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[.A4 &
HZ zA7 AnEskE FEskE AldE F
Erroma ofg] AQl mlt]o] FopoA= o]&
9] 975 ¢a Widsk=s AEe Fskar itk
20213 71 ZAIE AlAl 1742 339 18 2
st ] ZAl = A Q12 21.7%0) sidsich
(Cha, 2021). ZAItHE 199504 2005 Ale]e]
A% oz A= AFad A stk
o]5& o] Mgt Blw s w ERRlIFS] ARFY
Aol SHoluh sl ARSA] 71|, 4]
T FAAN TR 54o] gltk(Smaliukiene
et al., 2020). T3 o] Mg} Bl S w £l
o] 5533 /S 2nel REgsH= Altloln
ot Q7] e AEHYE wWEA SO M
Ao R Aol Q1S ERIshs oot
(Dachaknaeil20’s laboratory, 2019; Francis & Hoefel,
2018).
2B]2E A ZAIdE ARAlREe] FElsh 4
v 713 7S 2t s sk Adelr ot
2 nPup FHFE AHPelRs 8olE SAIRT
(Shin, 2022). °l& o] #<1¢] o] AEUo|Lt
28] 793 dAJshkE 7]9de ekl o] F A
Aoz 2p2 FRe) FolskAu AkslA 7190¢]
FE Fe A= HY(crowd funding)oll = 4
Aotk g zAldE 7HA dn] £ F2
THIN (LY AES AstEs s JhE
Foll gk $9} Fuljg] ek ol oFH Al A&

1
[e]
H] S Bk @5 AlAIHC® 30% 39

P

Zlolg} o Ale thKapferer & Michaut, 2019). 9]}
ol s Al Aol WAlE eJvli= die] At
3k wiAold gtk iFellA f3iske o
o wat B3bshe ZAd] 3t 54k 4] Y-S

weltky fd3sk7] ot ofel A ATelA=
ZAdE 2 ) Aok dolu JiA E8, A
314 2%&3F BRI} o] FHA AlFolehs AbIA]
of 5k oJu|E Fojahs A avPE F
3= Al wkekE T 9l thHyun, 2019).
 AelMs zA ] A AlE AR e

| WAelA elsfistaLal zHH o] 554 S

a4

o fa Axde] B4 WM AFS Aeshs ol
"ol EAehs A9 2ol ojue JaES v
) gwingkon], ZA A9 AT Pad
o el GFYY Aolvt A AN

& A ), BATog) e FAH 5

(Roux, 2006; Vohra, 2016). ZAthol] #3t sH-z] o)
AT HESE tifto] vls ZAOE FHOE oF
o}#] & WHF, Smaliukiene et al.2020)= 7R A}
3] 29171, 2Elar w3k Aol Wk E ZAI
A7t A&Eofof & Aty AAHA Z
Aol 55723 S0} ofol WiAlE An]e] A7 4]
oqulE A AWE AT BA 4o
T T3 Alge] EFe uel Hakshs 4nAk
EAel gl AlEA d7E Z27 YItHCho,
2000). ¥ A7 FA AdolA] zAIY ARk
Fujgo] Hxp Frkshs @A o]52 AEH
Q1 &9} Aol uiAlE A 1 IS B
AAPE S =2t R A AlES 7K E =Y S
Aem o= ZAthe] AniEstel EAE olslishe
ol 7]ojgk 4= St} doprt Aol ZA

M) S5Y 875 H9 AEeE S5 z

o =
3 A

R

B

|
Aehe] ERAQL B ol el EATH: FAA &
uel g FASRITH A 9o} g,
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1. ZMIcH mid ®IF 2AH S

ZA= A FelME 58] AT} o ¢
g At AF ke o] wor Mol &
v W3 o] Fe ZRX 3 EEC] ARle] 5
she et Ak 4] tlelE Rdsitha e Al
o]thGoldring & Azab, 2021). ©]5-2 W= xjo}
xds 98l *H]oﬂ SHEIAME BRI aeet

2 e fdlel TxslEE olF e TS
1ol7|% FthSong & Jang, 2021). ©]o ZA:=
o] Aok the 553 4] HdlE Helvky

&4 Q) CH(Francis & Hoefel, 2018).

A ZAthe A2 I8 Ego it SPA(specialty
store retaler of private label apparel) HH =7} -
HetAl Adkehs dEd el did woldt
(boycott) = A= 5 F(h) ¥ A xS
Agshe Aol 54 A ATl nASS
A A welo] FsHe ARIA AN dele
4] =2 o]tHDaehaknaeil20’s laboratory, 2019). Z
AR w2 ZIARe] ov] e AR A
TollA o]F2] ARHAR] AL A, A, T
o, 7W, 71, elel e} e TR ER
Eo] vk e FalME zA7E S AE
& ZHjshs d 2 YuE Fodite AHe o
SItH(Kang et al., 2020).
oloh Ak A1) AAIH, A1EA A91%
o ARl Al BofFarak au7be) sl AlEs T
mishs ZAIte] vEE F7kska Sk zZAdgrt
a7ke] sl AlEE sk FE ol AAA
a2 El1e] QS QAL Rele] A, A
2 A5 B8kt ol th(Jung, 2020). Goldring
and Azab021)] ATl Bl AellM %= ZAv=
53] 2HIE Sl AL AR A0S BolFaL

b ks oEr) 2 Jo® yehdth ol ZA

>

o7k ALEA adtolt WA fAE 96 ER)
AFAR 2mle] Folshs 202 B 5 nk. 9
A AN A 2 ZAtE ER1S) B
231 2o} sk ATl FSHEA ke 9
AFOEZ ZA} FERS F Y 537
A TR0 522 7120l 9rkam, 2020,
oY gtk tehks zAlel s

AFE 2H] A EASE 2H] Ao R A5}

O oo

otk 95le o5 MU LwE B F7
A AR FPs A SRS BE ERa 4
. gSoleis w7 olgleln] Helo] Muai 4

HlAel M2} & oJn]E Fofehes Aoz dAs
Itk oo zAH e AHl= tiAt AHAIES
SH= W9ROHE 7 ofWel] EAisHs 4]

e A Best ok

o ot

oX |

2. 554 87

554 £ (need for uniqueness)T 212l o]n]
2|8} ALE A olu|RE FAlel EEOF e A
9] gl A ERlFR= ARl IS Fa)
£ el 548 Dot Tian et al., 2001). 3, 7H
Qlo] Aks]e} FEEE ALlRke] ApEAES
S gH ERIve] 1f/ds BHI}IA S &7
°]tKChoo & Kim, 2010). 7HQl& 554 7=
| At} o) Aol A Z4A AlES 2=
o7 Adush ged APEE LA FAFSE AlEe

—

F

v Ehle Aakgih ol Ahle] AH AR
& AN WEow Bwe 553 WRE B
AAIE A7) olmlA S 30k & 9l] wholth
(Belk, 1988). webr] 554 S Anjzke] A
st o) 4% AN ANsH: FoF a9lo]

CHJu et al., 2017).
HZ 2AldE 554 97 52 ZleE 4
A o, o] Aehel vluFs u AEdA
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ThOC & C, 2019). H54 %%Lf s A2 X
AL el she A 2EE WA, 7l
Q9] 54 473 o9 A ~eA S B3 7
AlghE Aol BRE A7 ASelA o] FolAaL
it} o7} 7jele] o] o7 of7)= olux| g}
AR S BRIES] AlES LHlshs BeS =
S4& Frohs 7Y 53 2o AAY ¥
A, A A DA Tad dEs dv
(O’cass & Frost, 2002). Wb 554 S+ 54

Al TR oofH|aL o714 Aol 71 A A
oJul= ZiIAR AdolElo] E]lvte] 5 o]

g

1 522 (fashion leadership) AH3] FALE
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BE WA WA FEato] oE AFEE A
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AEgl el Bt JRE FrHog Aakehs
oA ArEE SHshk= /dolthRogers, 1983).
Ryan(1966)<> 34 A|-0] 4:n] dAdeld £3) A
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Atdolgl WHITE Chae(2015)= A8 7}
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o] %E]'(Schrank & Lois Gilmore, 1973). 53t
MEdo] oM {3 FFTART} JFH o] 3
Ao dejA qlom Alwido] whda] Aks
ol AFAolrk o|AH §3 M=
A ERIE 2RI Hlw gl o =z Aol &alg
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> L
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o} F717F HAp welAE vt
& zxﬂ = Z'?id 272 w0l FEF
P& MEHEAE AR AZE G4 BHEE
skl 9o o) F iRl WM HEE ANEs
£ E2TE ARSR itk R AN E zZAIuE
EAT M E(trend-setter)© | A} M 22 32 A &3}
= TAZ A2k, ol ZAIZE At AlEel
gk Fo] whEa g uef AL JFE S o
Aksl= AH|AE Hdo)7] IIH%OlU‘r(sung, 2019). w
2px] ZA O] 3 AEES 54 Al719] Akl
3 AfelellA] Q17] Qli= s Bil=u AEol| of
g ¥l o yehd Zlofr of= s AlE-e 4
sH= QR wdd Zlolet o et

4. HEX LoH|

379 %] 4=H](symbolic consumption)&+ A|2] 7|
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ZARNe) S5 7ok 5 Aol A AREe) A Lol ke 9%

AR 2 Qs T 2NE, AE TS g
Ela= 1}@ I FeAo]ar GA Al 7ol A

< 9Ju]EHtHAssael, 1992). A7 4%
l% off W=, &n)e] S A WAA
(intrinsic) 2P]$} 2] A4 (extrinsic) AH] &2 FEAT}
(Samdahl, 2009; Shao et al., 2019). YA & ZH|:= =}

7] A|3FAlel Ho] EAo|n] zfo} &= 7l(self_weem)
ot 27] AlKindividual psychology growth), Ak
7] A 8F3} Y (self-directed pleasure)= $13l 7] L;
S ofmA7F wkdE 2nAE A=k Aok
F¥sh= vl oulE Fojehs 4H] S Eeith
(Kasser & Ryan, 1996). RIt] 2 B}Q1 A F231 2] A
A zplel ojm gkl Ao} A 9y
Shiat sl 5] Folshz o)zt widsle] 9}
ChDeci & Ryan, 1985). & £ 574 An|AlE A
gigko 2 ElQla} kgt oAkaFoIL WwRE
Ask, 912wl AEllE BRRlS dAIsAY

33 F(social recognition and fame)= A5k ] AR
e 218 WS (Kasser & Ryan, 1996). =, 21417
i‘ﬂ% 574 2nAe] o] Helo] ofi ARgkel
A BAskE @A7F HAY o]Zle] ElRlFE] A
UAlel A Fto] frkal of7]= Aojrk
ShH 4] e esd 4H] @ ol
of EAs= oJnlE vFetAl S = s ol
Yol tite] A7 HE Aol FSH
SJTHSamdahl, 2009; Shao et al., 2019). Piacentini
and Mailer2004)= 7iQ10] Awult} oJn|E Hogh
W= S Ad o Jlom AnlE FE &
o} AA9E Bolt WA, 7 AFssiekn
WStk %, AH 49 Few Mk Wl 2
Wahs Aol E ARG FERIAE HolF
‘Zpo}e] e (possessions as extended self)’©]2kal
3} 4= QITh(Belk, 1988). Livingstone and Lunt(1992)
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B 879 g3 Mgl sQle o xely)
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214 7)Aot} Cho et al.2021)S] AT-oM = ZA
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Stk olefl AFelAl= ZATe] HiEy
1o AFES B9 A, ol
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o, ot FFHol ZAt e A3} Fad A
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1. A3 2|

=l zAdE AWrE R 19953914 2005
Afolo] EAA}2 ETH(Smaliukiene et al., 2020). &
ATE ZAY Y BEA &9 53 Axy, A
2 2] 71e] 9% WAS A 919 e

e AT BAZ el

= :
O &H] #ske A = B4 AR o
T 23] & AW o] (Opensurvey) ] 3
gato] ARGz E-E, 2020). 54
S A% 7 1791 Tian et al.(2001)9} Kim
and Ryu(2003)¢] A7 W8-S 47 FHsHlen
ApAle] ApEAe Slsl 555 Azt AdeskE e
Ak} BRRIF} GALSE 2H)E A Fshs LS b
AR F 8wdS AHESIRlth e ® f3
A5 2e Kang and Park-Poaps(2010)2} Shin and
Hwang(2010)8] Q7= ﬂz*‘a}"ﬂv}. B4 AlEol
Faehs AdEtellA & AFES T3k o]
£ ol&3t ties *é%*]?l% 39 AEE A
wHorom F 8wds ARESIGltE vHATe R
/\L:]_/] )J—xlz% /\H]E oq:rL?‘s} Kim et al(2005)3’+
Hwang(2006)2] 7372 2n] A& 7 A5
zato] Ais AT AdBATel =
2 2l Ao} Fo| ou]H] S 9
A=A Zsmlel ERRlFke] AU Al ol
sl B4 Alss sk A1 aH=
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“ETH X}%E TRtk
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SPSS 25.0 X213 4. EEO| EM

2 A1gate] EAMom PG Hie] AT

EASHA EX3} o] an] AgS dolry] 94 TR 40089 3ol AEATH 5
7% BA)9} WE B9 AdEie]om, AMOS 22 74 <Table 1>3} 2t} o] AYdi= 10t
swggHon TzUAATES B} 100(25.0%), 20t 3007(75.0%) 2% =%
Table 1. The clothing purchase behavior of generation Z.
Demographics Frequency Percentage (%)
Gender Female 231 57.8
Male 169 422
Age 17-19 100 25.0
20-27 300 75.0
Less than 50 thousand 129 323
Purchase price 50-100 thousand 131 327
(won) 100-300 thousand 107 26.7
More than 300 thousand 33 83
Multi brand online stores (Musinsa, Zigzag) 225 56.3
Department stores 32 8.0
Street shop 31 7.8
T Outlet 27 6.8
Online marketplace (Coupang, Tmon) 24 6.0
Brand homepage 22 5.5
Online shopping 18 45
Etc 21 5.1
Information of internet shopping mall 139 34.7
Social media influencer posts 85 21.3
Friends wear 48 12.0
Store display 32 8.0
Sources of style Online cafe/community 28 7.0
archetype Digital advertising on websites 15 3.7
Celebrities 11 2.7
Family 7 1.8
TV advertising 6 1.5
Etc 29 7.3
Design 114 28.5
Reflects my(ideal) style 97 24.3
Cost effective/High quality 68 17.0
Factors that influence On trend 34 8.5
clothing purchase ‘What my friends wear 34 85
decisions Brand identity and good value 17 43
Uniquness/Scarcity 15 3.6
What influencers wear 13 33
Etc 8 2.0
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ow H A% 22640t} gl EA 169
@22%), ©14 231%9(57.8%) 2.2 A=Ak zA
e @ FF UL 105 2 o) 307 & vk
o] 75'8(18.7%)°. = 7 ko, 2007 2 o]
7} 30%F A o] s0%F A w]Rko] 7} 617(15.3%)2!
e nER FAEAh

ZAI ] o) 4] A%RS A Ay 9 suk
A o) 108 A wTk A Ee] 1B1YE7%)SE 7}
2 werow, I HE oo 58k A w|¥lo] 129
(32.3%), 105t ¢ ©]7 308t Y w9k 107(26.7%),
309+ 9 o)ido] 331(8.3%) o= UEldth ZA
g7k oA AlE B JRE e Alge 2kl
L& Eo] 1398(347%) 0% 7P wekon, 4AA
vjrjo] gl QIEFIA 85%8(21.3%), A H I
4873(12.0%) o2 YERRLTE Hidol <dofel 2
TV 3= 7 118Q27%)2 65 (1.5%)° 14 ZA
7t 24 vt s Fok FRl= wFolu JAEF
AAMe] R FEETL o, HA ¥y o]gy)
22l AfUE 283 o] oF #d YRE
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= Aog Yeht
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A2z YA 775 o] &8 FAIAL Ao
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o] 2257(56.3%) 2% 71 &kt o] 8H L QU3
o, g2 Mahy uhE Al 2 (8.0%), EEF
gL 7HRL el 319(7.8%) o= AT ©]
Qo o2l 7} 27%H(6.8%), T (Coupang)
oJL} E]E(Tmon), 9]l (Wemakeprice)®} > 2
Z vl AR2E Fot Al AF T 2476.0%),
BAEo] 2 EFo]X7} 28(5.5%)8 Ao F
Ao il AlFe oist Ju S o)
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23t ~ERIERY I vt S 139
(33%) =22 AAL U}
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SRMR=0.0440, NFI=0.928, 2=336.1(df<158, p<0.001)
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Table 2. The result of confirmatory factor analysis.

Construct & Items FacFor Cronbach’s CR AVE
loading 1]
I collect unusual items as a way of telling people that I'm different. 0.807 -
I often buy from unusqal. brz?nds, or purc}.lase unusual items as a 0.837 17,807
way to create more distinctive personal image.
CC When buying merchandise, often an important goal is to find 0791 16.435° 0.907 0.897  0.685
something that communicates my uniqueness. ’ '
I actively seek to develop my personal uniqueness by buying special ik
. . . 0.873 18.830
items or buying from special brands.
I often try to avoid products or brands that I know are popular with 0749
the general public. ’ -
I give up wearing fashion items that I've purchased once they become -
. 0.712 13.376
popular among the general public.
AS 0.867 0.844 0575
The more commonplace a product or brand is among the general .
. . . .. 0.805 14914
public, the less interested I am in buying it.
As a rule, I dislike Rroducts or brands that are commonly purchased 0763 143007
by the general public.
I often search online and offline to see if there are latest fashion
0.887 -
products.
I want to stand out from others by using the latest fashion products. 0.853 16277
FL 1 am usually the first to know the latest fashion trends. 0.867 14.559™  0.901 0.906  0.660
It is important for me to wear new fashion products. 0.861 16.901°"
I enjoy wearing the latest designers’ itens or the newest fashion 0.844 16451
products.
My fashion style reflects the type of person I am. 0.726 -
My fashion style reflects my personal values and lifestyle. 0.719 14.198™
I think fashion products can make me special. 0.804 14.278™
IC I can make myself confident with my fashion style. 0715 12538 0882 088 0570
Dev€:lopmg my personal self is more possible by choosing special 0728 12,695
fashion products.
Fashion allows me to explore new sides of myself. 0.829 14.698™
In order to mingle with people who prefers certain brands, I buy
. . 0.679 -
items from similar brands.
I want to get along with others by following the mainstream fashion 0747 721
EC style. 0807  0.809 0516
I tend to buy fashionable items so that I don’t get left out of others. 0.686 10.960"
I usually buy fashion products similar to the category of people I 0756 11.885"

want to be apart of.

“Creative choice (CC), *Avoidance of similarity (AS), *Fashion leadership (FL), *Intrinsic consumption (IC)

“Extrinsic consumption (EC)
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Table 3. The result of discriminant validity.

Construct CC AC FL IC EC Tele SI PI AVE

Creative choice 1 0.686

Avoidance of similarity 0.490 1 0.574

Fashion leadership 0.487 0.204 1 0.647

Intrinsic consumption 0.360 0.234 0.422 1 0.586

Extrinsic consumption 0.197 0.064 0.491 0.361 1 0.516

2. 97 2R AZ o B2E A7HE A3k <Fgue 153} 2.

RGN 2 8 Aol we M 2% 2
T B M ASE fls A= 1= <Table 4>9} 2T} WA EE4 &7 Zof| 5
e ARgste] s Jdskolrk T B =212 AEl Qolo] ZA|e] UIAA Awle] HAel
dlo] Asle X]4== CH=0.958, GFI=0.919, RMSEA= oS- nx|= A0 F Fol 5]3}1:}( 5:0_253, p<0.05).
0.054, SRMR=0.0493, NFI=0.925, »2=341(df=158, o= EEA 897} =28 injake] A gl &
p<0.00N O FEO| Aot A7} RESAHA ARE AlE A Ejolup BRI 7lﬁ1f‘5}* Hide] =
Ehker 2Ae] Agdhs glskolh AT 2 AAQ 202 Aeshs FAA A EmEe

Creative
Choice

Intrinsic
consumption

Avoidance of
Similarity

Extrinsic
consumption

Fashion

Leadership 065

Figure 1. The result of structure equation model.

Table 4. The result of path validation of structural model.

Path way Standardized path coefficent t
Creative choice — Intrinsic consumption 0.253 2227
Creative choice — Extrinsic consumption 0.030 0.268
Avoidance of similarity — Intrinsic consumption 0.114 1.233
Avoidance of similarity — Extrinsic consumption -0.08
Fashion leadership — Intrinsic consumption 0.326 423
Fashion leadership — Extrinsic consumption 0.666 7.853""
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Table 5. The result of path validation of structural model.

Path way Standardized path coefficent t

Creative choice — Intrinsic consumption 0.311 2.139™

Creative choice — Extrinsic consumption -0.03 -0.205

7 adults Avoidance of similarity — Intrinsic consumption 0.086 0.784

Avoidance of similarity — Extrinsic consumption -0.028 0.252

Fashion leadership — Intrinsic consumption 0.286 2.947"

Fashion leadership — Extrinsic consumption 0.68 6.289""

Creative choice — Intrinsic consumption 0.269 1.338

Creative choice — Extrinsic consumption 0.071 0.696

7 minor Avoidance of similarity — Intrinsic consumption 0.001 0.006

Avoidance of similarity — Extrinsic consumption -0.208 -1.165

Fashion leadership — Intrinsic consumption 0.357 2.448"

Fashion leadership — Extrinsic consumption 0.721 3.398™
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Heko] Ego] & o Helth <& Sof 74
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Abstract

Recently, Generation Z has emerged as a leading player in fashion industry. Generation Z pursues consumption
that can show one’s uniqueness or personality compared to the previous generation. In this study, for the purpose
of comprehensively understanding generation Z from the perspective of fashion product consumption, the overall clothing
consumption behavior of generation Z was investigated, and then, how the need for uniqueness and fashion leadership
effect the symbolic consumption of fashion products and compared the differences by ages. The study conducted an
online survey of 400 people from generation Z borm between 1995 and 2005, and analyzed descriptive statistics, frequency
analysis, and structural equation models. As a result of the study, creative choice had a positive effect on intrinsic
consumption. In the case of fashion leadership, both intrinsic and extrinsic consumption had a significant effect. Fashion
leadership leads opinions and can play a central role in oral communication, such as advice and information delivery
to others, and can lead the trend by expressing visible clues that are new styles through fashion. Accordingly, it seems
to have had a more significant effect on the consumption behavior, which has a strong narcissistic tendency and is
familiar with interactions with others through social media. Also, the differences by age was found. the need for
uniqueness of adults only affects intrinsic consumption, confirming the aspect of realizing a self-image delivery,
self-development, and confidence acquisition through consumption behavior of fashion. Meanwhile, the fashion leadership
was affecting the overall symbolic consumption. Accordingly, it can be seen that fashion products are an important
tool to express oneself to generation Z and to confirm the fashion leadership among friends. This study is meaningful
that measures symbolic consumption of generation Z that exists behind the group’s superficial consumption behavior.

Key words : generation Z, fashion products, need for uniquness, fashion leadership, symbolic consumption






