.6
Foreign fashion magazines 69.0 29.0 13.0**
Ads on TV 39.3 43.5 0.1
Ads on radio 3.6 6.5 0.3
Ads in non-fashion magazines 58.6 45.2 1.4
Ads in newspapers 10.3 12.7 0.1
Ads delivered with a newspaper 3.4 11.3 1.5
Campus newspaper 7.4 3.2 0.8
Fashion shows 28.6 26.7 0.0
Fashion consultants 46.4 35.0 1.1
Catalogues 82.8 79.4 0.1

Consumer dominated sources
Parents' opinions 58.6 44.3 1.2
Sisters' or brothers' opinions 63.0 50.8 1.1
Seeing apparel worn by classmates 73.3 75.0 0.0
Talking about apparel with female friends 79.3 76.2 0.1
Seeing apparel worn by female friends 80.0 78.7 0.0
Seeing apparel worn in social gatherings 53.6 48.3 0.2
Seeing apparel worn in public places 63.3 62.7 0.0
Talking about apparel with husband or

boyfriend 36.8 14.3 4.0*
Talking about apparel with male friends 40.7 26.3 1.8
Seeing apparel worn by male friends 39.3 26.3 1.5

Neutral sources
Television performers 44.8 51.7 0.4
Movie actresses 37.9 43.3 0.2
Fashion columns in newspapers or
non-fashion magazines 58.6 65.6 0.4

Prominent women seen in news 28.6 19.0 1.0

Note. Percentages were not based on the same total sample size due to
missing responses.

KL: Korean fashion leaders.
KF: Korean fashion followers.

* p < .05.
** p < .01.
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examining individual fashion information sources, several

sources were found to be important sources for Korean

fashion leaders at the three stages: foreign fashion

magazines, fashion shows, fashion consultants and talking

about apparel with husband or boyfriend at the awareness of

object stage; foreign fashion magazines, fashion shows,

fashion consultants and seeing apparel worn by male friends

at the interest stage; foreign fashion magazines and talking

about apparel with husband or boy friend at the evaluation

stage. Through all the stages, many of both Korean fashion

leaders and Korean followers used catalogues and seeing

apparel worn by female friends as fashion information

sources.

Hypothesis 2. Hypothesis 2 stated that U.S. fashion leaders

within the sample would differ from U.S. followers within

the sample in the type of information sources used during

each of the stages of the adoption process: (1) awareness of

object, (2) interest, and (3) evaluation.

Hypothesis 2 was partially supported. U.S. fashion

leaders more often consulted neutral sources when becoming

aware of a new style and marketer dominated sources when

becoming interested in a new style than did U.S. followers.

The results of ANOVA indicated that there were no

significant differences in use of marketer dominated [F(1,

78) = 0.9, p > .05] and consumer dominated sources [F(1, 80)



98

= 1.1, p > .05] at the awareness of object stage between

U.S. fashion leaders and U.S. followers. However, U.S.

fashion leaders used neutral sources more than U.S.

followers at the awareness of object stage, F(1, 80) = 4.3,

p < .05. At the interest stage, marketer dominated sources

were used more by U.S. fashion leaders than U.S. followers,

F(1, 79) = 4.9, p < .05. No differences were found in the

use of consumer dominated

neutral sources [F(1, 80)

[F(1,

= 3.6,

80) =

p >

.0,

.05]

p > .05] and

at the interest

stage between U.S. fashion leaders and U.S. followers. U.S.

fashion leaders and U.S. followers were not different in

their use of marketer dominated [F(1, 77 = 0.0, p > .05],

consumer dominated [F(1, 76) = 0.0, p > .05], and neutral

[F(1, 78) = 0.1, p > .05) sources at the evaluation stage

(Table 13).

For further analysis, chi-square analysis was conducted

to test each individual fashion information source used by

U.S. fashion leaders and U.S. followers. The results of

chi-square analysis showed that more U.S. fashion leaders

indicated they used foreign fashion magazines [X2(1, N = 76)

= 4.9, p < .05] and seeing apparel worn by male friends

[X2(1, N = 80) = 4.0, p < .05] at the awareness of object

stage than did U.S. followers. A high percentage of both

groups indicated they used the following information sources

at the awareness of object stage: in-store displays,

domestic fashion magazines, mail-order or store catalogues,
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Table 13
Mean Numbers of Fashion Information Sources Used in the
Adoption Process by U.S. Fashion Leaders and U.S. Followers

Stage of the Adoption Process

Mean(SE) df
U.S.

Leaders
U.S.

Followers

Awareness of Object
Marketer dominated sources 6.8(0.3) 6.3(0.3) 1, 78 0.9
Consumer dominated sources 6.2(0.3) 5.8(0.3) 1, 80 1.1
Neutral sources 2.9(0.2) 2.4(0.2) 1, 80 4.3*

Interest
Marketer dominated sources 6.9(0.3) 5.8(0.4) 1, 79 4.9*
Consumer dominated sources 5.6(0.3) 5.5(0.4) 1, 80 0.0
Neutral sources 2.5(0.2) 1.9(0.2) 1, 80 3.6

Evaluation
Marketer dominated sources 4.5(0.5) 4.6(0.5) 1, 77 0.0
Consumer dominated sources 5.6(0.4) 5.6(0.4) 1, 76 0.0
Neutral sources 1.4(0.3) 1.5(0.2) 1, 78 0.1

Note. Unequal dfs due to missing responses.
SE: Standard error.

* E < .05.

seeing apparel worn by classmates, talking about apparel

with female friends, seeing apparel worn by female friends,

seeing apparel in social gatherings, seeing apparel worn in

public places, and movie actresses (Table 14).

At the interest stage, more U.S. fashion leaders

indicated they used foreign fashion magazines than did U.S.

followers, 2'2(1, N = 79) = 6.9, 2 < .01. A high percentage

of both groups indicated they used the following information

sources at the interest stage: in-store display, seeing

apparel worn by classmates, talking about apparel with
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Table 14
Percentages of Responses in Agreement with Use of Fashion
Information Sources by U.S. Fashion Leaders and U.S.
Followers at the Awareness of Object Stage

Fashion Information Source

Marketer dominated sources
Window displays
In-store displays
Talking to salespersons
Domestic fashion magazines
Foreign fashion magazines
Ads on TV
Ads on radio
Ads in non-fashion magazines
Ads in newspapers
Ads delivered with a newspaper
Campus newspaper
Fashion shows
Fashion consultants
Mail-order or store catalogues
Pattern books

Consumer dominated sources
Parents' opinions
Sisters' or brothers' opinions
Seeing apparel worn by classmates
Talking about apparel with female friends
Seeing apparel worn by female friends
Seeing apparel worn in social gatherings
Seeing apparel worn in public places
Talking about apparel with husband or
boyfriend

Talking about apparel with male friends
Seeing apparel worn by male friends

Neutral sources
Television performers
Movie actresses
Fashion columns in newspapers or
non-fashion magazines

Prominent women seen in news

% x2

UL UF

69.2 69.8 0.0
84.6 79.1 0.4
30.8 23.8 0.5
94.7 86.0 1.7
54.3 29.3 4.9*
39.5 55.8 2.2
2.6 9.3 1.6

38.5 29.3 0.8
33.3 31.0 0.1
23.1 42.9 3.6
7.7 2.3 1.3

76.9 64.9 1.3
26.5 17.6 0.8
92.1 83.3 1.4
30.6 35.0 0.2

17.9 14.3 0.2
32.4 21.1 1.2
89.7 95.3 0.9
92.3 78.6 3.0
89.7 90.7 0.0
97.4 95.3 0.3
100.0 100.0 0.0

23.7 34.3 1.0
23.7 29.3 0.3
60.5 38.1 4.0*

84.6 67.4 3.3
87.2 79.1 0.9

64.1 52.4 1.1
59.0 39.5 3.1

Note. Percentages were not based on the same total sample size due to
missing responses.

UL: U.S. fashion leaders.
UF: U.S. fashion followers.

* p < .05
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female friends, talking about apparel with female friends,

seeing apparel worn in social gatherings, and seeing apparel

worn in public places (Table 15).

The results of chi-square analysis suggested that there

was no significant evidence that U.S. fashion leaders differ

from U.S. followers in their use of any fashion information

source at the evaluation stage. For both groups, talking

about apparel with female friends was an important

information source at the evaluation stage (Table 16).

In conclusion, hypothesis 2 was supported for neutral

sources at the awareness of object stage and marketer

sources at the interest stage. U.S. fashion leaders were

more likely to become aware of a new style from neutral

sources than were U.S. followers. U.S. fashion leaders

indicated they consulted marketer dominated sources more

than did U.S. followers at the interest stage. When testing

individual information sources, the following information

sources were used by more U.S. fashion leaders than by U.S.

followers: foreign fashion magazines and seeing apparel worn

by male friends at the awareness of object stage; foreign

magazines at the interest stage. Talking about apparel with

female friends was commonly indicated as an important

information source by both U.S. fashion leaders and U.S.

followers at all three stages.
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Table 15
Percentages of Responses in Agreement with Use of Fashion
Information Sources by U.S. Fashion Leaders and U.S.
Followers at the Interest Stage

Fashion Information Source

Marketer dominated sources
Window displays
In-store displays
Talking to salespersons
Domestic fashion magazines
Foreign fashion magazines
Ads on TV
Ads on radio
Ads in non-fashion magazines
Ads in newspapers
Ads delivered with a newspaper
Campus newspaper
Fashion shows
Fashion consultants
Mail-order or store catalogues
Pattern books

Consumer dominated sources
Parents' opinions
Sisters' or brothers' opinions
Seeing apparel worn by classmates
Talking about apparel with female friends
Seeing apparel worn by female friends
Seeing apparel worn in social gatherings
Seeing apparel worn in public places
Talking about apparel with husband or
boyfriend

Talking about apparel with male friends
Seeing apparel worn by male friends

Neutral sources
Television performers
Movie actresses
Fashion columns in newspapers or
non-fashion magazines

Prominent women seen in news

% x2

UL UF

79.5 63.4 2.5
97.4 85.4 3.6
56.4 53.5 0.1
82.1 65.1 3.0
40.5 14.3 6.9**
38.5 37.2 0.0
5.3 9.3 0.5

33.3 23.3 1.0
20.5 23.3 0.1
20.5 34.9 2.1
7.7 2.3 1.3

76.9 65.0 1.4
29.4 30.6 0.0
87.2 73.8 2.3
27.0 31.7 0.2

25.6 36.6 1.1
37.1 26.3 1.0
87.2 79.1 0.9
82.1 78.6 0.2
87.2 86.0 0.0
84.6 81.4 0.1
92.3 86.0 0.8

36.8 44.4 0.4
10.5 23.1 2.2
15.4 28.9 2.1

71.8 55.8 2.5
69.2 55.8 1.6

48.7 38.1 0.9
48.7 37.2 1.1

Note. Percentages were not based on the same total sample size due to
missing responses.
UL: U.S. fashion leaders.
UF: U.S. fashion followers.

** p < .01
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Table 16
Percentages of Responses in Agreement with Use of Fashion
Information Sources by U.S. Fashion Leaders and U.S.
Followers at the Evaluation Stage

Fashion Information Source

Marketer dominated sources
Window displays
In-store displays
Talking to salespersons
Domestic fashion magazines
Foreign fashion magazines
Ads on TV
Ads on radio
Ads in non-fashion magazines
Ads in newspapers
Ads delivered with a newspaper
Campus newspaper
Fashion shows
Fashion consultants
Mail-order or store catalogues
Pattern books

Consumer dominated sources
Parents' opinions
Sisters' or brothers' opinions
Seeing apparel worn by classmates
Talking about apparel with female friends
Seeing apparel worn by female friends
Seeing apparel worn in social gatherings
Seeing apparel worn in public places
Talking about apparel with husband or

boyfriend
Talking about apparel with male friends
Seeing apparel worn by male friends

Neutral sources
Television performers
Movie actresses
Fashion columns in newspapers or

non-fashion magazines
Prominent women seen in news

% x2

UL UF

42.1 46.5 0.2
63.2 55.8 0.5
47.4 48.8 0.0
52.6 47.6 0.2
13.5 19.0 0.4
26.3 27.9 0.0
2.6 7.0 0.8

18.4 21.4 0.1
10.5 14.3 0.3
10.5 26.2 3.2
2.6 2.4 0.0

55.3 45.0 0.8
34.3 25.7 0.6
52.6 57.1 0.2
21.6 28.6 0.5

31.6 36.6 0.2
45.5 37.8 0.4
73.7 62.8 1.1
89.5 86.0 0.2
73.7 69.0 0.2
76.3 76.7 0.0
78.9 69.0 1.0

56.8 70.3 1.8
26.3 46.3 3.4
19.4 32.5 1.7

39.5 44.2 0.2
39.5 39.5 0.0

34.2 33.3 0.0
28.9 26.2 0.1

Note. Percentages were not based on the same total sample size due to
missing responses.

UL: U.S. fashion leaders.
UF: U.S. fashion followers.
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Hypothesis 3. Hypothesis 3 stated that Korean fashion

leaders within the sample would differ from U.S. leaders

within the sample in the type of information sources used

during each of the stages of the adoption process: (1)

awareness of object, (2) interest, and (3) evaluation.

Before discussing the test of the hypothesis, it should

be mentioned that one information source, pattern book, was

excluded from testing hypothesis 3, due to its

unavailability in Korea. Mail-order catalogues are not

available in Korea either, and the term, catalogues,

generally means store catalogues. Catalogues, therefore,

was used in the Korean questionnaire instead of mail-order

or store catalogues which were used in the English

questionnaire. Although the terms, 'catalogues' and 'mail-

order or store catalogues', were not exactly the same in

their meaning, Korean and U.S. responses on those items were

directly compared.

Hypothesis 3 was partially supported. Korean fashion

leaders may become aware of a new style from marketer

dominated sources more than do U.S. leaders. The results of

ANOVA showed that Korean fashion leaders consulted marketer

dominated sources more at the awareness of object stage than

did U.S. leaders, F(1,64) = 5.8, p < .05. However, they

were not different in their use of consumer dominated [F(1,

64) = 2.0, p > .05] and neutral [F(1, 65) = .0, p > .05]

sources at the awareness of object stage. No differences



105

were found in the use of all three types of information

sources at the interest and evaluation stages between Korean

fashion leaders and U.S. leaders: marketer dominated sources

F(1,67) = 0.0, p > .05, consumer dominated sources F(1, 67)

= 1.5, p > .05, and neutral sources F(1, 63) = 0.2, p > .05

at the interest stage; marketer dominated sources F(1, 65) =

1.0, p > .05, consumer dominated sources F(1, 63) = 0.0, p >

.05, neutral sources F(1, 64) = 0.7, p > .05 at the

evaluation stage (Table 17).

The results of chi-square analysis suggested several

information sources were used differently by Korean fashion

leaders and U.S fashion leaders at the different adoption

process stages. At the awareness of object stage, more

Korean fashion leaders consulted the following information

sources than did U.S. leaders: foreign fashion magazines

[X2(1, N = 65) = 12.3, p < .01], ads on TV [X2(1, N = 67) =

7.2, p < .01), ads in non-fashion magazines [X2(1, N = 69) =

4.2, p < .05], fashion consultants [X2(1, N = 63) = 12.5, p

< .01], and fashion columns in newspapers or non-fashion

magazines [X2(1, N = 69) = 10.6, p < .01]. On the other

hand, talking to salespersons [X2(1, N = 68) = 4.0, p <

.05], parents' opinions [X2(1, N = 69) = 6.0, p < .05],

seeing apparel worn in social gatherings [X2(1, N = 68) =

10.7, p < .01], and seeing apparel worn by male friends

[X2(1, N = 67) = 4.5, p < .05] were used by more U.S.

fashion leaders than by Korean leaders. Several information
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Table 17
Mean Numbers of Fashion Information Sources Used in the
Adoption Process by Korean Fashion Leaders and U.S. Leaders

Stage of the Adoption Process

Mean(SE) df

Korean
Leaders

U.S.
Leaders

Awareness of Object
Marketer dominated sources 7.7(0.3) 6.5(0.3) 1, 64 5.8*
Consumer dominated sources 5.5(0.4) 6.2(0.3) 1, 64 2.0
Neutral sources 2.9(0.2) 2.9(0.2) 1, 65 0.0

Interest
Marketer dominated sources 6.7(0.4) 6.7(0.3) 1, 67 0.0
Consumer dominated sources 4.9(0.5) 5.6(0.3) 1, 67 1.5
Neutral sources 2.3(0.3) 2.5(0.2) 1, 63 0.2

Evaluation
Marketer dominated sources 5.0(0.6) 4.3(0.5) 1, 65 1.0
Consumer dominated sources 5.7(0.5) 5.6(0.4) 1, 63 0.0
Neutral sources 1.8(0.3) 1.4(0.3) 1, 64 0.7

Note. Unequal dfs due to missing responses.
SE: Standard error.

* E < .05.

sources, such as domestic fashion magazines, catalogues,

seeing apparel worn by classmates, talking about apparel

with female friends, seeing apparel worn by female friends,

seeing apparel worn in public places, and television

performers, were revealed to be important information

sources for both Korean and U.S. fashion leaders at the

awareness of object stage (Table 18).

Chi-square statistics showed that more Korean fashion

leaders indicated they used foreign fashion magazines [X2(1,

N = 67) = 8.8, E < .01], seeing apparel worn by male
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Table 18
Percentages of Responses in Agreement with Use of Fashion
Information Sources by Korean Fashion Leaders and U.S.
Leaders at the Awareness of Object Stage

Fashion Information Source

% x2

KL UL

Marketer dominated sources
Window displays 80.0 69.2 1.0
In-store displays 73.3 84.6 1.3
Talking to salespersons 10.3 30.8 4.0*
Domestic fashion magazines 90.0 94.7 0.6
Foreign fashion magazines 93.3 54.3 12.3**
Ads on TV 72.4 39.5 7.2**
Ads on radio 10.7 2.6 1.9
Ads in non-fashion magazines 63.3 38.5 4.2*
Ads in newspapers 21.4 33.3 1.1
Ads delivered with a newspaper 13.8 23.1 0.9
Campus newspaper 3.8 7.7 0.4
Fashion shows 86.7 76.9 1.1
Fashion consultants 69.0 26.5 12.5**
Catalogues 93.1 92.1 0.0

Consumer dominated sources
Parents' opinions 0.0 17.9 6.0*
Sisters' or brothers' opinions 37.9 32.4 0.2
Seeing apparel worn by classmates 86.7 89.7 0.2
Talking about apparel with female friends 90.0 92.3 0.1
Seeing apparel worn by female friends 86.7 89.7 0.2
Seeing apparel worn in social gatherings 68.0 97.4 10.7**
Seeing apparel worn in public places 93.1 100.0 2.8
Talking about apparel with husband or

boyfriend 43.8 23.7 2.2
Talking about apparel with male friends 38.5 23.7 1.6
Seeing apparel worn by male friends 34.5 60.5 4.5*

Neutral sources
Television performers 83.3 84.6 0.0
Movie actresses 73.3 87.2 2.1
Fashion columns in newspapers or

non-fashion magazines 96.7 64.1 10.6**
Prominent women seen in news 42.9 59.0 1.7

Note. Percentages were not based on the same total sample size due to
missing responses.

KL: Korean fashion leaders.
UL: U.S. fashion leaders.

* p < .05.
** p < .01.
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friends [X2(1, N = 67) = 7.7, p < .01], and fashion columns

in newspapers or non-fashion magazines [X2(1, N = 69) = 7.1,

R < .01] than did U.S leaders at the interest stage. In-

store displays [X2(1, N = 69) = 7.1, p < .01], talking to

salespersons [X2(1, N = 69) = 18.5, p < .01], and seeing

apparel worn in public places [X2(1, N = 69) = 5.9, p < .05]

appealed to more U.S. fashion leaders than Korean leaders.

For both Korean and U.S. fashion leaders, a high percentage

of respondents indicated they used domestic fashion

magazines, catalogues, seeing apparel worn by classmates,

and seeing apparel worn by female friend at the interest

stage (Table 19).

The results of chi-square analysis indicated that more

Korean fashion leaders used foreign fashion magazines [X2(1,

N = 66) = 21.2, p < .01], ads on non-fashion magazines

[X2(1, N = 67) = 11.6, p < .01], catalogues [X2(1, N = 67) =

6.6, p < .05], parents' opinions [X2(1, N = 67) = 6.6, p <

.05], fashion columns in newspapers or non-fashion magazines

[X2(1, N = 67) = 4.0, p < .05] when evaluating a new style,

whereas more U.S. fashion leaders used fashion shows [X2(1,

N = 66) = 4.7, p < .05]. Both groups indicated talking

about apparel with female friends as an important fashion

information source at the evaluation stage (Table 20).

As a result, hypothesis 3 was supported for marketer

dominated sources at the awareness of object stage. Korean

fashion leaders indicated greater use of marketer dominated
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Table 19
Percentages of Responses in Agreement with Use of Fashion
Information Sources by Korean Fashion Leaders and U.S.
Leaders at the Interest Stage

Fashion Information Source

Marketer dominated sources
Window displays
In-store displays
Talking to salespersons
Domestic fashion magazines
Foreign fashion magazines
Ads on TV
Ads on radio
Ads in non-fashion magazines
Ads in newspapers
Ads delivered with a newspaper
Campus newspaper
Fashion shows
Fashion consultants
Catalogues

Consumer dominated sources
Parents' opinions
Sisters' or brothers' opinions
Seeing apparel worn by classmates
Talking about apparel with female friends
Seeing apparel worn by female friends
Seeing apparel worn in social gatherings
Seeing apparel worn in public places
Talking about apparel with husband or

boyfriend
Talking about apparel with male friends
Seeing apparel worn by male friends

Neutral sources
Television performers
Movie actresses
Fashion columns in newspapers or

non-fashion magazines
Prominent women seen in news

% x2

KL UL

70.0 79.5 0.8
76.7 97.4 7.1**
6.7 56.4 18.5**

83.3 82.1 0.0
76.7 40.5 8.8**
20.7 38.5 2.5
6.9 5.3 0.1

56.7 33.3 3.8
6.7 20.5 2.6

13.3 20.5 0.6
6.9 7.7 0.0

73.3 76.9 0.1
50.0 29.4 2.6
93.3 87.2 0.7

16.7 25.6 0.8
46.4 37.1 0.6
83.3 87.2 0.2
76.7 82.1 0.3
83.3 87.2 0.2
69.0 84.6 2.4
70.0 92.3 5.9*

33.3 36.8 0.1
29.6 10.5 3.8
46.4 15.4 7.7**

70.0 71.8 0.0
60.0 69.2 0.6

80.0 48.7 7.1**
37.0 48.7 0.9

Note. Percentage were not based on the same total sample size due to
missing responses.

KL: Korean fashion leaders.
UL: U.S. fashion leaders.

* 2 < .05.
** 2 < .01.
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Table 20
Percentages of Responses in Agreement with Use of Fashion
Information Sources by Korean Fashion Leaders and U.S.
Leaders at the Evaluation Stage

Fashion Information Source

Marketer dominated sources
Window displays
In-store displays
Talking to salespersons
Domestic fashion magazines
Foreign fashion magazines
Ads on TV
Ads on radio
Ads in non-fashion magazines
Ads in newspapers
Ads delivered with a newspaper
Campus newspaper
Fashion shows
Fashion consultants
Catalogues

Consumer dominated sources
Parents' opinions
Sisters' or brothers' opinions
Seeing apparel worn by classmates
Talking about apparel with female friends
Seeing apparel worn by female friends
Seeing apparel worn in social gatherings
Seeing apparel worn in public places
Talking about apparel with husband or

boyfriend
Talking about apparel with male friends
Seeing apparel worn by male friends

Neutral sources
Television performers
Movie actresses
Fashion columns in newspapers or

non-fashion magazines
Prominent women seen in news

% x2

KL UL

41.4 42.1 0.0
48.3 63.2 1.5
37.9 47.4 0.6
70.0 52.6 2.1
69.0 13.5 21.2**
39.3 26.3 1.3
3.6 2.6 0.0

58.6 18.4 11.6**
10.3 10.5 0.0
3.4 10.5 1.2
7.4 2.6 0.8

28.6 55.3 4.7*
46.4 34.3 1.0
82.8 52.6 6.6*

58.6 31.6 6.6*
63.0 45.5 1.8
73.3 73.7 0.0
79.3 89.5 1.3
80.0 73.7 0.4
53.6 76.3 3.8
63.3 78.9 2.0

36.8 56.8 1.7
40.7 26.3 1.5
39.3 19.4 3.1

44.8 39.5 0.2
37.9 39.5 0.0

58.6 34.2 4.0*
28.6 28.9 0.0

Note. Percentages were not based on the same total sample size due to
missing responses.

KL: Korean fashion leaders.
UL: U.S. fashion leaders.

* p < .05.
** p < .01.
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sources when becoming aware of a new style than did U.S.

leaders. Korean fashion leaders consulted the following

information sources more than did U.S. leaders: foreign

fashion magazines, ads on TV, ads on non-fashion magazines,

fashion consultants, and fashion columns in newspapers or

non-fashion magazines at the awareness of object stage;

foreign fashion magazines, seeing apparel worn by male

friends, and fashion columns in newspapers or non-fashion

magazines at the interest stage; foreign fashion magazines,

ads in non-fashion magazines, catalogues, parents opinions,

and fashion columns in newspapers or non-fashion magazines

at the evaluation stage. The following information sources

were used more by U.S. fashion leaders than by Korean

leaders: talking to salespersons, parents' opinions, seeing

apparel worn in social gatherings, and seeing apparel worn

by male friends at the awareness of object stage; in-store

displays, talking to salespersons, and seeing apparel worn

in public places at the interest stage; fashion shows at the

evaluation stage. Through all the stages, many Korean and

U.S. fashion leaders used the information source, talking

about apparel with female friends.
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Hypothesis 4. Hypothesis 4 stated that Korean fashion

leaders within the sample would differ from Korean followers

within the sample in (1) frequency of use and (2) variety of

fashion information sources used.

Hypotheses 4 through 6 were tested based on the data

from question III in the questionnaire. The respondents

were asked how often they used each fashion information

source. Frequency of use of fashion information sources was

tested in terms of total frequency, frequency of use of the

three types of information sources, and frequency of use of

each individual fashion information source. The criterion

for accepting or rejecting an hypothesis was the results of

ANOVA which tested differences in total frequency.

Hypothesis 4 was supported. Korean fashion leaders

appeared to use fashion information sources more frequently

than did Korean followers. The result ANOVA indicated that

the group mean of Korean fashion leaders for total frequency

was significantly higher than the mean for Korean followers,

F(1,92) = 7.5, p < .01. In terms of the three types of

information sources, Korean fashion leaders used marketer

dominated [F(1, 92) = 7.4, p < .01] and neutral sources

[F(1, 92) = 4.1, p < .05] more frequently than did Korean

followers. There was no significant difference [F(1, 92) =

2.9, p > .05] in frequency of use of consumer dominated

sources between Korean fashion leaders and followers (Table

21) .



113

Table 21
Mean Scores of Frequency of Use of Information Sources by
Korean Fashion Leaders and Korean Followers

Type of Information Sources

Mean(SE) df

KL KF

Total 2.5(0.1) 2.2(0.1) 1, 92 7.5**

Marketer dominated sources 2.5(0.1) 2.2(0.1) 1, 92 7.4**

Consumer dominated sources 2.5(0.1) 2.2(0.1) 1, 92 2.9

Neutral sources 2.8(0.2) 2.4(0.1) 1, 92 4.1*

Note. SE: Standard error.

* P < .05.
** E < .01.

When testing frequency of each individual information

source used, there was significant evidence that Korean

fashion leaders used the following information sources more

frequently than did Korean followers: window displays [F(1,

92) = 8.3, 2 < .01], domestic fashion magazines [F(1,92)

4.7, 2 < .05], foreign fashion magazines [F(1, 92) = 10.0, 2

< .01], fashion shows [F(1, 92) = 9.7, 2 < .01], fashion

consultants [F(1, 89) = 10.4, 2 < .01], talking about

apparel with husband or boyfriend [F(1, 48) = 8.0, 2 < .01],

and fashion columns in newspapers or non-fashion magazines
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[F(1, 92) = 4.6, p < .05]. In-store displays, catalogues,

seeing apparel worn by classmates, seeing apparel worn by

female friends, and seeing apparel worn in public places

were used relatively frequently by the both groups (Table

22).

Korean fashion leaders appeared to use a greater

variety of fashion information sources than did Korean

followers. The result of ANOVA showed significant evidence

that Korean fashion leaders used more various fashion

information sources than Korean followers, F(1, 92) = 7.8, p

< .01 (Table 23).

In conclusion, hypothesis 4 was supported for total

frequency, frequency of marketer and neutral information

sources, and variety of fashion information sources used.

Korean fashion leaders had a greater overall frequency of

use of fashion information sources than Korean followers.

Specifically, Korean fashion leaders used marketer dominated

and neutral sources more frequently than did Korean

followers. In terms of individual fashion information

sources, the following information sources were found to be

used more frequently by Korean fashion leaders than by

Korean followers: window displays, domestic fashion

magazines, foreign fashion magazines, fashion shows, fashion

consultants, talking about apparel with husband or

boyfriend, and fashion columns in newspapers or non-fashion

magazines. Korean fashion leaders were also found to use a
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Table 22
Mean Scores of Frequency of Use of Fashion Information
Sources by Korean Fashion Leaders and Korean Followers

Fashion Information source

Mean(SE) df
KL KF

Marketer dominated sources
Window displays 3.6(0.1) 3.1(0.1) 1, 92 8.3**
In-store displays 3.4(0.1) 3.0(0.1) 1, 92 3.5
Talking to salespersons 1.3(0.2) 1.0(0.1) 1, 92 2.3
Domestic fashion magazines 3.4(0.1) 2.9(0.1) 1, 92 4.7*
Foreign fashion magazines 3.3(0.2) 2.5(0.1) 1, 92 10.0**
Ads on TV 3.2(0.2) 2.9(0.1) 1, 92 1.5
Ads on radio 1.7(0.3) 1.7(0.2) 1, 87 0.0
Ads in non-fashion magazines 2.8(0.2) 2.8(0.1) 1, 91 0.0
Ads in newspapers 2.1(0.2) 1.9(0.2) 1, 92 1.0
Ads delivered with a newspaper 1.7(0.2) 1.6(0.2) 1, 87 0.0
Ads in campus newspaper 0.8(0.3) 0.4(0.1) 1, 73 2.5
Fashion shows 3.5(0.2) 2.6(0.2) 1, 92 9.7**
Fashion consultants 0.9(0.2) 0.3(0.1) 1, 89 10.4**
Catalogues 3.4(0.2) 3.2(0.1) 1, 92 0.5

Consumer dominated sources
Parents' opinions 1.7(0.2) 1.2(0.1) 1, 90 3.6
Sisters' or brothers' opinions 2.0(0.3) 1.5(0.2) 1, 88 2.3
Seeing apparel worn by

classmates 3.5(0.1) 3.5(0.1) 1, 92 0.0
Talking about apparel with

female friends 3.0(0.1) 2.7(0.1) 1, 92 1.9
Seeing apparel worn by female

friends 3.3(0.2) 3.4(0.1) 1, 91 0.8
Seeing apparel worn in social

gatherings 2.3(0.2) 2.0(0.2) 1, 83 1.3
Seeing apparel worn in public
places 3.3(0.2) 3.1(0.1) 1, 91 0.8

Talking about apparel with
husband or boyfriend 1.7(0.2) 0.8(0.2) 1, 48 8.0**

Talking about apparel with male
friends 1.1(0.2) 1.0(0.2) 1, 81 0.2

Seeing apparel worn by male
friends 2.1(0.2) 2.0(0.2) 1, 85 0.3

Neutral sources
Television performers 3.1(0.2) 2.9(0.1) 1, 92 1.1
Movie actresses 2.4(0.2) 2.0(0.2) 1, 90 2.4
Fashion columns in newspapers
or non-fashion magazines 3.3(0.2) 2.9(0.1) 1, 92 4.6*

Prominent women seen in news 2.3(0.3) 1.8(0.2) 1, 91 2.9

Note. Unequal dfs due to missing responses.
SE: Standard error.
KL: Korean fashion leaders.
KF: Korean fashion followers.

* 2 < .01.
** B < .05.
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Table 23
Mean Numbers of Fashion Information Sources Used (Variety)
by Korean Fashion Leaders and Korean Followers

Mean(SE)

Korean leaders Korean followers

df

24.2(0.7) 22.1(0.4) 1, 92 7.8**

Note. SE: Standard error.

** E < .01.

greater variety of fashion information sources than Korean

followers.

Hypothesis 5. Hypothesis 5 stated that U.S. fashion leaders

within the sample would differ from U.S. followers within

the sample in (1) frequency of use and (2) variety of

fashion information sources used.

Hypothesis 5 was supported. U.S. fashion leaders

differed from U.S. followers in frequency and variety of

fashion information used similarly to that found with the

Korean group. ANOVA indicated U.S. fashion leaders had a

greater total frequency of fashion information sources use

than U.S. followers, F(1,80) = 6.3, E < .05. The group

means for marketer dominated sources were significantly

higher for U.S. fashion leaders than U.S. followers, F(1,
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80) = 6.8, p < .05. Neutral sources were also used more

frequently by U.S. fashion leaders when compared to U.S.

followers F(1, 80) = 6.9, p < .05. No significant

difference was found in frequency of use of consumer

dominated sources by U.S. fashion leaders and U.S.

followers, F(1, 80) = 0.9, p > .05 (Table 24).

ANOVA indicated whether or not there was any difference

in frequency of use of individual fashion information

sources between U.S. fashion leaders and U.S. followers.

U.S. fashion leaders used the following information sources

more frequently than did U.S. followers: in-store displays

[F(1, 80) = 7.2, p < .01], talking to salespersons [F(1, 79)

= 4.2, p < .05], domestic fashion magazines [F(1, 80) = 6.9,

R < .05], foreign fashion magazines [F(1, 78) = 6.3, p <

.05], fashion shows [F(1, 79) = 8.9, p < .01], mail-order or

store catalogues [F(1, 80) = 5.5, p < .05], seeing apparel

worn in social gatherings [F(1, 80) = 5.1, p < .05], movie

actresses [F(1, 79) = 4.9, p < .05], and prominent women

seen in news [F(1, 80) = 6.8, p < .05]. Seeing apparel worn

by classmates, seeing apparel worn by female friends, seeing

apparel worn in social gatherings, and seeing apparel worn

in public places were used frequently by both U.S. fashion

leaders and U.S. followers (Table 25).

U.S. fashion leaders apparently used a greater variety

of fashion information sources than U.S. followers. The

result of ANOVA indicated there was a difference in variety
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Table 24
Mean Scores of Frequency of Use of Information Sources by
U.S. Fashion Leaders and U.S. Followers

Type of information sources

Mean(SE) df

UL UF

Total 2.5(0.1) 2.2(0.1) 1, 80 6.3*

Marketer dominated sources 2.3(0.1) 1.9(0.1) 1, 80 6.8*

Consumer dominated sources 2.7(0.1) 2.6(0.1) 1, 80 0.9

Neutral sources 2.9(0.1) 2.4(0.2) 1, 80 6.9*

Note. SE: Standard error.
UL: U.S. fashion leaders.
UF: U.S. fashion followers.

2 < .05.
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Table 25
Mean Scores of Frequency of Use of Fashion Information
Sources by U.S. Fashion Leaders and U.S. Followers

Fashion Information source

Mean(SE) df F

UL UF

Marketer dominated sources
Window displays 2.6(0.1) 2.3(0.2) 1, 80 3.0
In-store displays 3.4(0.1) 2.9(0.1) 1, 80 7.2**
Talking to salespersons 1.7(0.2) 1.1(0.2) 1, 79 4.2*
Domestic fashion magazines 3.4(0.1) 2.9(0.1) 1, 80 6.9*
Foreign fashion magazines 1.8(0.3) 1.0(0.2) 1, 78 6.3*
Ads on TV 2.7(0.2) 2.5(0.2) 1, 78 0.3
Ads on radio 1.6(0.2) 1.2(0.2) 1, 77 1.8
Ads in non-fashion magazines 1.9(0.2) 1.7(0.2) 1, 78 0.5
Ads in newspapers 2.2(0.2) 2.0(0.2) 1, 79 0.6
Ads delivered with a newspaper 1.9(0.2) 2.2(0.2) 1, 77 1.0
Ads in campus newspapers 1.9(0.3) 1.3(0.2) 1, 74 3.2
Fashion shows 2.7(0.2) 1.9(0.2) 1, 79 8.9**
Fashion consultants 0.7(0.2) 0.6(0.2) 1, 70 0.1
Mail-order or store catalogues 3.6(0.1) 3.2(0.1) 1, 80 5.5*
Pattern books 1.3(0.2) 1.3(0.2) 1, 80 0.0

Consumer dominated sources
Parents' opinions 1.5(0.2) 1.7(0.2) 1, 78 0.3
Sisters' or brothers' opinions 1.6(0.2) 1.5(0.3) 1, 70 0.1
Seeing apparel worn by

classmates 3.7(0.1) 3.4(0.1) 1, 80 3.2
Talking about apparel with

female friends 3.3(0.1) 2.9(0.2) 1, 80 3.3
Seeing apparel worn by female

friends 3.6(0.1) 3.2(0.2) 1, 80 2.8
Seeing apparel worn in social

gatherings 3.7(0.1) 3.4(0.1) 1, 80 5.1*
Seeing apparel worn in public

places 3.8(0.1) 3.5(0.1) 1, 80 3.3
Talking about apparel with

husband or boyfriend 1.9(0.2) 1.9(0.2) 1, 71 0.0
Talking about apparel with

male friends 1.2(0.2) 1.5(0.2) 1, 78 0.9
Seeing apparel worn by male

friends 2.5(0.2) 2.4(0.2) 1, 77 0.3

Neutral sources
Television performers 3.1(0.2) 2.6(0.2) 1, 80 3.4
Movie actresses 3.1(0.2) 2.5(0.2) 1, 79 4.9*
Fashion columns in newspapers
or non-fashion magazines 2.3(0.2) 1.8(0.2) 1, 78 2.4

Prominent women seen in news 3.1(0.2) 2.5(0.2) 1, 80 6.8*

Note. Unequal dfs due to missing responses.
SE: Standard error.
UL: U.S. fashion leaders.
UF: U.S. fashion followers.

* p < .05.
** 2 < .01.
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of fashion information sources used by U.S. fashion leaders

and U.S. followers, F(1, 80) = 5.5, p < .05. The group

means of variety showed higher score for U.S. fashion

leaders than U.S. followers (Table 26).

In conclusion, hypothesis 5 was supported for total

frequency, frequency of marketer dominated and neutral

sources, and variety of use of fashion information sources.

Similar to what had been found in the Korean group, U.S.

fashion leaders, on the whole, used fashion information

sources more frequently than did U.S. followers. Marketer

dominated and neutral sources were used by U.S. fashion

leaders more frequently than U.S. followers. When examining

frequency of individual fashion information sources, six

marketer dominated sources (in-store dominated sources,

talking to salespersons, foreign fashion magazines, domestic

fashion magazines, fashion shows, and fashion consultants),

one consumer dominated source (seeing apparel worn in social

gatherings), and two neutral sources (movie actresses and

prominent women seen in news) were used by U.S. fashion

leaders more frequently than U.S. followers. U.S. fashion

leaders also showed a greater variety of use of fashion

information sources than did U.S. followers.
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Table 26
Mean Numbers of Fashion Information Sources Used (Variety)
by U.S. Fashion Leaders and U.S. Followers

Mean(SE)

U.S. leaders U.S. followers

df

24.7(0.6) 22.6(0.7) 1, 80 5.5*

Note. SE: Standard error.

* E < .05.

Hypothesis 6. Hypothesis 6 stated that Korean fashion

leaders within the sample would differ from U.S. leaders

within the sample in (1) frequency of use and (2) variety of

fashion information sources used.

As mentioned when testing hypothesis 3, pattern books

was also excluded from testing hypothesis 6. Since mail-

order catalogues are not available in Korea, catalogues in

the Korean questionnaire were used as an equivalent term

when compared with mail-order or store catalogues in the

English questionnaire.

Hypothesis 6 was partially supported. U.S. fashion

leaders appeared to use consumer dominated sources more

frequently than did Korean leaders. The result of ANOVA

indicated that U.S. fashion leaders used consumer dominated

sources more frequently than did Korean leaders, F(1, 67)
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4.3, p < .05. No differences in the total frequency [F(1,

67) = 0.0, p > .05] and frequency of marketer dominated

[F(1, 67) = 2.4, p > .05] and neutral sources [F(1, 67) =

0.5, p > .05] used by Korean and U.S. fashion leaders were

found (Table 27).

Frequency of each individual information source used

was tested by ANOVA.

following sources more

Korean fashion leaders used the

frequently than did U.S. leaders:

window displays [F(1, 67) = 25.5, p < .01], foreign fashion

magazines [F(1, 67) = 19.0, p < .01], ads in non-fashion

magazines [F(1, 66) = 9.4, p < .01], fashion shows [F(1, 67)

= 7.8, p < .01], and fashion columns in newspapers or non-

fashion magazines [F(1, 67) = 12.6, p < .01]. On the other

hand, U.S. fashion leaders showed a greater frequency of use

of ads in campus newspapers [F(1,58) = 7.7, p < .01], seeing

apparel worn in social gatherings [F(1, 67) = 43.2, p <

.01], seeing apparel worn in public places [F(1, 67) = 9.2,

R < .01], movie actresses [F(1, 67) = 6.6, p < .05] and

prominent women seen in news [F(1, 67) = 8.6, p < .01] than

Korean leaders. The group mean scores showed that the both

groups, Korean and U.S. fashion leaders, used the following

information sources relatively frequently: in-store

displays, domestic fashion magazines, catalogues, seeing

apparel worn by classmates, talking about apparel with

female friends, seeing apparel worn by female friends, and

television performers (Table 28).
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Table 27
Mean Scores of Frequency of Use of Information Sources by
Korean Fashion Leaders and U.S. Leaders

Type of Information Sources

Mean(SE) df F

KL UL

Total 2.5(0.1) 2.5(0.1) 1, 67 0.0

Marketer dominated sources 2.5(0.1) 2.3(0.1) 1, 67 2.4

Consumer dominated sources 2.5(0.1) 2.7(0.1) 1, 67 4.3*

Neutral sources 2.8(0.2) 2.9(0.1) 1, 67 0.5

Note. SE: Standard error.
KL: Korean fashion leaders.
UL: U.S. fashion leaders.

* P < .05
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Table 28
Mean Scores of Frequency of Use of Fashion Information
Sources by Korean Fashion Leaders and U.S. Fashion Leaders

Fashion Information Source

Marketer dominated sources
Window displays
In-store displays
Talking to salespersons
Domestic fashion magazines
Foreign fashion magazines
Ads on TV
Ads on radio
Ads in non-fashion magazines
Ads in newspapers
Ads delivered with a newspaper
Ads in campus newspaper
Fashion shows
Fashion consultants
Catalogues

Consumer dominated sources
Parents' opinions
Sisters' or brothers' opinions
Seeing apparel worn by

classmates
Talking about apparel with

female friends
Seeing apparel worn by female

friends
Seeing apparel worn in social
gatherings

Seeing apparel worn in public
places

Talking about apparel with
husband or boyfriend

Talking about apparel with male
friends

Seeing apparel worn by male
friends

Neutral sources
Television performers
Movie actresses
Fashion columns in newspapers
or non-fashion magazines

Prominent women seen in news

Mean(SE) df F

KL UL

3.6(0.1) 2.6(0.1) 1, 67 25.5**
3.4(0.1) 3.4(0.1) 1, 67 0.1
1.3(0.2) 1.7(0.2) 1, 66 1.0
3.4(0.1) 3.4(0.1) 1, 67 0.0
3.3(0.2) 1.8(0.3) 1, 67 19.0**
3.2(0.2) 2.7(0.2) 1, 66 3.3
1.7(0.3) 1.6(0.2) 1, 64 0.1
2.8(0.2) 1.9(0.2) 1, 66 9.4**
2.1(0.2) 2.2(0.2) 1, 67 0.1
1.7(0.2) 1.9(0.2) 1, 66 0.6
0.8(0.3) 1.9(0.3) 1, 58 7.7**
3.5(0.2) 2.7(0.2) 1, 67 7.8**
0.9(0.2) 0.7(0.2) 1, 64 0.3
3.4(0.2) 3.6(0.1) 1, 67 1.6

1.7(0.2) 1.5(0.2) 1, 67 0.5
2.0(0.3) 1.6(0.2) 1, 61 1.2

3.5(0.1) 3.7(0.1) 1, 67 1.4

3.0(0.1) 3.3(0.1) 1, 67 2.7

3.3(0.2) 3.6(0.1) 1, 67 2.6

2.3(0.2) 3.7(0.1) 1, 65 43.2**

3.3(0.2) 3.8(0.1) 1, 67 9.2**

1.7(0.2) 1.9(0.2) 1, 54 0.6

1.1(0.2) 1.2(0.2) 1, 64 0.2

2.1(0.2) 2.5(0.2) 1, 66 1.2

3.1(0.2) 3.1(0.2) 1, 67 0.0
2.4(0.2) 3.1(0.2) 1, 67 6.6*

3.3(0.2) 2.3(0.2) 1, 67 12.6**
2.3(0.3) 3.1(0.2) 1, 67 8.6**

Note. Unequal dfs due to missing responses.
SE: Standard error.
KL: Korean fashion leaders.
UL: U.S. fashion leaders.

* p < .05.
** p < .01.
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Korean fashion leaders did not differ from U.S. leaders

in variety of fashion information sources used. The ANOVA

statistic suggested no significant evidence that Korean and

U.S. fashion leaders were different in variety of fashion

information sources used, F(1, 67) = 0.0, p > .05 (Table

29).

As a result, hypothesis 6 was supported for frequency

of consumer dominated sources used. U.S. fashion leaders

used consumer dominated sources more frequently than did

Korean leaders. No differences were found in total frequency

and frequency of marketer dominated and neutral sources used

between the two groups. Korean fashion leaders, however,

used four marketer dominated sources (window displays,

foreign fashion magazines, ads on non-fashion magazines, and

fashion shows) and one neutral source (fashion columns in

newspapers or non-fashion magazines) more frequently than

did U.S. leaders. On the other hand, U.S. fashion leaders

showed a greater frequency of one marketer dominated source

(ads in campus newspaper), two consumer dominated sources

(seeing apparel worn in social gatherings and public places)

and two neutral sources (movie actress and prominent women

seen in news) than Korean leaders. There was no difference

in variety of fashion information used by Korean and U.S.

fashion leaders.
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Table 29
Mean Numbers of Fashion Information Sources Used (Variety)
by Korean Fashion Leaders and U.S. Leaders

Mean(SE)

Korean leaders U.S. leaders

df F

24.2(0.7) 24.0(0.5) 1, 67 0.0

Note. SE: Standard error.
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CHAPTER V

Summary, Conclusions, and Recommendations

Summary

The fashion adoption process is an information seeking

and information-processing activity (Rogers, 1983, p. 21).

Fashion information that consumers receive from various

sources directly affects their decision to adopt or reject a

style (Sproles, 1979, p. 173). Research has shown that

consumers vary in their use of fashion information sources

during the adoption process based upon their level of

fashion leadership. According to models of consumer

behavior (e.g. EKB model), cultural norms play an important

role in determining consumer decision making. The present

study explored the influence of cultural values on fashion

information seeking, a part of consumer's decision making

process.

The purpose of the present study was to compare Korean

and U.S. college women's fashion information seeking. The

type of information sources (categorized as marketer

dominated, consumer dominated and neutral sources) used at

the selected stages of the adoption process model as

depicted in Sproles' model (Figure 1 on p. 2) (awareness of

object, interest and evaluation) was investigated.

Frequency of use and variety of fashion information sources
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used were also examined.

The subjects of the present study were a purposive

sample of 95 Korean and 82 U.S. college women, who were

recruited from apparel and merchandising courses at Chungnam

National University and Seoul National University in Korea

and at Oregon State University. Data were collected through

the use of a self-administered questionnaire, which

consisted of four parts: (1) fashion innovativeness and

fashion opinion leadership scales, (2) questions asking

fashion information sources used at the three stages of the

adoption process, (3) a scale to measure frequency and

variety of fashion information sources used, and (4)

questions asking demographic characteristics of the

subjects.

Fashion leaders were operationally defined as either

self-identified fashion innovators or self-identified

fashion opinion leaders. Thirty of the Korean sample

(31.6%) and thirty-nine of the U.S. sample (47.6%) were

classified as fashion leaders. Each hypothesis was tested

by Analysis of Variance (ANOVA) and chi-square analysis.

Interpretation of Results and Conclusions

Information Seeking in the Adoption Process

Korea is a country which continues to be Confucianism-

dominated. Therefore, it was believed that personal

relationships in daily life are more important, and
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influence of family members is stronger in Korea than in

U.S.A. Before conducting the present study, it was expected

that Korean consumers would rely on consumer dominated

sources for adopting a new style more than do U.S.

consumers. However, results of the present study indicated

that Korean consumers may use marketer dominated sources

more than do U.S. consumers. The characteristics of the

Korean society may not be reflected in consumers' behavior

in fashion information seeking. Consumers' fashion-related

behavior in the modern Korean society may have been

influenced more from Western world than from traditional

values associated with Confucianism.

There was a significant difference between Korean and

U.S. fashion leaders in their use of marketer dominated

sources at the awareness of object stage. Korean fashion

leaders were more likely to become aware of a new apparel

style through the use of marketer dominated sources than

were U.S. leaders. Specifically, significant differences

were shown in their use of foreign fashion magazines, ads on

TV, ads in non-fashion magazines, and fashion consultants.

The Korean group (both leaders and followers) used non-

fashion magazines (advertisements and fashion columns) as an

information source in the adoption process more than did the

U.S. group. This may be attributed to the fact that

domestic fashion magazines have had a relatively short

history in Korea. Before domestic fashion magazines
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emerged, non-fashion general magazines played a primary role

as fashion information sources. The usefulness of non-

fashion magazines as fashion information sources may still

exist. This result supported Rhee's (1991) study about

Korean women's clothing involvement and information search,

in which general magazines were found to be one of the

important fashion information sources along with fashion

magazines.

Through all the stages of the adoption process

(awareness of object, interest, and evaluation), Korean

fashion leaders consulted foreign fashion magazines more

than did U.S. leaders. This result is attributed to the

fact that fashion magazines such as Japanese, European and

U.S. are more popular among and more easily available to the

public in Korea than in U.S.A.

In past research, it was typically shown that fashion

leaders (opinion leaders or innovators) consult fashion

magazines for fashion information in the adoption process

more than do followers (Chowdhary & Dickey, 1988; Polegato &

Wall, 1980). However, in the present study, fashion leaders

were not different from followers in their use of domestic

fashion magazines in the adoption process. This was true of

both the Korean and U.S. groups. However, there was

significant evidence that fashion leaders used foreign

fashion magazines in the adoption process more than did

followers in both Korean and U.S. groups. Foreign fashion
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magazines were used as information sources by many fashion

leaders at the awareness of object stage (93.3% of the

Korean respondents and 54.3% of the U.S. respondents) and at

the interest stage (76.7% of the Korean respondents and

40.5% of the U.S. respondents) (Table 18 on p. 107 and Table

19 on p. 109). For both Korean and U.S. consumers, foreign

fashion magazines might be a useful information source to

reach those who are active in fashion-related behavior, like

fashion leaders. Based on this result, the notion that

fashion leaders use fashion magazines in the adoption

process more than do followers may be because of the

importance of foreign fashion magazines rather than domestic

fashion magazines. Hence, further research about the use of

foreign and domestic fashion magazines as fashion

information sources in the adoption process may be needed.

For both Korea and U.S. subjects, overall use of

fashion information sources decreased at the evaluation

stage. This result supports Polegato and Wall (1989)'s

study, in which many of the fashion opinion leaders and

followers did not consult any source and did not differ in

the type of sources at the legitimation stage (which

corresponds to the evaluation stage of the Sproles' model)

in Robertson's model of the adoption process (Figure 3 on p.

20).

Generally, for both Korean and U.S. groups, domestic

fashion magazines, seeing apparel worn by classmates,
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talking about apparel with female friends, and seeing

apparel worn by female friends were found to be important

sources of fashion information during the adoption process.

This result is not surprising when considering the

characteristics of the sample used for the study. The

majority of the sample were clothing and merchandising

majors, so they may have a heavy fashion magazine readership

due to high interest in fashion. The sample was college

students, so classmates and female friends as reference

groups may have a strong influence in their fashion-related

behavior.

Although subjects of the present study were college

women, male friends (talking about apparel with male friends

and seeing apparel worn by male friends) were included as

possible fashion information sources in the study.

According to the results of the study, these sources were

used in the adoption process by fewer U.S. and Korean

respondents when compared to female friends (talking about

apparel with female friends and seeing apparel worn by

female friends). However, male friends had a considerable

importance as fashion information sources to the female

subjects in the adoption process (Table 10 on p. 93, Table

11 on p. 95, Table 12 on p. 96, Table 14 on p. 100, Table 15

on p. 102, and Table 16 on p. 103). This interesting

finding may be because of the popularity of unisex looks

among young people.
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There were differences in the use of neutral sources at

the awareness of object stage and marketer dominated sources

at the interest stage within the U.S. group. U.S. fashion

leaders was more likely to be aware of a new style through

the use of neutral sources than U.S. followers. When

becoming interested in a new style, U.S. fashion leaders

used marketer dominated sources more than did U.S. fashion

followers.

Frequency and Variety

U.S. fashion leaders showed a greater frequency of use

of consumer dominated sources than did Korean leaders.

Specifically, U.S. fashion leaders used the two consumer

dominated sources, seeing apparel worn in social gatherings

and seeing apparel worn in public places, more frequently

than did Korean leaders. Korean and U.S. fashion leaders

were not different in frequency of use of marketer dominated

sources, but Korean fashion leaders tended to use marketer

dominated sources frequently. Compared to U.S. fashion

leaders, Korean leaders showed a greater frequency of use of

the following sources: window displays, foreign fashion

magazines, ads in non-fashion magazines, and fashion shows.

When comparing fashion leaders and followers, Korean

and U.S. groups showed similar differences in frequency and

variety of fashion information sources used. Similar to

what has been found in the past research (Chowdhary &

Dickey, 1988; Polegato & Wall, 1980), fashion leaders used
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fashion information sources more frequently than did

followers in the both Korean and U.S. groups. Fashion

leaders showed a greater frequency in use of marketer

dominated and neutral sources than followers. Specifically,

Korean and U.S. fashion leaders commonly used domestic

fashion magazines, foreign fashion magazines, and fashion

shows more frequently than did their counterparts, fashion

followers. No difference was found in frequency of consumer

dominated sources used by fashion leaders and followers in

the both cultural groups.

There was no difference in variety of fashion

information sources used by Korean and U.S. fashion leaders.

However, in both Korean and U.S. groups, fashion leaders

showed a greater variety of use of fashion information

sources than followers. This result conflicted with the

past research, Chowdhary and Dickey (1988) and Polegato and

Wall (1980)'s studies. No difference was found in variety

of fashion information sources used by fashion leaders and

followers in their studies (subjects were Indian and

Canadian college women).

Marketing Implications

Marketer dominated sources are likely to be effective

in reaching Korean consumers. Korean leaders used marketer

dominated sources when becoming aware of a new style in the

adoption process more than did U.S. leaders. Generally,
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Korean leaders also used marketer dominated sources more

frequently, whereas U.S. leaders used consumer dominated

sources more frequently. Therefore, Korean leaders may be

an attractive market for fashion marketing efforts.

Korean leaders used foreign fashion magazines, ads in

non-fashion magazines, and fashion columns in newspaper or

non-fashion magazines in the adoption process more, and

showed a greater frequency of use of them than did U.S.

leaders. Foreign fashion magazines and non-fashion

magazines are more popular as fashion information sources in

Korea than in the U.S. Hence, U.S. fashion marketers should

consider the importance of these sources when developing

marketing strategies in the Korea market.

It is typically believed that, in general, fashion

leaders use fashion magazines for fashion information in the

adoption process more, and have heavier fashion magazine

readership than do followers. The results of the present

study suggest the importance of foreign fashion magazines,

which were used by fashion leaders more than followers in

both cultures. Therefore, fashion industry should consider

the importance of foreign fashion magazines as consumers'

fashion information sources in a domestic market.

Few Korean and U.S. subjects used ads on radio and ads

in campus newspaper for fashion information in the adoption

process. These marketer dominated sources may not be

effective to facilitate the consumers' adoption of a new
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style. However, segments of the fashion industry need to

evaluate the effectiveness of specific information sources

to reach their target markets.

Neutral sources (e.g. movie actresses and prominent

women seen in news) were found to be effective information

sources for U.S. fashion leaders in their awareness of a new

style. Neutral sources are those which are somewhat

controllable by marketers. Therefore, to get U.S. fashion

leaders attention, marketing efforts should be put through

neutral sources such as TV performers, movie actresses and

prominent women in the U.S. market. U.S. fashion leaders'

initial exposure to a new style worn by those people may be

valuable for the future success of the style.

Theoretical Implications

The present study utilized Sproles' model of fashion

adoption process (Figure 1 on p. 2). He suggested that

further research on consumer behavior in the fashion process

was needed with regard to the model. According to the

model, the first two stages (awareness of object and

interest) may be influenced by marketer dominated sources

more than other types of information sources, and that the

evaluation stage influenced by consumer dominated sources

more than other types of information sources. In the

present study, the group mean scores for the number of

marketer dominated sources used decreased through the three
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stages for both Korean and U.S. groups. However, the use of

consumer dominated sources as indicated by mean scores for

the number of the sources used did not show any obvious

tendency (decrease or increase) throughout the three stages.

The use of consumer dominated sources such as classmates and

female friends as fashion information sources was not

greater at the evaluation stage than at the other earlier

stages (awareness of object and interest). Therefore, the

results of the present study suggested that the influence of

social interactions with other consumers during the adoption

process should be investigated further.

According to the EKB model of consumer behavior (Figure

7 on p. 55), culture influences all stages of the consumer

decision process. Based on the results of the present

study, cultural influence was found to affect fashion

information seeking, a part of the consumer decision

process. Therefore the EKB model was partially supported by

the findings of significant differences between Korean and

U.S. college women in fashion information seeking.

Limitations

There were several limitations of the present study.

1. The sample used in this study was a purposive

sample of Korean and U.S. college women recruited from

clothing and merchandising courses at the two universities

in Korea and at Oregon State University. Therefore, the
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results of the present study can not necessarily be

generalized to larger populations.

2. Data of the present study was collected by a

questionnaire survey which deals with existing phenomena, so

cause and effect relationships can not be applied to the

findings. Any difference found in the present study should

be interpreted as group difference. It can not be concluded

that culture was the cause of the difference. Many factors

other than culture might be attributed to the difference.

3. The present study was conducted based on the

responses to a questionnaire. Therefore the results may not

accurately reflect respondents' actual behavior in fashion

information seeking.

4. The present study focused on fashion information

seeking specifically for adoption of a new apparel style.

Therefore, the findings may not be applicable to information

seeking for other product categories.

5. The present study used a non-probability sample, so

the sampling procedure did not fulfill the random sampling

requirement of ANOVA. Therefore, it can not be guaranteed

that the tests were valid.

6. Pairwise comparisons were repeatly made by ANOVA in

the present study. However, the practice of repeating

ANOVAs for each separate dependent variable possibly

increases alpha (Type I) error levels. It is more desirable

to perform MANOVA followed by separate ANOVAs. MANOVA may
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be appropriate for controlling Type I error, and it can take

into account the interrelationships between the dependent

measures.

7. In several cases, NA (not appropriate) was not

checked consistently throughout questions in a questionnaire

(Appendix A). Although the explanation about NA was

provided in the questionnaire and reinforced verbally when

administering the survey, the respondents may not have

interpreted it the way the researcher desired. Therefore,

findings on the information sources should be interpreted in

light of this limitation.

8. ANOVA was conducted with data from question III in

the questionnaire. The explanations on the scale (e.g.

often-at least once a week or more; sometimes-about once a

month) (Appendix A) were included as a frame of reference

for the respondents. A question was raised about the scale

of question III in the questionnaire in terms of whether it

was continuum, equal interval or categorical. To gain

insight as to how respondents were interpreting the scale, a

post-test of the survey was conducted with 12 subjects from

the same population as the U.S. sample. Participants in the

post-test were asked to describe their definitions of the

scale in terms of frequency. Half of the participants were

provided the explanations on the scale, and another half

were not. According to the results of the post-test

regarding this scale matter, the participants seemed not to



140

perceive the scale as categorical and used the explanations

simply as a frame of reference. The participants who were

not provided the explanations on the scale were likely to

have quite different definitions of the scale in terms of

frequency. However, this scale needs further improvement,

and the results should be interpreted in light of this

limitation.

Recommendations for Further Research

The following recommendations for further research are

proposed.

1. As spending on apparel by male consumers is

increasing, this research could be expanded to include male

subjects.

2. The issue was raised with regard to the scale

measuring frequency and variety of fashion information

sources used (question III) (Appendix A). Therefore, the

scale should be improved to be appropriate for a statistical

procedure and to facilitate respondents' understanding of

the question.

3. The influence of social interactions with other

consumers during the adoption process warrants further

investigation.
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Appendix A Questionnaire: For U.S. subjects

Dear A.I.H.M. student,

As a fellow student I am asking your help with a research that is part
of my master's thesis. My research is about Korean and U.S. college
women's fashion information seeking.

Please read carefully each question, fill out it, and return the
questionnaire to the person handing it out. All your responses are
strictly confidential and under no circumstances will name and responses
be connected.

If you have any questions, please contact the person handing out the
questionnaire. Your help with this effort is greatly appreciated.

Sincerely,

Kyoung-nan Kwon
Master's Candidate, O.S.U.

Redacted for privacy
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I. Please read carefully the following statements. Rate each
according to the extent to which you believe the statement is true
or not true of you. Use the following guide, and circle one for
each.

1.

DT Definitely True
PT Partially True, more true than false
N -- Neutral
PF Partially False, more false than true
DF Definitely False

It is important for me to wear the latest
fashions DT PT N PF DF

2. I believe I am more fashionably dressed than
most students on campus DT PT N PF DF

3. When new apparel styles appear, I buy them much
earlier than most students on campus DT PT N PF DF

4. When my friends and I discuss ideas about new
apparel styles, I usually try to convince my
friends of my ideas DT PT N PF DF

5. I have the feeling that I am generally regarded
by my friends as a good source of advice about
new apparel styles DT PT N PF DF

6. When talking about new apparel styles, I usually
tell my friends about some new style DT PT N PF DF

7. Compared with my circle of friends, I am more
likely to be asked for advice about new apparel
styles DT PT N PF DF

8. In the latest discussions my friends and I had
about clothes, I was asked my opinion of some
new apparel style DT PT N PF DF

9. In the last season, I told my friends about a
new apparel style DT PT N PF DF

1

PLEASE GO ON THE NEXT PAGE
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II. Please complete the following statements.

1 I usually first become aware of a new apparel style through the
use of: (Circle one for each)
(NA: Not appropriate I do not have access to this information or
source)

Window displays Yes No NA

In-store displays Yes No NA

Talking to salespersons Yes No NA

Domestic fashion magazines Yes No NA

Foreign fashion magazines Yes No NA

Ads on TV Yes No NA

Ads on Radio Yes No NA

Ads in non-fashion magazines Yes No NA

Ads in newspapers Yes No NA

Ads delivered with a newspaper Yes No NA

Ads in campus newspaper Yes No NA

Fashion shows Yes No NA

Fashion consultants Yes No NA

Mail-order or store catalogues Yes No NA

Pattern books Yes No NA

Parents' opinions Yes No NA

Sisters' or brothers' opinions Yes No NA

Seeing it worn by classmates Yes No NA

Talking about it with female friends Yes No NA

Seeing it worn by female friends Yes No NA

Seeing it worn in social gatherings Yes No NA

Seeing it worn in public places Yes No NA

Talking about it with husband or boyfriend Yes No NA

Talking about it with male friends Yes No NA

Seeing it worn by male friends Yes No NA

Television performers Yes No NA

Movie actresses Yes No NA

Fashion columns in newspapers or non-fashion
magazines Yes No NA

Prominent women seen in news Yes No NA

Other, please specify

2
PLEASE GO ON THE NEXT PAGE
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After Iam aware of a new apparel style, I become interested in
itrying it on through the use of: (Circle one for each)

Window displays Yes No NA

In-store displays Yes No NA

Talking to salespersons Yes No NA

Domestic fashion magazines Yes No NA

Foreign fashion magazines Yes No NA

Ads on TV Yes No NA

Ads on Radio Yes No NA

Ads in non-fashion magazines Yes No NA

Ads in newspapers Yes No NA

Ads delivered with a newspaper Yes No NA

Ads in campus newspaper Yes No NA

Fashion shows Yes No NA

Fashion consultants Yes No NA

Mail-order or store catalogues Yes No NA

Pattern books Yes No NA

Parents' opinions Yes No NA

Sisters' or brothers' opinions Yes No NA

Seeing it worn by classmates Yes No NA

Talking about it with female friends Yes No NA

Seeing it worn by female friends Yes No NA

Seeing it worn in social gatherings Yes No NA

Seeing it worn in public places Yes No NA

Talking about it with husband or boyfriend Yes No NA

Talking about it with male friends Yes No NA

Seeing it worn by male friends Yes No NA

Television performers Yes No NA

Movie actresses Yes No NA

Fashion columns in newspapers or non-fashion
magazines Yes No NA

Prominent women seen in news Yes No NA

Other, please specify

3

PLEASE GO ON THE NEXT PAGE
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3. After becoming interested in a new apparel style, I evaluate
whether or not it is appropriate to me and if I need it. I do
this through the use of: (Circle one for each)

Window displays Yes No NA

In-store displays Yes No NA

Talking to salespersons Yes No NA

Domestic fashion magazines Yes No NA

Foreign fashion magazines Yes No NA

Ads on TV Yes No NA

Ads on Radio Yes No NA

Ads in non-fashion magazines Yes No NA

Ads in newspapers Yes No NA

Ads delivered with a newspaper Yes No NA

Ads in campus newspaper Yes No NA

Fashion shows Yes No NA

Fashion consultants Yes No NA

Mail-order or store catalogues Yes No NA

Pattern books Yes No NA

Parents' opinions Yes No NA

Sisters' or brothers' opinions Yes No NA

Seeing it worn by classmates Yes No NA

Talking about it with female friends Yes No NA

Seeing it worn by female friends Yes No NA

Seeing it worn in social gatherings Yes No NA

Seeing it worn in public places Yes No NA

Talking about it with husband or boyfriend Yes No NA

Talking about it with male friends Yes No NA

Seeing it worn by male friends Yes No NA

Television performers Yes No NA

Movie actresses Yes No NA

Fashion columns in newspapers or non-fashion
magazines Yes No NA

Prominent women seen in news Yes No NA

Other, please specify

4
PLEASE GO ON THE NEXT PAGE
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III.

1

How often do you engage in the following
Please circle one number for each.
not have access to this information

Often
At le-ETE-5nce

a week or more

Window shop for

activities?.
(NA: Not appropriate
or source)

Sometimes Never

I do

About once
a month

apparel styles 4 3 2 1 0 NA

2 Look at or read domestic
fashion magazines 4 3 2 1 0 NA

3. Look at or read foreign
fashion magazines 4 3 2 1 0 NA

4. Look at apparel ads in
the campus newspaper 4 3 2 1 0 NA

5. Look at apparel ads
delivered with a
newspaper 4 3 2 1 0 NA

6. Listen to radio
apparel ads 4 3 2 1 0 NA

7. Take notice of apparel
worn at social gatherings,
e.g. pubs, parties 4 3 2 1 0 NA

8. Browse through mail order
or store catalogues to
look at apparel 4 3 2 1 0 NA

9. Look through pattern
books 4 3 2 1 0 NA

10. Take notice of in-store
displays of apparel
styles 4 3 2 1 0 NA

11. Ask a salesperson about
the latest fashion 4 3 2 1 0 NA

12. Take notice of photos and
news articles about
fashionable women 4 3 2 1 0 NA

13. Read fashion columns in
newspapers or non-fashion
magazines 4 3 2 1 0 NA

14. Talk about apparel
styles with parents 4 3 2 1 0 NA

15. Talk about apparel
styles with sisters or
brothers 4 3 2 1 0 NA

16. Look at apparel ads in
non-fashion magazines 4 3 2 1 0 NA

17. Take notice of apparel
worn by actress in
current movies 4 3 2 1 0 NA

5
PLEASE GO ON THE NEXT PAGE



Often
Everyday

Sometimes
About once
a month

18. Take notice of apparel
worn by, female
television performers 4 3 2

19. Talk about apparel
styles with female
friends 4 3 2

20 Take notice of apparel
worn by classmates 4 3 2

21. Take notice of apparel
worn in public places 4 3 2

22. Talk about apparel
styles with husband or
boyfriend 4 3 2

23. Talk about apparel styles
with male friends 4 3 2

24. Take notice of apparel
worn by female friends 4 3 2

25. Look at apparel ads
on TV 4 3 2

26. Look at apparel ads
in newspapers 4 3 2

27. Take notice of apparel
worn by male friends 4 3 2

Never

1 0

1 0

1 0

1 0

1 0

1 0

1 0

1 0

1 0

1 0
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NA

NA

NA

NA

NA

NA

NA

NA

NA

NA

Often Sometimes Never
At least twice Once in the
in the past year past two years

28. Attend fashion shows 4 3

29. Consult fashion
consultants 4 3

2 1 0 NA

2 1 0 NA

6
PLEASE GO ON THE NEXT PAGE
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IV. Your co-operation in completing this final section is important
for interpreting our results more accurately. Remember that all
answers are confidential and that your responses will remain
anonymous.

1. What is your current age?
Years

2. What is your class standing? (Check one)
Freshman
Sophomore
Junior
Senior
Other, please specify

3. What is your major?

4. What is your marital status: (Check one)
Single
Married
Divorced/separated
Other

5. Where do you live while attending the university? (Check one)
With parents
Residence halls
Sorority
Apartment or house
Other, please specify

6. Are you currently employed? (Check one)
YESF-NO

L'f no, have you ever worked during your college years?
(Check one)

YES
NO

Thank you for your participation and co-operation. Please use this
space for any comments you have.

7
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Thank you very much for completing this questionnaire. If you like a
summary of the results of this study, please write your name and address
on this space.

Please return the questionnaire to the person handing it out.
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Appendix B Questionnaire: For Korean subjects
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Appendix C Informed Consent

DEPARTMENT OF APPAREL, INTERIORS,

HOUSING AND MERCHANDISING

OREGONSTATEUNIVERSIT)
Warn Hall 224 Coeval III,Orepon 9-331 5101

Telephone 503 73" 3796

INFORMATION AND CONSENT

Title of project: KOREAN AND U.S. COLLEGE WOMEN'S FASHION
INFORMATION SEEKING

Projector directors: Kyoung-nan Kwon and Leslie D. Burns
Apparel, Interiors, Housing & Merchandising

The purpose of this project is to compare Korean and U.S. college
women' fashion information seeking. On the enclosed questionnaire
you will be asked about fashion information sources used for
adopting a new apparel style and frequency of use of the sources.
Please answer the questions in terms of how you would actually
respond, not how you think you should respond or how others would
respond. There are no right or wrong answers, and your name will
not be associated with the responses you write down. Please do not
put your name or any other identification on the enclosed
questionnaire. If you have any questions, or would rather not
complete the questionnaire, please contact the person handing it
out. Your participation is voluntary, so you can refuse to
participate at any time. We appreciate your time in answering the
questions.

I voluntarily agree to complete the questionnaire.

Name (print) Signature Date



Appendix D Application for Exemption

OFFICE OF VICE PRESIDENT FOR RESEARCH, GRADUATE STUDIES, AND INTERNATIONAL PROGRAMS

OREGON STATE UNIVERSITY
Administrative Services A312 Ccorvallis, Oregon 97331.2140

503.737.3437 FAX 503.737.3093 INTERNET kellerg@canailorstedu

May 7, 1993

Principal Investigator:

The following project has been approved for exemption under
the guidelines of Oregon State University's Committee for the
Protection of Human Subjects and the U.S. Department of Health
and Human Services:

Principal Investigator: Leslie D. Burns

Student's Name (if any): Kyounq -nan Kwon

Department: AIHM

Source of Funding:

Project Title: Korean and U.S. College Women's Fashion

Information Seeking

Comments:

A copy of this information will be provided to the Chair of
the Committee for the Protection of Human Subjects. If questions
arise, you may be contacted further.

E. NunnMary
Spon o d Programs Officer

cc: CPHS Chair
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Redacted for privacy




