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CHAPTER 1
INTRODUCTION

Background & Problem

A great deal of research has been aadwon consumers’ use of the media in order to
better understand the importance and influencafofrination sources in marketing. The current
body of literature on information sources focuseshe differences in usage of information
sources among various population segments accomirage, age, gender, and other
demographic characteristics. Comparative reseanchsian and Hispanic consumers’ use of
the media by Delener and Neelankavil (1990) suggéstt consumers differ in preference of
information sources according to race. The reseasdound that while Hispanic consumers
prefer television and radio, Asian consumers hapeeterence for television and newspapers.
Much research has also been conducted on Hispansumers’ preferences toward
advertisements (Deshpande et al., 1986; Webstei,)19

In their article “Exploring age-related differendasnformation acquisition for a gift
purchase,” Laroche, Cleveland, and Browne (200diidicthat older consumers (50 years and
older), when patronizing a store, are likely tohgatinformation from a variety of store
information sources, while younger consumers (leas 30 years) limited their store
information source usage to gathering advice afarimation from store personnel. Lumpkin
and Festervand (1988) also found that older, fem@absumers are likely to conduct a variety of
information searches through mass media outletsoling to Morton (2002), younger

consumers, on the other hand, are more likely tioeganformation from specific sources that



they deem reliable according to their own consuomptieeds. In her article, Morton explained
that young consumers, specifically those categdramemembers of Generation Y, are often
“mistrustful of mass media” and prefer “word-of-ntbypromotion” (p. 48). Young consumers
also prefer advertisements and information souttasrepresent their lifestyles and values or
information sources that feature celebrities and@es of influence endorsing the trendy, brand
specific products that are important to these yarorgsumers (Morton, 2002). Because
Generation Y consumers value the same charaotsrigtinformation sources that are often
identified with fashion magazines (celebrity enéongnts and brand specific products), this
young consumer group may be more likely than obdeisumer groups to gather information for
purchases from fashion magazines.

As consumers’ use of information sources contirtaescrease, it is important for
marketers to identify and utilize the informatiausces that the specific consumer groups the
marketers aim to target prefer in order to beeach their target consumer groups and in an
effort to increase profits. In the late 1990s, Wilsand MacGillivray (1998) found that middle
and high school aged female consumers, those tlyredassified as Generation Y, were
continuing, as they aged, to place a greater impod& on magazines as an information source.
Because these female consumers have, in previeus, y@lued magazines as an information
source more so than did male consumers, fashioaziregmarketers may find it beneficial to
conduct further research to identify if the currenéracteristics of fashion magazines are
continuing to fulfill young female consumers’ prefaces and are encouraging them to continue
using fashion magazines as an information soufterefore, if marketers can identify the
aspects of fashion magazines that appeal to Gémenatfemales as they continue to age, they

may be able to maintain the group’s loyalty andoemage lifetime patronage.



According to Stone (2004), fashion nzges were first developed over 150 years ago.
Stone claimed thabodey’s Lady’s Bootwas the first women’s magazine to focus on fashion
news and information. Since the developmer®Gofley’s Lady’s Bogkarge assortments and
varieties of fashion magazines have been produddine common goal of acquiring the
largest circulation numbers and a loyal consumeugiStone, 2004). While each fashion
magazine claims to be the most reliable sourcashibn forecasting, many of the magazines, in
addition to featuring fashion news and informatioaye begun to focus on specific aspects of
fashion and have found niches in the fashion magaabrld that give them an advantage in
winning over consumers’ loyalties (Stone, 20049r &ample|nStylemagazine blends fashion
and celebrity lifestyle information, whileuckymagazine focuses on shopping and retail venues
(Stone, 2004). Furthermore, Stone (2004) statgstiany fashion magazines, likesencend
Ebony,continue to become more specified by targetingcAfr American consumers, while
Latinamagazindocuses on the Hispanic population. Whatever sworer’s interests,
preferences, and even ethnic background may be iyemost likely, a fashion magazine that
caters specifically to them.

Justification

Because many women spend a large portion of tiegretionary income on apparel
items, the media is often used to target womeneaiedurage them in their purchasing decisions.
Women can be classified into differing fashion aomsr groups according to their fashion
leadership orientation and level of fashion innoxgatess and opinion leadership. According to
Summers (1972), consumers are either classifiéasagon leaders or fashion followers. He
found that fashion leaders are most likely to beosed to fashion magazines because fashion

magazines provide information on the types of itémas fashion leaders are interested in.



However, fashion leaders and fashion followers imaynterested in and attracted to various
types of fashion magazines because of the differerctheir fashion leadership orientations.
For example, a fashion leader might enjoy fashiagazines that feature new designers and
designer clothing lines or trade magazines Wemen’s Wear Dailthat provide up-to-date
information on the textile and apparel industryn e other hand, fashion followers might
prefer fashion magazines that feature “how to”iseston clothing and accessories and provide
advice and instruction for putting together a vigref outfits. Therefore, it is important for
marketers of fashion magazines to understand tectsof a fashion magazine that attract a
fashion leader or a fashion follower. In additiagns important for marketers to understand the
consumer group that their fashion magazine in atigrattracting and is continually striving to
attract. By understanding their consumers’ fasheadership orientations, fashion magazine
marketers can better understand how to marketeioitteal and/or acquired consumer group.
In his article on consumer loyalty ahd use of the internet, Griffin (1996) identified
loyalty as one of the more important factors theat mfluence a company’s financial standing
and potentially lower costs. In an article on v@nldyalty, Jarivs, Ostrom, and Grayson (1977)
determined the differences and implications of wreedor loyalty and repeat purchases. The
researchers found that repeat purchasers aretgatendor to an extent; however, they are
easily convinced to switch to a different vendaooffered a more competitive price. Truly loyal
consumers, on the other hand, will not switch vesdeadily, even when offered a more
competitive price (Jarvis, Ostrom, & Grayson, 19@&gause they have developed a connection
to the vendor that is not solely dependent upatepriTherefore, the authors explained the
importance of vendors determining whether they Hawe consumer loyalty or only repeat

purchasers. Ranaweera and Prabhu (2003) identtifeedifferent factors influencing consumer



loyalty and identified customer satisfaction aglgliy more significant than trust in influencing
loyalty. However, they determined that trust i ah important aspect for marketers to consider
because trust influences positive word of moutls.eidenced in the literature on consumer
loyalty, loyalty is an extremely powerful influenoécustomer retention and repeat purchases.
In addition, because consumer loyalty is an impartactor in contributing to a company’s
financial standing, it is important for fashion nraage marketers to understand the value of
consumer loyalty and to adopt strategies that pesjtinfluence the loyalty tendencies of their
customers.

Many questions remain unanswered in this areasgfareh, and literature on fashion
magazine content and fashion magazine usage issgmahémited. It is important to understand
if fashion magazines are an important source frdnthvconsumers attain information about
fashion. In addition, no study has previously dateed the differences in fashion magazine
usage and loyalty tendency among various typesmgumers. Finally, it is undetermined
whether or not fashion magazine content influerfiaslsion magazine usage and loyalty
tendency toward fashion magazines. It is also temaened how loyalty tendency toward
fashion magazines influences fashion magazine usage

In order to identify the ways in which marketers flashion magazines can better target
fashion consumer groups, the purpose of this sgittyexamine the differences in fashion
magazine content preference, fashion magazine pyaaddoyalty tendency toward fashion
magazines among the identified fashion consumergrand to analyze the relationships
between preference of fashion magazine conterd)tiptendency toward fashion magazines,

and fashion magazine usage.



Research Obijectives

. Identify the fashion consumer groups.

. Determine how the identified fashion consumer gsodiffer in their preferences toward
fashion magazine content.

. Determine how the identified fashion consumer gsodiffer in their loyalty tendencies
toward fashion magazines.

. Determine how the identified fashion consumer gsodiffer in their use of fashion
magazines.

. Examine how the preference of fashion magazineecwmfluences loyalty tendency.

. Examine how the preference of fashion magazineecwimfluences fashion magazine
usage.

. Examine how loyalty tendency toward fashion magezinfluences fashion magazine

usage.



CHAPTER 2
LITERATURE REVIEW

Fashion Leadership & Fashion Consumer Groups

One of the first studies that aimed to better ustded fashion leadership was conducted
by John O. Summers (1970). In his study, Summevsldped a list of characteristics that
fashion leaders possess. He found that the itdesntf fashion leaders are developed according
to their demographic, social and attitudinal, asid-oriented characteristics. In his article,
Summers discussed the effect of fashion magazméashion leaders. He found that fashion
leaders were much more likely than fashion folleswerhave exposure to fashion magazines.

In his second study on fashion leadership, Sumd&&2) did not focus primarily on
fashion leaders but, instead, focused on consumewrators for a wide range of categories. He
first identified consumer innovators for six protlaategories, including apparel, and then
surveyed both consumer innovators and non-consummevators according to their uses of
different forms of media. He found that consunmerovators, including consumer innovators for
women’s clothing fashions, are “more exposed tanhass media than noninnovators” (p. 45).
Furthermore, “the relationship between innovatiwsnend media exposure tended to be
strongest where the media’s editorial content veésv/ant to the product category” (p. 46).
Therefore, Summers found that consumer innovatwre/dmen’s clothing fashions are most
likely to have exposure to a form of media, likeH®n magazines, that features women’s

clothing fashions.



In her bookThe Dynamics of Faship®tone (2004) discussed and summarized
fundamental information about fashion leaders atidwers. She explained three theories of
fashion, the downward-flow theory, horizontal-flekaeory, and upward-flow theory; each theory
containing its own set of fashion leaders. Indbenward-flow theory, fashion leaders are
typically considered those people that possesstivaatl have access to the media, like
celebrities and political figures. According t@Bé, access to the media ensures that these
fashion leaders’ fashion choices will be visibledhe masses and, therefore, replicable. In the
horizontal-flow theory, fashion leaders are “indivals whose personal prestige makes them
leaders within their own circles;” however, thiggtige usually does not reach beyond the
fashion leaders’ own circles. (p. 59). Fashioméa in the upward-flow theory are often young
members of lower economic groups whose fashiomsr@mspire other economic groups, usually
of greater wealth and status. However, consisteruss all theories, fashion leaders adopt a
fashion trend before other consumers and inspireraonsumers, or fashion followers, to then
adopt the trend. Stone identified fashion follosvas those consumers that do not adopt a trend
first but support the fashion industry by followifaghion leaders’ trend choices.

A study developed by Hirschman and Adcock (1978idéid fashion consumers into
four groups: Followers, Innovators, Opinion Leagd@nd Innovative Communicators. The
latter three of the four groups are described sisié@ change agent groups and can be classified
under the broader term of fashion leaders. Far stedy, Hirschman and Adcock developed
The Measure of Fashion Innovativeness and Opineaadership scale to classify consumers into
one of the fashion consumer groups. Since itsldpueent, the scale has been widely used by a

variety of researchers that have found the scdbe toonsistent and reliable (Workman & Kidd,



2000; Workman & Johnson, 2003; Stanforth, 1999d&ku& Workman, 2004; Studak &
Workman, 2006).

A recent study by Studak and Workman (2006) conogrfashion leaders built upon
Hirschman and Adcock’s study by dividing fashiomsomers into the four groups previously
determined by Hirschman and Adcock through theafiShe Measure of Fashion
Innovativeness and Opinion Leadership scale. Da¢ @f the study was to analyze the various
fashion consumer groups according to demograplacackeristics and to discuss their varying
levels of fashion leadership. The authors fourad tonsumers’ hedonic, pleasure focused, or
utilitarian, action focused, approaches to faslaimninfluenced by their group orientation and
gender. This research is consistent with othetiesuon fashion consumer groups that have
found significant differences in the ways varioasHion consumer groups respond to fashion
and other cultural influences (Summers, 1970; Surarh®72; and Studak & Workman, 2006).

According to the body of literature on fashiondesship and fashion consumer
groupings, fashion leadership orientation and faskkonsumer group designation are often
influenced and indicated by demographic and behalfactors. Fashion leaders are also
typically more exposed to the media than fashidiovieers and use sources of the media on a
regular basis. Based on this information, fasm@gazine marketers may find it important to
determine the preferences of fashion magazine obatel the differences in loyalty tendency
and fashion magazine usage among various consumgrgyso that marketers can develop
strategies to attract and retain their currenttanget consumer groups.

Fashion Magazine Content

According to Stone (2004), fashion magazines hiavescent years, developed into a

communication vehicle for fashion news as fashi@gazines’ “primary function” is “reporting



and interpreting the fashion news” (p. 436). Stexjlained that fashion magazines typically
contain “advertisements for apparel, cosmetics,amugssories” (p. 436). The following is a list
of other fashion magazine content that Stone itledti“reader surveys,” “fashion forecasts of
colors and styles for upcoming seasons,” and mstof current fashions accompanied by
editorial credits (a list of manufacturers anditeta that supply the fashions) (p. 436).

In his analysis of fashion magazines and how timkynetworks of consumers and
producers, Moeran (2006) discussed and furtherloped the concept of the fashion system.
This fashion system, as Moeran explained, providesonnection between runway fashions and
the fashion trends that are adopted by the averaggumer. Moeran suggested that magazine
editors portray models and celebrities wearingdkest fashion trends so that magazines’
consumers will then establish the latest fashi@iha ideal fashion image and will purchase the
designer trends or their cheaper versions. Mosrassessment of fashion magazine content as a
vehicle to present designer fashions to the consinfdashion magazines shows the influence
and importance of fashion magazines in the gréasétion system.

As Seen in Vogugy Hill (2004) outlines the influence ®oguemagazine on the fashion
industry by providing pictures and literature featlinVVogueduring each decade since the
establishment of the fashion magazine. Hill alscwkssed the development of the fashion
magazine an¥ogueés presence among consumers. He identified Hasgazar as “the first
American women’s magazine that focused primarilyashion” (p. 2). By the end of the
nineteenth century, however, American society hembme inundated with many fashion
magazines, includingogue The first edition oV oguewas published in December of 1892.
The content of the magazine was originally writienboth a male and female consumer group;

however, as the magazine became more establislibdcame more detailed, with specific

10



descriptive text” that focused primarily on womeféshions (p. 8). According to Hill, while
Vogueés readers were interested in couture fashion,ureuvas too expensive for many readers.
Therefore, the magazine began incorporating clgtpatterns that were variations of the couture
trends. One important aspectMagues content, both in the past and present issuéseof
magazine, as identified by Hill, is its duality.ogueprovides information on the latest trends in
“high-fashion, art, and photography” while simukaunisly running advertisements for ready-to-
wear clothing (p. 8). This duality represents Aizean women'’s fashion agenda. While
American women are interested in high-fashion aag dream of owning couture, many women
can only afford ready-to-wear fashions.

According to the current body of literature, in®st important that fashion magazine
content focuses on providing information on thesatrends and news in fashion, while also
incorporating additional information for readersluding advertisements, photographs, surveys,
information on clothing, cosmetic, and accessomnues, and fashion forecasts.

Loyalty Tendency

In his bookSatisfaction: A Behavioral Perspective of the Comsr) Oliver (1997)
outlined his four-stage loyalty model and scalée Todel is linear as each progressing stage
represents an increase in customer loyalty. O$ifeur stages are Cognitive Loyalty, Affective
Loyalty, Conative Loyalty, and Action Loyalty. Uké many other loyalty scales that only test a
consumer’s attraction to a brand, Oliver’'s scaldrasises both “a consumer’s attraction to a
brand” and “the consumer’s vulnerabilities to swihg” (p. 398). Therefore, for each stage of
the scale, Oliver identifies potential sustainéastors that might encourage a consumer to
continue purchasing a brand) and vulnerabilitiast@rs that might discourage a consumer from

continuing to purchase a brand). Through Oliveesearch, marketers can understand the

11



importance of emphasizing sustainers and limitinperabilities, while encouraging their
consumers to reach their next loyalty levels.

Sivadas and Baker-Prewitt (2000) built ugdiver’s four-stage loyalty model to
develop their own model for determining the factiiat influence store loyalty for department
stores. The model that Sivadas and Baker-Prewpibthesized and tested is much more
involved than Oliver's model because it is not &ifly linear. However, the researchers, like
Oliver, based their model on the idea that “loy&ta matter of degree and lies on a continuum”
(p. 77). In the first stage, cognitive loyalty, ®ivadas and Baker-Prewitt’s model, the customer
evaluates service quality. Once the customer mioneshe second stage of loyalty, affective
loyalty, relative attitude and satisfaction areeleped (relative attitude is developed through
customer satisfaction and improved service qualitiya customer reaches the third stage of
loyalty, then they will begin recommending the stto others and will continue making
purchases from the store. In the fourth stageptbeious stages become intertwined to
encourage the customer’s complete loyalty towaedstbre. Through the testing of their model,
the researchers found that while satisfaction de¢sncrease store loyalty or improve relative
attitude, it does lead to a customer’s likelihodanaking repurchases at the specified store. In
addition, customer’s that are likely to recommemel $tore to others are more likely to exhibit
loyalty toward that store. The results indicatat tttonsumers who are more likely to
recommend a department store also tend to be mypaétb that store” (p. 79).

In their article on loyalty tendency, Wong and SdR803) tested two levels of store
loyalty, loyalty to employees, and loyalty to trengpany, in order to determine which type of
loyalty was the most influential. The researchietsd that service quality influences customer

loyalty but that the influence of service quality customer loyalty is greatest in the loyalty to
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the company level. In addition, the researcheatetethe influence of reliability, responsiveness,
assurance, empathy, and tangibles on the two levébyalty (Wong & Sohal, 2003). At the
loyalty to employees level, the results indicatest €mpathy, or “caring, individualized attention
given to customers,” has the greatest influence arthe loyalty to the company level,
tangibles, or “appearance of psychical facilitexgipment, personnel and written materials,”
have the greatest influence (Wong & Sohal, 200393).

David (2006) discussed the shifts in loyalty termjeamong the readers @bgue
magazine by analyzing the evolution\adguefrom a fashion magazine primarily focused on
attracting Manhattan socialites to one that emisracel reinforces mainstream American
fashions, like those produced by the Gap. Theaaghggested that in concerning itself with
American fashionsyoguehas helped Americans to become loyal to Americands and
fashions instead of focusing on and idealizing $tami trends, like those originally associated
with Vogue In addition, David outlined the developmenMalgue’'sconsumers, showing the
shifts in consumer loyalty to the magazine oveetinbavid’s research demonstrates a fashion
magazine’s potential for social influence if thelfson magazine can attain loyal consumers.

The current body of literature for loyalty tendgriccuses on testing various models and
factors influencing loyalty. Most of the literatuhypothesizes that service quality is a factor
influencing store loyalty. While the current boaofyliterature is devoid of any general
information on loyalty toward fashion magazinesyida article outlines the simultaneous shifts
that occurred withivoguemagazine and the loyalty of the magazine’s consgraip.

Therefore, determining the level of loyalty of thizishion magazines’ consumer group could be
potentially helpful to fashion magazine marketershat they can develop systems to attract and

retain current and potential customers.
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Fashion Magazine Usage

In the 2£' century, magazines are used by consumers for @geem a variety of cultural
aspects (Hill, 2004). In his book, Hill discusskd tlevelopment of the usage of magazines and
how the magazine has transformed into a cultusdtustion manual for its readers. For
example Voguemagazine has served a variety of uses throughoakistence and currently
incorporates, in addition to fashion related topicBrmation on art, photography, celebrities,
and other forms of entertainment. The contentaguehas been responsible for the
development of the ways in which the magazine veasl by its consumers during previous time
periods. Vogues inclusion of garment patterns, in previous cepgj is an example of how
consumers of the magazine used the magazine téopetreir wardrobe; therefore, not only did
consumers readogueto find out the latest trends, but they dependethe magazine to provide
them with the means, or patterns, of creatingrieds, at a fraction of the price. In addition,
because the magazine provided detailed informatmut the latest high-fashion trends,
consumers began using the magazine as an instruniaual for information on shaping their
wardrobe.

A number of researchers have indicated the impoetah fashion magazines and their
usage. A study conducted by Ahrens, Gray, and &y(#004) provides evidence of the
influence of fashion magazine usage on consumesgfepences and lifestyle choices. The
researchers surveyed the four most circulated dastiagazines from 1959 to 1999 to analyze
the changes in the thinness and body exposurevef coodels. The study concluded that all
four of the magazines showed an increase in exppthinness, and full body photos of models
and, therefore, exposed readers to an unrealigtitath ideal female image. The study indicates

that society is continually being exposed to trehian leadership of magazines, and the increase
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in eating disorders over the past few years mawshat society is adopting the overly thin ideal
body image that fashion magazines so often portkgmilton and Turner (1997) also tested the
relationship between media exposure and body aatish. The participants were asked to fill
out a questionnaire measuring their body satisfactiAs hypothesized, the group that read
fashion magazines conveyed a greater level ofratish with their weight and had a higher

level of interest in thinness. These results stppber researchers’ concerns that the influence
of fashion magazines can be unhealthy if fashiogan@me consumers strive to achieve
unrealistic and dangerous levels of thinness asuatrof media exposure (Ahrens, Gray, &
Sypeck, 2004). In their study, Thomson, McCoy, t@is®n, and McWilliams (2002) analyzed
the relationship between fashion magazine reagessid anorexic tendencies in college females
in order to better understand the role of the mediafluencing eating disorders. While they
found that women’s usage of fashion magazinesimsgpily related to their desire for self-
improvement rather than a need for entertainmbatrésearchers did not find that magazine
usage reinforces readers’ anorexic tendencies.atitters, however, did conclude that if a
reader has anorexic tendencies prior to fashioramag exposure, then that reader’s tendencies
may be further reinforced by the exposure.

Although most articles on magazine usage focusemelationship between fashion
magazine exposure and usage and eating disordengdults also suggest the potential
influence that fashion magazine usage may haveasty. In addition, historical accounts of
fashion magazines show the importance of fashiogaziaes, both in the past and present, in
serving as a resource for consumers to use in nmgckbleir wardrobes and determining the

latest fashion trends.
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Summary of Literature

The current body of literature outlines the impod& of demographic and behavioral
influences in the determination of fashion consugreups. In addition, fashion leaders and
followers differ greatly in their exposure to amshge of the media. Summers (1970) determined
that fashion leaders are typically exposed to a®dthhle media more often and on a regular basis
than fashion followers. According to the bodyitérature, the primary purpose of a fashion
magazine is to provide information on fashion teeadd news. While the current body of
literature on loyalty tendency lacks a great dedrimation on consumers’ loyalty toward
fashion magazines, most of the literature providesels and/or methods for testing the
significance of specific factors in influencing @xsumer’s loyalty to a certain store. Fashion
magazine usage literature almost exclusively fogwsethe influence that magazine usage has
on the development of a consumer’s tendenciesf@ating disorder. Fashion magazines,
however, continue to serve a cultural purpose @g &let as a resource for consumers in

identifying fashion trends and constructing theardrobes.
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CHAPTER 3
CONCEPTUAL FRAMEWORK

Statement of Purpose

The purpose of this study was to examine the diffees in fashion magazine content
preference, fashion magazine usage, and loyaltetesy toward fashion magazines among the
identified fashion consumer groups and to analgeer¢lationships among preference of fashion
magazine content, loyalty tendency toward fashiagazines, and fashion magazine usage.
Based on the literature pertaining to fashion lestip and fashion consumer groups, fashion
magazines, and consumer loyalty tendency (Hirsch#nAdcock, 2006; Stone, 2004; Oliver,
1997), the researcher developed a framework teses\the conceptual basis of the study in
order to test the relationships proposed in theothgses.

Conceptual Framework

The current body of literature pertaining to fashieadership and fashion consumer
groups includes several studies with a variety efhmds and instruments used to observe and
classify a consumer’s fashion leadership orientati@f the methods and instruments outlined in
the literature review, currently, the most widebed method for testing fashion leadership is The
Measure of Fashion Innovativeness and Opinion Lshge which was developed in 1987 by
Hirschman and Adcock to “categorize fashion conssrimo one of four different groups:
fashion innovators, fashion opinion leaders, intieacommunicators, and fashion followers
(Studak & Workman, 2006). In addition, although #tale was developed in 1987, studies, like

that conducted by Studak and Workman, have fouadd¢hle to continue to be reliable and to
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provide results consistent with those first fourydHirschman and Adcock. Researchers have
used the scale in a wide range of studies to degjiyndategorize respondents into fashion
consumer groups (Hirschman & Adcock, 1987; Workafidd, 2000; Workman & Johnson,
2003; Stanforth, 1999; Studak & Workman, 2004; 8ku@ Workman, 2006).

While Stone (2004) provides a list of the varityges of content found in fashion
magazines (“advertisements for apparel, cosmetits accessories,” “report[s] and
interpret[ations of] the fashion news,” “readengys”, “fashion forecasts,” and pictures of
current fashions accompanied by editorial credit® researcher felt that some important types
of content were not included in Stone’s list (p6%3In an effort to create a more complete scale
for the purpose of testing fashion magazine contaetresearcher combined Stone’s list of
content with other types of content that were deteed by the researcher. The researcher
determined additional fashion magazine contemi¢tude in the study by conducting in-depth,
written interviews with 73 undergraduate studentsrder to determine the types of fashion
magazine content most important to the respondemtstermining whether to purchase a
fashion magazine. The researcher included thestgptashion magazine content the
respondents most frequently identified as importahem in making a purchasing decision for
a fashion magazine.

Oliver's (1997) Four-Stage Loyalty Scale provié®@sadequate measure for a consumer’s
loyalty to a specific brand (see Figure 3.1). didifon, the model measures a consumer’s
loyalty to the brand at each of the four stagethefmodel, and each stage represents a specific
way in which the consumer evaluates a brand taéte their loyalty to the brand (Oliver,

1997). The researcher selected Oliver's Four-Stagalty Scale because unlike many loyalty
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scales, Oliver’s model not only tests “the consusnattraction to a brand but also the
consumer’s vulnerabilities to switching” brandsig@t, 1997, p. 398).

The current body of literature on fashion magazisage is lacking information on how
consumers use, or gather information from, fashiagazines. Since a scale for measuring
fashion magazine usage does not exist, the resgatekieloped the criteria for usage and the
scale to be used in testing. In order to insuaé @hvalid and useful scale was developed, the
researcher conducted in-depth, written interviewh W3 undergraduate students. Based on the
responses of the students, the researcher devedogpeEale to measure the questions asked in the
written interviews.

A conceptual framework model has been developatidyesearcher in order to further
address the research objectives and hypothesaba@pdoposed relationships between fashion
consumer groups and fashion magazine contenttyotgidency, and fashion magazine usage

(see Figure 3.2).

Fashion Magazine Content

[ Fashion Consumer Groups] [ Usage ]

A 4

Loyalty Tendency

Figure 3.2 Conceptual Framework Model
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Conceptual Definitions

1. Fashion Magazine
A magazine whose “primary function” is “reportingdainterpreting the fashion news”
(Stone, 2004, p. 436).

2. Fashion Consumer Groups
Fashion consumer groups are identified and detedniased on a consumer’s measure
of fashion innovativeness and opinion leadershipd&k & Workman, 2006).

3. Fashion Magazine Content
As outlined by Stone (2004), fashion magazine admefers to a combination of
“advertisements for apparel, cosmetics, and acdess@nd “report[s] and
interpret[ations of] the fashion news” (p. 436)askion magazine content may also
contain “reader surveys”, “fashion forecasts”, aaditorial credit[s]” (p. 436). For the
purpose of this study, fashion magazine contewt rafers to all of the information, text,
and visuals provided in a fashion magazine.

4. Loyalty Tendency
Oliver (1997) defines customer loyalty as “a dedpdd commitment to rebuy or
repatronize a preferred product or service condilsten the future, despite situational
influences and marketing efforts having the potgniti cause switching behavior”
(p. 392).

5. Fashion Magazine Usage
For the purpose of this study, fashion magazingeisafers to how long a consumer

keeps a magazine after the initial purchase.
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Research Hypotheses

According to Summers (1972), fashion consumer ggdwgve the greatest preference toward
media outlets that are reflective of their own iagts. Based on this information, fashion
consumer groups may vary in their preference dfitasmagazine content according to their
preference for fashion magazines as a media oukletrefore, the following hypothesis was
developed:

» H1: The identified fashion consumer groups widqe different emphases on fashion

magazine content.

According to previous study, consumer groups hageeater preference toward media outlets
that are reflective of their own interests (Summaes2); therefore, the following hypothesis
was developed:

* H2: The identified fashion consumer groups wiéalifferent loyalty tendencies

toward fashion magazines.

Summers (1972) indicated that fashion consumerpgradth a higher level of fashion
leadership and innovativeness are more likely texposed to media outlets, including fashion
magazines. Based on this information, the foll@nypotheses were developed:

* H3: The identified fashion consumer groups wikk iashion magazines differently.

* H3a: The identified fashion consumer groups wrifled in the number of fashion
magazines that they purchase.
* H3Db: The identified fashion consumer groups wiitledt in the length of time that
they keep fashion magazines.

Because previous study has determined that consymefer media outlets that contain editorial

content that is reflective of their own interessifnmers, 1972), the researcher concluded that
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editorial content may directly encourage loyaltydency and fashion magazine usage; therefore,
the following hypotheses were developed:
» H4: Fashion magazine content will influence loyaéindency.
» H5: Fashion magazine content will influence consuasage of fashion magazines.
» Hb5a: Fashion magazine content will influence tbeher of fashion magazines
that a consumer purchases.
* H5b: Fashion magazine content will influence #negth of time a consumer
keeps a fashion magazine.
Previous studies have determined that loyalty tdvegparticular brand is positively related to
the repeated purchases, or usage of that partiotdad (Griffin, 1996; Jarivs, Ostrom, &
Grayson, 1977; Ranaweera & Prabhu, 2003). Thexeftbe following hypotheses were
developed:
» H6: Loyalty tendency will influence consumer usafjéashion magazines.
* H6a: Loyalty tendency will influence the numberfagshion magazines that a
consumer purchases.
* H6b: Loyalty tendency will influence the lengthtohe a consumer keeps a

fashion magazine.
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CHAPTER 4
METHODOLOGY

Sample & Population

The population for this study consisted of femalkege students at the University of
Georgia in Athens-Clark County, Georgia. A conesige sample of female college students
between the ages of 18 and 22 completed the résgqaestionnaire.

Instrument Development

In order to collect information, to be used irstbtudy, related to the differences between
the identified fashion consumer groups accordingréderence of fashion magazine content,
loyalty tendency toward fashion magazines, andidéasimagazine usage, a structured
guestionnaire was developed and administered tedimple. Many of the statements provided
in the questionnaire were duplicated from or basegrevious studies (Hirschman & Adcock,
2006; Stone, 2004; Oliver, 1997).

Because previously developed scales for preferefif@shion magazine content and
fashion magazine usage did not exist, an in-deptkten interview was conducted with 73
female undergraduate students at the UniversiGyeafrgia in order to create these two scales for
the current study. The respondents were askedjtwstions pertaining to fashion magazine
usage (one for the number of fashion magazinedhbgtpurchase and one for the length of time
that they keep fashion magazines). The interviesgegdondents were also asked to identify the
types of fashion magazine content that are mospitapt to them. The respondents were also

asked one question relating to demographic classifin. The participants in the written
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interview were made ineligible for responding te flmal questionnaire in order keep from
skewing the data.

The questionnaire was made up of five sections.fiFbt section tested the respondents’
fashion magazine usage. The first question seasetipreliminary question by asking
respondents to answer whether or not they hadaitafashion magazine(s). If respondents
answered negatively, they were asked to turn im theestionnaire without answering any
further questions. The second question asked negmbs to identify their favorite fashion
magazine(s). The purpose of the second questisniavgerve as a preliminary inquiry for the
loyalty tendency and fashion magazine usage scdles.third question was a preliminary
guestion focused on identifying the respondentsghechase fashion magazines. If a
respondent answered negatively to the preliminagstion for usage, they were asked to skip
the remaining questions in section 1 and contiheajuestionnaire at the beginning of section 2.
If the respondent responded positively, howevethégpreliminary question for usage, they were
asked how many fashion magazines they purchaseraudiscribe to monthly and the average
number of months they keep their fashion magazmeésre discarding them. Because a scale
did not previously exist for testing fashion mag&zusage, the researcher developed a scale
based on the interview responses.

The purpose of the second section was to idertéyfdshion consumer groups by using
The Measure of Fashion Innovativeness and Opineadership as developed by Hirschman and
Adcock (1987). The Measure of Fashion Innovatigsrand Opinion Leadership consists of six
guestions measured on a four-point Likert-typeescdlhe first three questions pertain to and
measure a consumer’s level of fashion innovativeresd the last three questions measure a

consumer’s level of opinion leadership. (Studak &¥Wnan, 2006).
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The purpose of the third section was to identiky tespondents’ preferences toward
fashion magazine content. The questions were dpgdlbased on Stone’s (2004) description of
fashion magazine content. The researcher alsalaattiitional fashion magazine content items
based on the results of the written interview. fEquestion was measured on a four-point
Likert-type scale.

The fourth section of the questionnaire addrefisedespondents’ loyalty tendencies
toward fashion magazines by using Oliver’'s (19%y{stage loyalty scale. The scale consists
of four questions, each question measured on adoimt Likert-type scale, with one question
based on each of the four types of loyalty: cogajtaffective, conative, and action.

The purpose of the fifth section of the questioreaas to collect information on the
respondents’ basic demographic characteristice fallowing characteristics were included:
age, gender, race/ethnicity, classification, mgn#llowance, employment, and monthly salary.
The scale for monthly allowance (provided by pasentguardians) was developed based on the
results of the written interview. In addition, theale for employment (part-time or full-time)
was determined based on information provided byHVerett Clinic (2007).

Once the questionnaire was approved by the Itistital Review Board, a pilot test was
administered. The pilot test was conducted witarity-five participants in order to detect any
confusion in the questionnaire’s wording and inesrid ensure the validity of the scales. All
pilot test participants were undergraduate femalkege students ages 18 to 22. The
respondents gave no indication of confusion inpite study; therefore, the pilot study
guestionnaire was finalized and submitted to tls#itutional Review Board (IRB) for approval.

The final questionnaire was approved by the IRRhendate of November 302007

(see Appendices A and B). The questionnaires there distributed to the respondents during
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university classes over a two month period. Thestjannaire was administered to students
from the family and consumer sciences and artssaighces colleges at the University of
Georgia. Among the 394 questionnaires returned wldre immediately discarded because the
respondents failed to provide the desired respdisine preliminary questions. Of the 275
guestionnaires remaining, another 19 were discardeduse the respondents either failed to
complete all of the required questions or did neehthe specified age, gender, or classification
requirements. Therefore, 256 qualified questiomsaiemained for use in the data analysis. No
incentives were provided for completing the questaire. Table 4.1 displays the responses for

the questionnaire.

Table 4.1

Responses for the Questionnaire

Qualified Unqualified
Sample Respondents Questionnaires Questionnaires
Total 394 256 138

Data Analysis

Data gathered from the survey was entered intlmgater database and analyzed using
the Statistical Package for Social Sciences (SP&fgyam. The data analysis consisted of
exploratory factor analysis, analysis of summatstes, multivariate analysis of variance
(MANOVA), analysis of variance (ANOVA), simple amaultiple regression, and descriptive
statistics including means, frequencies, percentdad classifications of the fashion consumer

groups.
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In preparation for hypothesis testing, explorat@agtor analysis was used to transform
the fashion magazine content scale into fewer da@s. In addition, the respondents were
classified into three fashion consumer groups basddadership, and the summated scores for
loyalty and usage were determined.

MANOVA was employed to test Hypothesis 1 and wasdu® examine the relationship
between fashion consumer group and preferencesbidia magazine content. ANOVA was
employed to test Hypotheses 2 and 3 and to exattneelationship between (1) fashion
consumer group and loyalty tendency and (2) fasbamsumer group and fashion magazine
usage.

Multiple regression analysis was employed to kgiotheses 4 and 5 and to examine the
relationship between (1) preference of fashion magacontent and loyalty tendency and (2)
preference of fashion magazine content and faghagazine usage. Simple regression analysis
was employed to test Hypothesis 6 and to exammediationship between loyalty tendency and

fashion magazine usage.
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CHAPTER 5
RESULTS

Respondent Demographics

A summary of the respondents’ characteristics aswshin Table 5.1. 100% of the
respondents were female undergraduate studerits bintiversity of Georgia. All respondents
ranged in age from 18 to 22. The highest percentdgespondents were 20 years old (nearly
31%), and the lowest percentage of respondents I@years old (9%). Almost 26% of the
respondents were 19 years old, while 23.4% of ned@ats were 21. Only 10.9% of respondents
were 22 years old. Corresponding with age, thadsgpercentage of respondents (at almost
37%) had a college sophomore classification. ®astlnumber of respondents (at 2%) were
classified as a fifth year or more. In additio,3%6 were classified as juniors, 18.4% were
classified as seniors, and 15.6% were classifidoeabmen.

The respondents varied greatly in the amount ofthigm@llowance, including living
expenses, that was provided by their parents. Wddir.6% of the respondents received
between $0 and $199 per month from their pareft892 received $200 to $399, 19.9%
received $400 to $599, 15.6% received $600 to $¥89% received $800 to $1,000, and 13.7%
received over $1,000 per month. While the majarftgtudents were unemployed (62.1%),
35.5% had part-time jobs at 29 hours per weekss, lend 2.3% had full-time jobs at 30 hours or
more. Because most students were either unemptoyedrked as interns (63.3%) they
received $0 in monthly salary, 1.2% received betwkkand $100, 5.9% received between $101

and $200, 7.4% received between $201 and $300, &8étved between $301 and $400, 4.7%
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received between $401 and $500, 8.6% received beat$801 and $1,000, and 2.7% received
over $1,000 per monthly salary. The majority {#eliover 90%) of the respondents identified
their race/ethnicity as Caucasian/White, while @gpondents identified themselves as American
Indian/Aleut. Around 3.5% of respondents identifttemselves as African American, 0.8% as

Hispanic, 3.9% as Asian/Pacific Islander, and 1a8%6ther.

Table 5.1

Profile of Respondents

Number Percentage
18 23 9.0%
19 66 25.8%
Age 20 79 30.9%
21 60 23.4%
22 28 10.9%
Gender Male 0 0.0%
Female 256 100.0%
Race Caucasian/White 231 90.2%
African American 9 3.5%
Hispanic 2 0.8%
Asian/Pacific Islander 10 3.9%
American Indian/Aleut 0 0.0%
Other 4 1.6%
Classification Freshman 40 15.6%
Sophomore 94 36.7%
Junior 70 27.3%
Senior 47 18.4%
Fifth Year or More 5 2.0%
Graduate 0 0.0%
Monthly Allowance  0-199 45 17.6%
200-399 52 20.3%
400-599 51 19.9%
600-799 40 15.6%
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800-1,000 33 12.9%

Over 1,000 35 13.7%
Employment None 159 62.1%
Part-time 91 35.5%

Full-time 6 2.3%
Salary 0 162 63.3%
1-100 3 1.2%

101-200 15 5.9%

201-300 19 7.4%

301-400 16 6.3%

401-500 12 4.7%

501-1,000 22 8.6%

Over 1,000 7 2.7%

According to the Office of Institutional Researdhlae University of Georgia (2007),
80.3% of all undergraduate students at the UnityeodiGeorgia in the fall of 2007 identified
themselves as White, 6% as Black/African Ameri€a6% as Asian/Pacific Islander, 2.2% as
Hispanic, 2.6% as Multiracial (including Americardlan/Aleut and other), and 2.1% did not
report their race/ethnicity. In addition, 20.9%uadifundergraduate students during the fall of
2007 were freshmen, 22.1% were sophomores, 25.1%jweiors, 30% were seniors, and 1.3%
were irregular, transient, or continuing educastudents (including fifth year or more
undergraduate students). Also in the fall of 2@2Z% of students were age 17 or under, 50.9%
were ages 18-20, 42.8% were ages 21-24, and 6.X&oover 24 years old. Because the data for
this study were collected using the conveniencepamtechnique, the respondents’
demographic characteristics were not wholly reprega/e of the demographics reported by the

University of Georgia for the fall of 2007.
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Instrument Reliability

Cronbach’s alpha value was computed for the soekesuring fashion magazine content
before conducting the exploratory factor analysisrder to determine the internal consistency
aspect of reliability. The fashion magazine cohssale, which consisted of 31 items, had an
alpha value of 0.82. According to Hair et al. (839f a Cronbach’s alpha value is higher than
0.60 for a scale, then the scale is consideredye good reliability. Therefore, based on
previous research, and as indicated from Cronbadpls value, the fashion magazine content
scale for this study had high reliability.

Preliminary Analyses

Factor Analysis

Before testing the individual hypotheses for thelg, an exploratory factor analysis
(EFA) with varimax rotation was performed for fashimagazine content. Based on the factor
analysis, items with rotated loadings greater &0 and factors with eigenvalues greater than
1.0 were retained. Items that did not load grethizn 0.50 and that loaded on more than one
factor with a loading score equal to or greatent®a0 on each factor were excluded from the
analysis (Chen & Hsu, 2001). These requirements weed to ensure that each item only
loaded on one factor. In addition, those factbed included only one item were eliminated from
the analysis. According to this criterion, seviams were discarded from the analysis. The
seven deleted variables are listed in Table 3&ng with communalities greater than 0.4 were
retained. Based on the information provided byrldaal. (1998) that determined a variable’s
communality to represent the amount of varianadénfactor solution explained by the variable,

variables in this study with communalities lessntBa40 were deleted from the analysis because
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they were not significant in explaining variand@ne item (item 21) was discarded because it

was not significant in explaining variance.

Table 5.2

Deleted ltems

11 The fashion magazine provides informatiorafiardable stores to shop for clothing.
18 The fashion magazine gives advice on houstoclothing to flatter your body shape.
19 The fashion magazine features classic cigthiyles that are familiar to me.

21 The fashion magazine features “what notearnifashion sections.

22  The fashion magazine features a horoscope.

27 The fashion magazine features current tréordsccessories.

30 The fashion magazine provides informatiorand pictures of runway shows.

Once the factor model was re-specified with thdweston of the seven deleted items, 24
items remained. From these remaining items, séactars were formed, indicating that 61.50%
of the total variance was explained by seven fashiagazine content dimensions. The factors
were retained according to a Cronbach’s alpha vaflug0 and greater. Factor 1 included seven
items, with Cronbach’s alpha coefficient of 0.7@ @m eigenvalue of 3.99 explaining 12.88% of
the total variance. Factor 2 included four itemigh Cronbach’s alpha coefficient of 0.71 and
an eigenvalue of 2.64 explaining 8.51% of the tegmlance. Factor 3 included two items, with
Cronbach’s alpha coefficient of 0.82 and an eigarevaf 2.46 explaining 7.95% of the total
variance. Factor 4 included two items, with Crastba alpha coefficient of 0.60 and an
eigenvalue of 1.79 explaining 5.76% of the totalarace. Factor 5 included three items, with
Cronbach’s alpha value of 0.53 and an eigenvalde explaining 5.69% of the total variance.

Factor 6 included three items, with Cronbach’s alpalue of 0.56 and an eigenvalue of 1.68
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explaining 5.43% of the total variance. Facton@luded three items, with Cronbach’s alpha
value of 0.42 and an eigenvalue of 1.51 explaidii®y% of the total variance. Considering the
nature of the exploratory factor analysis, Crontmalpha value for Factor 7 resulted in less
than .50. It was, however, meaningful to retais fashion magazine content factor as it
represented an exploratory dimension under fasimiagazine content.

The seven factors were named based on similaatresg the items that made up each
factor (Table 5.3). Factor 1 was nant@eneral Fashion Trends/Product3he items included
in Factor 1 (7, 12, 6, 24, 14, 23, and 28) pertatoecurrent fashion trends (items 7, 12, and 23)
and information about where to purchase fashicatedlproducts (6, 24, and 14). Item 28 “The
fashion magazine has information on the latest newse fashion and textile industry” was also
included in Factor 1 because fashion and textiesnean be considered a sub-sector of current
fashion trends. Item 30 related to “runway shoasd was deleted from Factor 1 because of a
high cross-loading.

Factor 2 was namddon-Clothing Informatiorand included four items (8, 25, 26, and
29). Items 8, 25, and 26 included information ealth, exercise, hairstyles, and cosmetics.
While item 29 “The fashion magazine features ‘hoWatticles for advice on cosmetics,
hairstyles, accessories, and apparel” includedrappgwas not specific to apparel and was
therefore included ilNon-Clothing Informationitem 27 “accessories” was deleted from Factor
2 because of a high cross-loading.

Factor 3 was namderice and included two items (2 and 13). Both itemggeed to the
importance of considering price when purchasingshibn magazine. Item 21 “what not to
wear” was deleted from Factor 3 because it wasigaificant in explaining variance, while item

11 “affordable stores” was deleted because of h tigss-loading.
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Table 5.3

Factor Analysis Results: Fashion Magazine Contémedsions

) Variance
Eigen | Factor ) Cronbach
Factor No. Statement ) Explained
Value | Loading Alpha
(%)
7 | The fashion magazine features current 26
fashion trends and how to wear them. '
12 | The fashion magazine provides fashion
forecasts of colors and trends for the 71
upcoming seasons. '
6 | The fashion magazine provides websites pn
where to purchase the clothing styles o7
featured in the fashion magazine. '
Factor 1:
24 | The fashion magazine features articles or
General ) ) o
. designers and their latest clothing lines and 12.88% .79
Fashion ) . } . .64
gives designer product information.
Trends/Productg . .
14 | The fashion magazine features an
assortment of retail venues that sell currept 61
fashion trends. 3.99 '
23 | The fashion magazine contains an analysjis -
of current fashion trends. '
28 | The fashion magazine has information on
the latest news in the fashion and textile -
industry. '
25 | The fashion magazine features current .83
hairstyle trends.
26 | The fashion magazine features current 77
Factor 2: cosmetics trends.
Non-Clothing | 29 | The fashion magazine features “how to” | 2.64 8.51% 71
Information articles for advice on cosmetics, hairstyles, .65
accessories, and apparel.
8 | The fashion magazine provides informatign .50
on health and exercise topics.
2 | The fashion magazine has an affordable .81
Factor 3: )
) price. 2.46 7.95% .82
Price ) ) )
13 | The fashion magazine has a price that sepms a7
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reasonable to me.

Factor 4:

Celebrity News

20

31

The cover has a high-quality photograph,
featuring a celebrity or model that |
recognize, good headlines, and an attract
layout.

The fashion magazine features celebrity

fashions, photography, news, and events

ve
1.79

g7

.63

5.76%

.60

Factor 5:
Familiarity/

Presentation

16

15

17

The fashion magazine features clothing
brands that are familiar to me.

The fashion magazine has large-sized
pages, and the text is easy to read.
The fashion magazine has informative

article

1.76

.62

.61

.60

5.69%

.53

Factor 6:
Layout/
Advertising

The fashion magazine has many pages w
lots of information.

The fashion magazine provides
advertisements for apparel, cosmetics, ar
accessories with high-quality, glossy
photographs.

The fashion magazine has high-quality,

glossy pages.

ith

o

1.68

74

.63

.55

5.43%

.56

Factor 7:

Diversity

10

The fashion magazine features a wide
variety of cultural dress.

The fashion magazine contains reader
surveys.

The fashion magazine features photograp

of street fashions.

151

hs

.64

.61

57

4.87%

42

Factor 4 was namedelebrity Newsnd included two items (20 and 31). Both items

pertained to the representation of celebritiegjtimer feature sections or celebrity news, in

fashion magazines.
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Factor 5 was given the narkRamiliarity/Presentatiorand included three items (15, 16,
and 17). Item 15 specifically referred to the textiayout of the fashion magazine, item 16
pertained to the familiarity of apparel brands esgnted in the fashion magazine. Item 17
referred to how informative a fashion magazinetglas are, and it was, thereby, included with
Familiarity/Presentatiorbecause the item referred to the information priegien of the articles.

Factor 6 was namddayout/Advertisingand included three items (1, 3, and 4). Items 1
and 3 referred to the quality of a fashion magdgipages, and Item 3 also described the
importance of appealing advertisements. Item 4iSpally described the amount of
information provided in the layout of a fashion raame’s pages.

Factor 7 was named Diversity and included threastés, 9, and 10). Items 5 and 9
referred to a fashion magazine’s inclusion of aaltdiversity, including street fashions. Item
10 described the importance of a fashion magazinelgsion of reader surveys, which may
highlight the diversity within the various persatiak represented in a fashion magazine’s
readership.

The mean values and standard deviations for thensaghion magazine content factors
and the 24 items remaining for fashion magazineesdrare listed in Table 5.4. The 24 items
were measured on a 5 point Likert type scale rapfyom 1 indicating “Not Important” to 5
indicating “Very Important”. Based on the explanat factor analysis, fashion magazine content
was classified into seven factors. The mean valfifse items included in each factor were
used to calculate the mean values and standardtabens for the corresponding seven fashion
magazine content factors. The first factor, inolgdseven items, was naméegneral Fashion
Trends/Productsthe second factor, including four items, was ndiden-Clothing Information

the third factor, including two items, was nan&ite; the fourth factor, including two items,
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was namedelebrity Newsthe fifth factor, including three items, was name
Familiarity/Presentationthe sixth factor, including three items, was ndmayout/Advertising

and the seventh factor, including three items, masedDiversity.

Table 5.4

Means and Standard Deviations for Fashion Maga2orgent Constructs

Factor No. Mean S.D.
7
12
Factor 1: 6
General Fashion 24 3.81 0.59
Trends/Products 14
23
28
25
Factor 2:
26
Non-Clothing 29 3.91 0.68
Information
8
Factor 3: 2
3.82 0.99
Price 13
Factor 4: 20
3.75 0.88
Celebrity News 31
Factor 5: 16
Familiarity/ 15 3.52 0.68
Presentation 17
Factor 6: 4
Layout/ 1 3.33 0.76
Advertising 3
9
Factor 7:
_ ) 10 3.19 0.70
Diversity 5
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Table 5.5

Pearson Correlation Analysis for Variables

General Familiar-
) Non- ) )
Fashion . . Celebrity ity/ Layout/ . )
Usage| Purchasg Keqp Loyalt: Clothing Price o Diversity
Trends/ . News | Presenta-| Advertising
Information )
Products tion
Usage 3400 [ 17(%) -.08 -17(%) 6 .02 A1(%) .01
Purchase 2610%) .A7(*) -11(%) -21(%) .04 -.04 A1(%) .00
Keep .36(***) 16(*%) -.06 -.13(%) .07 .06 x) .01
Loyalty .26(**%) .05 .08 .19(%*%) .08 A7(% .02
General
Fashion
.28(***) 02 13(*) .19(***) '25(***) .28(***)
Trends/
Products
Non-
Clothing
.26(***) .18(**) .18(**) 14(*%) .26(***)
Informa-
Tion
Price -.02 .32(%*%) 24(%*%) 29(***)
Celebrity
21(***) .18(**) .02
News
Familiar-
ity/
'27(***) .21(***)
Presenta-
tion
Layout/
Advertis- .16(*)
Ing
Diveristy ---

*p<0.05 *p<0.01 **p<0.001

Table 5.5 shows the Pearson Correlations betweewattiables used in the hypotheses
testing. The variables include the following: #even perceived fashion magazine content
factors General Fashion Trends/Productdéon-Clothing InformationPrice, Celebrity News
Familiarity/PresentationLayout/AdvertisingandDiversity), loyalty tendency, usage, and the
two sub-aspects of usage: purchase and keep. odsh the table, loyalty tendendgeneral

Fashion Trends/Product®rice, andLayout/Advertisingvere all significantly correlated with
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usage and keep. In addition, loyalty tendef@@smeral Fashion Trends/Produgctdon-Clothing
Information Price, andLayout/Advertisingvere significantly correlated with purchaséeneral
Fashion Trends/Product€elebrity NewsandLayout/Advertisingvere all significantly
correlated with loyalty tendency. Because the séashion magazine content factors were
created through exploratory analysis and were tade@ with each other, the factors exhibit the
potential for multicollinearity. However, the celation between the seven factors may be
partially explained by the presence of some sintlaracteristics between the factors.
Fashion Consumer Groupings

The Measure of Fashion Innovativeness and Opineadership scale, developed by
Hirschman and Adcock in 1987, was used to deterthi@@espondents’ fashion consumer
groupings. Once the data were collected, the refgrds were grouped together according to
degree of innovativeness and opinion leadershipsinyg the summated score of the responses
for the six items included in The Measure of Fashmmovativeness and Opinion Leadership
scale (see Table 5.6). The fashion consumer gngaf the respondents were determined
using the frequency of the responses and dividintpiee. The frequencies of the responses
were then checked using frequency analysis andtagnam, which was used to determine the
normal distribution of classification of the respents into fashion consumer groups (see
Appendix C). The first group, or those responderits the lowest level of fashion leadership,
ranged on The Measure of Fashion Innovativenes©aiton Leadership scale from 6 to 15.
The second group, or those respondents with a mmeléivel of fashion leadership, ranged from
16 to 23, and the third group, or those with thghbst level of fashion leadership, ranged from
24 to 30. The first group made up 16.4% of thalt@spondents, the second group made up

63.7% of the total respondents, and the third groade up 19.9% of the total respondents.
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Table 5.6

Items Used in Determining Fashion Consumer Growging

1 How often are you willing to try new ideas abolothing fashions?

2 How often do you try something new in the needson’s fashions?

3 How often are you usually among the first fortew clothing fashions?

4 How often do you influence the types of clothfashions your friends buy?

5 How often do others turn to you for advice on fashand clothing?
6 How many of your friends and neighbors regard y®a good source of advice on clothing

fashions?

Hypotheses Testing

The hypothesis testing was based on the respoh2&§ demale undergraduate
participants who attended the University of Geongithe spring of 2008 and were 18 to 22
years old. A series of multivariate analysis afiamace (MANOVA), analysis of variance
(ANOVA), multiple regression analysis, and simpgnession analysis were conducted to test
the six hypotheses at the designated significaaed (alpha = 0.5) (see Table 5.7).

Hypothesis 1
* H1: The identified fashion consumer groups wilqe different emphases on fashion
magazine content.
Hypothesis 1 was concerned with the relationshipvéen the fashion consumer groups and
fashion magazine content. A previous study founad tonsumers were most likely to respond
to editorial content that reflected their persantdrests (Summer, 1972). Based on this result,
fashion consumer group 3 should prefer fashiorteélaontent in fashion magazines more so

than fashion consumer groups 1 and 2.
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Table 5.7

Variables for Hypothesis Testing

Hypothesis Analysis Independent Variable Depenianiable
Hypothesis 1 MANOVA Fashion Consumer Fashion Magazine
Groupé Content
Hypothesis 2 ANOVA Fashion Consumer Loyalty Tendency
Group$
Hypothesis 3 ANOVA Fashion Consumer Usagé
Group$
Hypothesis 3a ANOVA Fashion Consumer Purchaseg
Group$
Hypothesis 3b ANOVA Fashion Consumer Keep
Group$
Hypothesis 4 Multiple Regression Fashion Magazine Loyalty Tendency
Content
Hypothesis 5 Multiple Regression Fashion Magazine Usagé
Content
Hypothesis 5a Multiple Regression Fashion Magazine Purchase
Content
Hypothesis 5b Multiple Regression Fashion Magazine Keep
Content
Hypothesis 6 Simple Regression Loyalty Tendency Usagé
Hypothesis 6a Simple Regression Loyalty Tendency Purchasg
Hypothesis 6b Simple Regression Loyalty Tendency Keep

@ Fashion Consumer Groups are the three groups h&aium, and high) that the respondents were grointed
and was determined according to the responddatsee of fashion innovativeness and opinion |esmier
®Seven Fashion Magazine Content factorsGeaeral Fashion Trends/Produgctson-Clothing
Information Price, Celebrity NewsFamiliarity/Information Layout/AdvertisingandDiversity
¢ Loyalty Tendency equates to the sum of four itémms Section 4 (Items 1, 2, 3, and 4)
4 Usage equates to the sum of two items from Sedtigtems 4 and 5)
¢ Purchase equates to one item from Section 1 @jem

"Keep equates to one item from Section 1 (Item 5)

A factorial MANOVA was conducted to examine theatgnship between the fashion

consumer groups and fashion magazine contentidrahalysis, the independent variables were
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the three perceived fashion consumer groups (Igwnfgdium (2), and high (3)), and the
dependent variables were the seven fashion mageairient factors.

Among the seven constructs for fashion magazinéeotGeneral Fashion
Trends/Productéiad the highest mean score for fashion consunoeipds (the group with the
highest fashion innovativeness and opinion leaderstore) (m= 4.21), followed byNon-
Clothing Information(m = 3.90), andCelebrity Newgm = 3.70). Diversity had the lowest mean
score for fashion consumer group 3%r3.33). For fashion consumer group 2 (the gnoitp
the medium fashion innovativeness and opinion lesile score)Non-Clothing Informatiorhad
the highest mean score 13.87), followed byPrice (m = 3.86), andCelebrity Newgm = 3.76)
andGeneral Fashion Trends/Produdis = 3.76). Diversity had the lowest mean score for
fashion consumer group 2 @3.16). For fashion consumer group 1 (the gnwiip the lowest
fashion innovativeness and opinion leadership 3chien-Clothing Informatiorhad the highest
mean score (s 4.03), followed byPrice (m = 3.95), andCelebrity Newgm = 3.77). Diversity
had the lowest mean score for fashion consumempgddm= 3.15).

The multivariate tests under Pillai’s Trace criverrevealed that the main effect was
significant, as indicated by a significdfvalue,F(14, 496) = 4.13p < 0.001. MANOVA
revealed significant influences on two of the sefashion magazine content factoiGeneral
Fashion Trends/Produci{$-actor 1)Xp < 0.001) and.ayout/AdvertisingdFactor 2) p < 0.05).
Post-hoc tests using Tukey HSD were then conduotedmpare the mean values of the seven
fashion magazine content factors. The resultcatdd statistically significant differences
among the three fashion consumer group&emeral Fashion Trends/Produdactor 1) and

Layout/AdvertisingFactor 6) (see Table 5.8).

42



Table 5.8

MANOVA Results:

Preference of Fashion Magazine Content Accordirgashion Consumer Group

Independent Variables

Group Means

Fashion Fashion Fashion

Dependent Mean
Consumer Consumer Consumer df F
Variables Square
Group1l Group?2 Group 3
General Fashion Trends/Products 3.53 3.7¢ 421 590 2 19.1%+*
. Non-Clothing Information 4.04 3.87 3.9¢° 044 2 0.95
Fashion )
) Price 3.95 3.86' 3.56" 2.25 2 2.30
Magazine )
Celebrity News 3.77 3.76 3.7C¢° 010 2 0.13
Content o )
Eact Familiarity/Presentation 3.56' 3.53 3.48 0.09 2 0.19
actors
Layout/Advertising 3.17 3.2¢ 3.60° 259 2 4.63*
Diversity 3.15 3.16 3.33 056 2 0.32
General Fashion Trends/Products 0.31 253
Non-Clothing Information 0.46 253
Price 0.98 253
Error Celebrity News 0.78 253
Familiarity/Presentation 0.46 253
Layout/Advertising 0.56 253
Diversity 0.49 253

2 b yariation represents a significant difference lestwthe fashion consumer groups; a consistent Suygr
represents no significant difference between thbifm consumer groups
*pP<0.05 *p<0.01 **p<0.001

Fashion consumer group 3 placed the greatest emsghaSeneral Fashion
Trends/Productsvith regard to the preferences of the other tvehiilan consumer groups.
Significant differences existed between fashionscomer groups 1 and p € 0.05), and
significant differences existed between fashionscomer groups 1 and B € 0.001). Significant

differences also existed between fashion consunoeipg 2 and 3p(< 0.001).
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In addition, fashion consumer group 3 also plabedgreatest emphasis on
Layout/Advertisingvith regard to the preferences of the other tvahilan consumer groups.
Significant differences existed between fashionscomer groups 1 and B € 0.05) and between
fashion consumer groups 2 ands3<(0.05). However, little distinction existed be®swn fashion
consumer groups 1 and 2% 0.05).

Given the results of testing for Hypothesis 1, ¢heere significant differences among the
three fashion consumer groups in the emphasesdotacthe seven fashion magazine content

factors. Based on the overall MANOVA model, Hypesis 1 was supported.

General Fashion Trends/Producﬂs

4 N\

Non-Clothing Information
(. J
19.1%%* 1 . N

Price
(. J
[ Fashion Consumer Group . §
Celebrity News

(. J
4.63* p N

Familiarity/Presentation
(. J
4 N\

Layout/Advertising
(. J
4 N\
Diversity

(. J

*p<0.05 *p<0.01 **p<0.001

Figure 5.1. The MANOVA Results in Hypothesis 1helRelationship Between the Fashion

Consumer Groups and the Seven Fashion Magazine@drdctors.
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Hypothesis 2
* H2: The identified fashion consumer groups wiéalifferent loyalty tendencies
toward fashion magazines.

Hypothesis 2 was concerned with the relationshipvéen the three fashion consumer
groups and loyalty tendency toward fashion magazir@iver’s (1997) Four-Stage Loyalty
Scale was used to test loyalty tendency towarddasinagazines. Unlike many other scales,
Oliver's model simultaneously tests a consumeranbrattraction and retention.

A one-way analysis of variance (ANOVA) was cone@ukto test the relationship between
the three fashion consumer groups and loyalty teeyeln this analysis, the independent
variables were the three fashion consumer groaps (1), medium (2), and high (3)), and the
dependent variable was loyalty tendency, which egqlito the sum of scores for the four items
(1, 2, 3, and 4) in Section 4 that related to lpysdndency. In relation to loyalty tendency,
fashion consumer group 3 had the highest mean geore4.23), followed by group 2 (m
4.08), while group 1 had the lowest mean score (3r84).

The results indicated that significant differenegsted among the three fashion
consumer group$;(2, 255) = 6.44p < 0.01. According to Tukey’s test, fashion consum
group 1 was significantly different from group®2< 0.05) and group 3(< 0.001). Fashion
consumer groups 2 and 3 were not significantlyedght p > 0.05). (Table 5.9).

Given the results of the analysis, the respondéoyslty tendency toward a fashion
magazine differed according to their fashion consugnoup. Thus, Hypothesis 2 was

supported.
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Table 5.9

ANOVA Results: Loyalty Tendency According to FaghiConsumer Group

Independent Variables

Group Means

Fashion Fashion Fashion

Mean
Dependent Variable Consumer Consumer Consumer df F
Square
Groupl Group?2 Group 3
Loyalty Tendency 3.84 4.08 4.23 1.78 2 6.44*

2 ® ¢ variation represents a significant difference hestwthe fashion consumer groups; a consistent sjgr
represents no significant difference between thbifm consumer groups
*P<0.05 *p<0.01 ***p<0.001

[ Fashion Consumer Group

6.44**

\[ Loyalty Tendency ]

*p<0.05 *p<0.01 **p<0.001

Figure 5.2. The ANOVA Results in Hypothesis 2:eTRelationship Between the Fashion

Consumer Groups and Loyalty Tendency.

Hypothesis 3
* H3: The identified fashion consumer groups wikk @i@shion magazines differently.
* H3a: The identified fashion consumer groups diffler in the number of fashion
magazines that they purchase.
* H3b: The identified fashion consumer groups wiitledt in the length of time that

they keep fashinagazines.
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Hypothesis 3 was concerned with the relationshipvéen the three fashion consumer
groups and fashion magazine usage, which was fuspiezified into two dimensions: the
number of fashion magazines that a consumer pugst{&lypothesis 3a) and the length of time
that a consumer keeps a fashion magazine (HypstBb¥i Based on a previous study, those
consumer groups with a high level of innovativengslsmost likely have a greater level of
media exposure, including exposure to, or useashibn magazines, than consumer groups with
a low level of innovativeness (Summers, 1972).

A one-way analysis of variance (ANOVA) was conekcto test the differences among
the three fashion consumer groups and their fagh@agazine usage. In this analysis, the
independent variables were the three fashion coasgmups (low (1), medium (2), and high
(3)), and the dependent variable was usage, wigchted to the sum of scores for the two items
(4 and 5) in Section 1 that related to fashion mageausage. In relation to fashion magazine
usage, fashion consumer group 3 had the highest szeae (n= 2.22), followed by group 2 (m
= 1.38), while group 1 had the lowest mean score (r08).

The results indicated that significant differeneg&sted among the three group€2,

255) = 8.25p < 0.001. Fashion consumer group 3 was signifigaiitferent from the other two
groups p < 0.001). Fashion consumer groups 1 and 2 wersigiificantly different from each
other > 0.05). The results indicate that the higherdvel of fashion innovativeness and
opinion leadership that a consumer possessesifihertthe fashion consumer group), the more
likely the consumer will be to use a fashion mageziHowever, the lower the level of fashion
innovativeness or opinion leadership that a consymssesses (the lower the fashion consumer

group), the less likely the consumer will be to adashion magazine (Table 5.10).
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Given the results of the analysis, the respond&agkion magazine usage differed

according to their fashion consumer group. Thuygdthesis 3 was supported.

Table 5.10

ANOVA Results: Fashion Magazine Usage Accordingashion Consumer Group

Independent Variables

Group Means

Fashion Fashion Fashion
Mean

Dependent Variable Consumer Consumer Consumer s df F
uare
Groupl Group 2 Group 3 a
Usage 1.08 1.3¢ 2.22 1781 2 8.25%+*

abec

, ', variation represents a significant difference lestvthe fashion consumer groups; a consistent sujjsr
represents no significant difference between thbifm consumer groups
*n<0.05 *p<0.01 ***p<0.001

[ Fashion Consumer Group

8.25%**

\{ ra—

*p<0.05 *p<0.01 **p<0.001

Figure 5.3. The ANOVA Results in Hypothesis 3:eTRelationship Between the Fashion

Consumer Groups and Usage.

A one-way analysis of variance (ANOVA) was alsadacted to test for significant

differences among the three fashion consumer gracpsrding to the number of fashion

magazines that the consumer purchases. In thigse)dhe independent variables were the
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three perceived fashion magazine consumer gronggha dependent variable was the number
of fashion magazines that a consumer purchasesh@sg). Purchase was derived from one
guestion in Section 1 (item 4), which related t® tlumber of fashion magazines that a consumer
purchases. In relation to purchase, fashion coesgmnoup 3 had the highest mean score=(m

1.84), followed by group 2 (m 1.07), while group 1 had the lowest mean saare 0.79).

Table 5.11

ANOVA Results: Purchase According to Fashion CamsuGroup

Independent Variables

Group Means

Fashion Fashion Fashion

Mean
Dependent Variable Consumer Consumer Consumer df F
Square
Groupl Group 2 Group 3
Purchase 0.79 1.07 1.84 1551 2 12.26%*

a2 b yariation represents a significant difference lestwthe fashion consumer groups; a consistent sujr
represents no significant difference between thkiém consumer groups
*n<0.05 *p<0.01 ***p<0.001

[ Fashion Consumer Group}

12.26***

Purchase ]

*p<0.05 *p<0.01 **p<0.001

Figure 5.4. The ANOVA Results in Hypothesis 3die Relationship Between the Fashion

Consumer Groups and Purchase.
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The results indicated significant differences amthirggthree fashion consumer groups,
F(2, 255) = 12.26p < 0.001. Fashion consumer group 3 was signifigatitferent from fashion
consumer groups 1 and2<€ 0.001). Fashion consumer groups 1 and 2 wdrsigoificantly
different > 0.05). The results indicated that the higherlével of fashion leadership that a
consumer possesses (the higher the fashion congumgy), the more likely the consumer will
be to purchase a greater number of fashion magazidewever, the lower the level of fashion
leadership that a consumer possesses (the lowé&dghien consumer group), the less likely the
consumer will be to purchase fashion magazinesléTaf1).

Given the results of the analysis, the number sififan magazines that a consumer
purchases differed according to the consumer’'sdastonsumer group. Thus, Hypothesis 3a
was supported.

A one-way analysis of variance (ANOVA) was alsodacted to test for significant
differences among the three fashion consumer gracgsrding to the length of time that a
consumer keeps a fashion magazine. In the anatlisisndependent variables were the three
fashion consumer groups, and the dependent vamasdhe length of time that a consumer
keeps a fashion magazine (keep). Keep was deftiwedone question in Section 1 (item 5),
which related to the length of time that a consukesps a fashion magazine. In relation to
keep, fashion consumer group 3 had the highest smae (= 2.59), followed by group 2 (m
= 1.70), while group 1 had the lowest mean score (I188).

The results indicated significant differences amtivegthree fashion consumer groups,
F(2, 255) = 5.42p < 0.01. Fashion consumer group 3 was signifigatdifferent from group 2
(p < 0.05) and group Jp(< 0.01). Fashion consumer groups 1 and 2 wersigoificantly

different @ > 0.05). The results indicated that the higherlével of fashion innovativeness and
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opinion leadership that a consumer possessesifthertthe fashion consumer group), the more

likely the consumer will be to keep a fashion magazor a longer period of time. However, the
lower the level of fashion innovativeness and apirlieadership that a consumer possesses (the
lower the fashion consumer group), the less likleéyconsumer will be to keep a fashion

magazine for a longer period of time (Table 5.12).

Table 5.12

ANOVA Results: Keep According to Fashion Consu@esup

Independent Variables

Group Means

Fashion Fashion Fashion

Mean
Dependent Variable Consumer Consumer Consumer df F
Square
Groupl Group 2 Group 3
Keep 1.38 1.7G' 2.59 20.28 2 5.42%*

abec

, ', variation represents a significant difference lestvthe fashion consumer groups; a consistent sujsr
represents no significant difference between thkiém consumer groups
*n<0.05 *p<0.01 ***p<0.001

[ Fashion Consumer Group}

5.42**

Keep ]

*p<0.05 *p<0.01 **p<0.001

Figure 5.5. The ANOVA Results in Hypothesis 3heTRelationship Between the Fashion

Consumer Groups and Keep.
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Given the results of the analysis, the lengthroktthat a consumer keeps a fashion
magazine differed according to the consumer’s tasbonsumer group. Thus, Hypothesis 3b
was supported.

Hypothesis 4
» H4: Fashion magazine content will influence loyaéindency.

Hypothesis 4 pertained to the relationship betwweference of fashion
magazine content and loyalty tendency. Multiplgression analysis was conducted to examine
the relationship. In the analysis, the independantbles were the seven fashion magazine
content factors, and the dependent variable wastiotendency, which was derived from the
sum of scores of the four items (1, 2, 3, and &auwtion 4 for loyalty tendency.

Multicollinearity among the independent variabhesy be a threat to the interpretation
regarding the influence of the independent varmblethe dependent variables in the regression
analyses. When variables are highly collinear wabh other, the highly correlated variables
often account for the overlapping of the variapiiit the dependent variables and, in turn,
leading to an overestimation for the predictive powf each independent variable on the
dependent variable (Ott & Longnecker, 2001). TharBon Correlation matrix presented in
Table 5.5 indicated no multicollinearity becaudeofthe correlation coefficients did not exceed
the cut-off value of 0.7 (Ott & Longnecker). Mulillinearity was also examined by the ratio of
the largest to the smallest eigenvalue, which lieddhe condition number of the correlation
matrix. The condition numbers presented in thed®eaCorrelation matrix table ranged from 11
to 28.4, which was not greater than the cut-offead 1,000. Thus, no multicollinearity was

found in this study.
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Table 5.13

Multiple Regression Analysis Results for Hypothekis

Dependent Variable: Loyalty Tendency
Independent Variable§eneral Fashion Trends/Produgtson-Clothing Information
Price, Celebrity NewsFamiliarity/Information Layout/AdvertisingandDiversity
Analysis of VarianceF(7, 248) = 4.66p < 0.001
R-Square: 0.12

Standardized

Variables DF t-value
Coefficient

Intercept 7 9.74%+*

General Fashion Trends/Products 7 0.27 4.03*+*
Non-Clothing Information 7 -0.07 -1.09
Price 7 0.12 1.68

Celebrity News 7 0.16 2.61**
Familiarity/Information 7 -0.04 -0.58
Layout/Advertising 7 0.08 1.19
Diversity 7 -0.08 -1.14

*p<0.05 *p<0.01 *p<0.00

The regression analysis results for the relatignbktween fashion magazine content and
loyalty tendency are reported in Table 5.13. Thatiple regression analysis indicated that 12%
of the variance in female college students’ loy#dtydency toward fashion magazines was
explained by the seven fashion magazine contetdrfacGeneral Fashion Trends/Products
Non-Clothing InformationPrice, Celebrity NewsFamiliarity/PresentationLayout/Advertising
andDiversity (R* = 0.12). The regression model was significareiplaining the relationship
between preference of fashion magazine contentoyadty tendency toward a fashion
magazine, withF(7, 248) = 4.66 angd < .001. The test of relative contributions ofepéndent
variables was used to explain the influence ofgrefce of fashion magazine content and loyalty

tendency toward a fashion magazine and showed#agral Fashion Trends/ProdudiSactor
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1) was the strongest indicator of loyalty tendetoayard a fashion magazine, with a
standardized coefficient of 0.2Celebrity NewgFactor 4) was the second strongest indicator of
loyalty tendency toward a fashion magazine, witheadardized coefficient of 0.16. The t-value
for General Fashion Trends/Produatss significant at a 0.001 level, while the t-afar
Celebrity Newsvas significant at a 0.01 levekamiliarity/Presentation(Factor 5) was weakest
predictor of the dependent variable, with a stadidad coefficient of 0.04. In additioNon-
Clothing InformationandDiversityindicated a negative relationship with loyaltydency. The
results indicated that the seven factors for pegfee of fashion magazine content were
significantly related to loyalty tendency towaréaahion magazine. Thus, Hypothesis 4 was

supported.

[ General Fashion Trends/Product}

4 N\
Non-Clothing Information 4,03%
. J
4 N\
Price
(. J
( ) ) - - Loyalty Tendency
Celebrity News 261 »
(. J
( N
Familiarity/Presentation
(. J
4 N\
Layout/Advertising
(. J
( N
Diversity
(. J

*p<0.05 *p<0.01 **p<0.001

Figure 5.6. The Multiple Regression Results in étfiesis 4: The Relationship Between the

Seven Fashion Magazine Content Factors and LoYaltglency.
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Hypothesis 5
» H5: Fashion magazine content will influence consuasage of fashion magazines.
* Hb5a: Fashion magazine content will influence theher of fashion
magazines that a consumer purchases
» H5b: Fashion magazine content will influence #negth of time a consumer
keeps a fashion magazine.

Hypothesis 5 highlighted the relationship betwersigyence of fashion magazine
content and fashion magazine usage, which wasdiustiecified into two dimensions: the
number of fashion magazines that a consumer pugst{&lypothesis 5a) and the length of time
that a consumer keeps a fashion magazine (HypstBbsi

Multiple regression analysis was conducted to emarthe relationship between
preference of fashion magazine content and faghagazine usage. In this analysis, the
independent variables were the seven fashion maganintent factors, and the dependent
variable was fashion magazine usage, which equaté sum of scores of the two questions (4
and 5) related to fashion magazine usage.

Table 5.14 reports the regression analysis reBulthe relationship between fashion
magazine content and fashion magazine usage. Uhplaregression analysis suggested that
8.3% of the variance in fashion magazine usageexpkined by the seven perceived fashion
magazine content factor&eneral Fashion Trends/Produgct$on-Clothing InformationPrice,
Celebrity NewsFamiliarity/Information Layout/AdvertisingandDiversity (R*= 0.083). The
regression model was significant in explainingriélationship between preference of fashion
magazine content and fashion magazine usage Rt248) = 3.19 and < 0.01. The test of

the relative contributions of the independent \a@da in explaining fashion magazine usage
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showed thaPrice (Factor 3) was the strongest predictor of fasi@gazine usage, with the
highest standardized coefficient of 0.18 but wagatigely related to fashion magazine usage.
General Fashion Trends/ProdudiSactor 1) was the second strongest predictoasifibn
magazine usage, with a standardized coefficieOt18. The t-value foPrice was significant at

a 0.01 level, while the t-value f@eneral Fashion Trends/Produaigs significant at a 0.05

level and was positively related to fashion magazisage Diversity (Factor 7) was the weakest
predictor of fashion magazine usage with a stangeddoefficient of 0.02. The results
indicated that the seven factors for fashion magazontent were significantly related to fashion

magazine usage. Therefore, Hypothesis 5 was siggpor

Table 5.14

Multiple Regression Analysis Results for Hypothédsis

Dependent Variable: Usage
Independent Variable§eneral Fashion Trends/Produgtson-Clothing Information
Price, Celebrity NewsFamiliarity/Information Layout/AdvertisingandDiversity
Analysis of VarianceF(7, 248) = 3.19p < 0.01
R-Square: 0.08

Variable DF Standardized Coefficient t-value
Intercept 7 0.81
General Fashion Trends/Products 7 0.16 2.36*
Non-Clothing Information 7 -0.11 -1.71
Price 7 -0.18 -2.63**
Celebrity News 7 0.03 0.46
Familiarly/Information 7 0.03 0.44
Layout/Advertising 7 0.12 1.77
Diversity 7 0.02 0.27

*P<0.05 *p<0.01 **p<0.001
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Figure 5.7. The Multiple Regression Results in étiesis 5: The Relationship Between the

Seven Fashion Magazine Content Factors and Usage.

Multiple regression analysis was also conducteskamine the relationship between
preference of fashion magazine content and the aupfifashion magazines that a consumer
purchases. In this analysis, the independenthasavere the seven perceived factors for
fashion magazine content, and the dependent vaneds the number of fashion magazines that
a consumer purchases (purchase). Purchase wasdlBom one question in Section 1 (item 4),

which related to the number of fashion magazinasdlrconsumer purchases.
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Table 5.15

Multiple Regression Analysis Results for Hypothdsas

Dependent Variable: Purchase
Independent Variable§eneral Fashion Trends/Produgtson-Clothing Information
Price, Celebrity NewsFamiliarity/Information Layout/AdvertisingandDiversity
Analysis of VarianceF(7, 248) = 4.16p < 0.001
R-Square: 0.11

Variables DF Standardized Coefficient t-value
Intercept 7 1.45
General Fashion Trends/Products 7 0.17 2.59**
Non-Clothing Information 7 -0.13 -2.00*
Price 7 -0.22 -3.13*
Celebrity News 7 0.02 0.26
Familiarly/Information 7 -0.02 -0.31
Layout/Advertising 7 0.13 2.00*
Diversity 7 0.03 0.47

*p<0.05 *p<0.01 **p<0.001

Table 5.15 reports the regression analysis reBulthie relationship between preference
of fashion magazine content and the number of desimagazines that a consumer purchases.
The multiple regression analysis showed that 11%efariance in a consumer’s number of
fashion magazine purchases was explained by tlengashion magazine content factors:
General Fashion Trends/Productdon-Clothing InformationPrice, Celebrity News
Familiarity/Information Layout/AdvertisingandDiversity (R* = 0.11). The regression model
was significant in explaining the number of fashinagazines that a consumer purchases, with
F(7, 248) = 4.17 and < .001. The test of the relative contributioh$he independent variables
in explaining the number of fashion magazines éhednsumer purchases showed Brate
(Factor 3) andseneral Fashion Trends/ProdudiSsactor 1) were the two strongest predictors of

the number of fashion magazines that a consumehpses, with standardized coefficients of
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-0.22 Price) and 0.17 General Fashion Trends/Produgtsin addition, both.ayout/Advertising
(Factor 6) andNon-Clothing InformatiorfFactor 2) were also relatively strong predictdrthe
number of fashion magazines that a consumer pugshbsth with standardized coefficients of
0.13. T-values foPrice andGeneral Fashion Trends/Producigere significant at a 0.01 level,
while t-values folLayout/AdvertisingandNon-Clothing Informatiorwere significant at a 0.05
significance level.Celebrity NewgFactor 4) was the weakest predictor of the nurobéashion
magazines that a consumer purchases with a staneidicbefficient of 0.02. The results of the
study indicate that the seven fashion magazinesobféctors were significantly related to the

number of fashion magazines that a consumer pugshaghus, Hypothesis H5a was supported.

' N\

General Fashion Trends/Produc
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Figure 5.8. The Multiple Regression Results in éifiesis 5a: The Relationship Between the

Seven Fashion Magazine Content Factors and Putchase
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Table 5.16

Multiple Regression Analysis Results for Hypothestis

Dependent Variable: Keep
Independent Variable§eneral Fashion Trends/Produgtson-Clothing Information
Price, Celebrity NewsFamiliarity/Information Layout/AdvertisingandDiversity
Analysis of VarianceF(7, 248) = 2.46p < 0.05
R-Square: 0.07

Variables DF Standardized Coefficient t-values
Intercept 7 0.39
General Fashion Trends/Products 7 0.14 2.08*
Non-Clothing Information 7 -0.10 -1.43
Price 7 -0.15 -2.18*
Celebrity News 7 0.04 0.55
Familiarity/Information 7 0.06 0.85
Layout/Advertising 7 0.10 1.53
Diversity 7 0.01 0.13

*p<0.05 *p<0.01 **p<0.001

Multiple regression analysis was also conducteskamine the relationship between the
preference of fashion magazine content and how docgnsumer keeps a fashion magazine. In
this analysis, the independent variables weregliersfashion magazine content factors, and the
dependent variable was the length of time a consuseps a fashion magazine (keep). Keep
was derived from one question in Section 1 (Itepwhiich related to how long a consumer

keeps a fashion magazine before discarding it.
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Figure 5.9. The Multiple Regression Results in éipyesis 5b: The Relationship Between the

Seven Fashion Magazine Content Factors and Keep.

Table 5.16 reports the regression analysis reBulthie relationship between preference
of fashion magazine content and how long a consleeps a fashion magazine. The multiple
regression analysis reported that 6.5% of the maeian the length of time a consumer keeps a
fashion magazine was explained by the seven pe&déashion magazine content factors:
General Fashion Trends/Produgctdon-Clothing InformationPrice, Celebrity News
Familiarity/Information Layout/AdvertisingandDiversity (R? = 0.065). The regression model
was significant in explaining the length of timea@sumer keeps a fashion magazine, W{th
248) = 2.46 angb < 0.05. The test of the relative contributiongteff independent variables to
explain the length of time a consumer keeps a dasimagazine showed thRtice (Factor 3)

was the strongest predictor of the length of tineeasumer keeps a fashion magazine, with a
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standardized coefficient of 0.1%eneral Fashion Trends/ProdudtSactor 1) was the second
strongest predictor of the length of time a consukeeps a fashion magazine, with a
standardized coefficient of 0.14. T-valuesRorce andGeneral Fashion Trends/Productgere
significant at a 0.05 level. The weakest predicfaihe length of time a consumer keeps a
fashion magazine wdsiversity (Factor 7), with a standardized coefficient ofl0.0’he results
indicate that the seven fashion magazine contetr@were significantly related to the length
of time a consumer keeps a fashion magazine. Hymsthesis 5b was supported.
Hypothesis 6
* H6: Loyalty tendency will influence consumer usafjiéashion magazines.
* H6a: Loyalty tendency will influence the numberfaghion magazines that a
consumer purchases.
* H6b: Loyalty tendency will influence the lengthtohe a consumer keeps a

fashion magazine.

Table 5.17

Regression Analysis Results for Hypothesis 6

Dependent Variable: Usage
Independent Variable: Loyalty Tendency
Analysis of VarianceF(1, 254) = 32.24p < 0.001
R-Square: 0.11

Variables DF B t-values
Intercept -3.43***
Loyalty Tendency 1 0.34 5.68***

*p<0.05 *p<0.01 **p<0.001
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Hypothesis 6 was concerned with the relationshfpvéen loyalty tendency toward a
fashion magazine and fashion magazine usage. Hgpe$ 6a and 6b concerned the relationship
between loyalty tendency toward a fashion magaantethe two aspects of usage: the number
of fashion magazines that a consumer purchasetharength of time that a consumer keeps a
fashion magazine.

Regression analysis was conducted to examinestaganship between loyalty tendency
toward a fashion magazine and fashion magazinesusaghis analysis, the independent
variable was loyalty tendency, and the dependatdia was fashion magazine usage. Table
5.17 reports the regression analysis results ®rdhationship between loyalty tendency and
fashion magazine usage. The regression analylated that 11.3% of the variance in fashion
magazine usage was explained by loyalty tendenegirba fashion magazine{R 0.11). The
regression model was significant in explaining fashmagazine usage, witf(1, 254) = 32.24
andp < 0.001. The test of the relative contributioriayfalty tendency toward a fashion
magazine to explain fashion magazine usage shdve¢dhe independent variable had a
standardized coefficient of 0.34, which meant tra unit increase in loyalty tendency toward a
fashion magazine could result in 0.34 unit incraagashion magazine usage. The t-value for
the independent variable was significant at 0.9d1ich indicated that loyalty tendency toward a
fashion magazine was significantly related to fashihagazine usage. Thus, Hypothesis 6 was

supported.
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Figure 5.10. The Simple Regression Results in lthgms 6: The Relationship Between

Loyalty Tendency and Usage.

A second regression analysis was conducted to eweatine relationship between loyalty
tendency toward a fashion magazine and the nunilfasioon magazines that a consumer
purchases. In this analysis, the independenthariaas loyalty tendency toward a fashion
magazine, and the dependent variable was the nushfeshion magazines that a consumer
purchases (purchase). Table 5.18 reports thessigreanalysis results for the relationship
between loyalty tendency and purchase. The regreasalysis showed that 6.8% of the
variance in the number of fashion magazines tltatngaumer purchases was explained by loyalty
tendency toward a fashion magaziné €790.065). The regression model was significant in
explaining the number of fashion magazines thatresemer purchases, wil{1l, 254) = 18.58
andp < 0.001. The test of relative contribution of &ty tendency toward a fashion magazine to
explain the number of fashion magazines that awoes purchases showed that the independent
variable had a standardized coefficient of 0.2Gctvimeant that one unit increase in loyalty
tendency could result in a 0.26 unit increase enrthmber of fashion magazines that a consumer

purchases. The t-value for loyalty tendency wgsicant at a 0.001 level, which indicated that
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loyalty tendency toward a fashion magazine wasifsigintly related to the number of fashion

magazines that a consumer purchases. Thus, Hygwte was supported.

Table 5.18

Regression Analysis Results for Hypothesis 6a

Dependent Variable: Purchase
Independent Variable: Loyalty Tendency
Analysis of VarianceF(1, 254) = 18.58p < 0.001
R-Square: 0.07

Variables DF B t-value
Intercept -2.11%*
Loyalty Tendency 1 0.26 4.31%**

*P<0.05 *p<0.01 **p<0.001

[ Loyalty Tendency ]

4.31%**

T

*p<0.05 *p<0.01 **p<0.001

Figure 5.11. The Simple Regression Results in lthgms 6a: The Relationship Between

Loyalty Tendency and Purchase.
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Table 5.19

Regression Analysis Results for Hypothesis 6b

Dependent Variable: Keep
Independent Variable: Loyalty Tendency
Analysis of VarianceF(1, 254) = 37.74p < 0.001
R-Square: 0.13

Variable DF B t-value
Intercept -4,02%**
Loyalty Tendency 1 0.36 6.14%**

*p<0.05 *p<0.01 **p<0.001

A third regression analysis was conducted to exarttia relationship between loyalty
tendency toward a fashion magazine and the lerfgime that a consumer keeps a fashion
magazine. In this analysis, the independent virials loyalty tendency toward a fashion
magazine, and the dependent variable was the lefgtine that a consumer keeps a fashion
magazine (keep). Table 5.19 reports the regressialysis results for the relationship between
loyalty tendency toward a fashion magazine andahgth of time that a consumer keeps a
fashion magazine. The regression analysis shomatdl?.9% of the variance in the length of
time that a consumer keeps a fashion magazine xypdaieed by the consumer’s loyalty toward
a fashion magazine R 0.13). The regression model was significarexplaining the length of
time that a consumer keeps a fashion magazine R{dth254) = 37.74 and < 0.001. The test
of the relative contribution of the loyalty tendgrioward a fashion magazine to explain the
length of time that a consumer keeps a fashion riagahowed that the independent variable
had a standardized coefficient of 0.36, which mélaait one unit increase in loyalty tendency
toward a fashion magazine could result in a 0.36inarease in the length of time that a

consumer keeps a fashion magazine. The t-valuaéandependent variable was significant at

66



a 0.001 level, which indicated that loyalty tendetaward a fashion magazine was significantly
related to the length of time that a consumer keefashion magazine. Thus, Hypothesis 6b was

supported.

[ Loyalty Tendency ]

6.14%**

\.[ Keep ]

*p<0.05 *p<0.01 **p< 0.001

Figure 5.12. The Simple Regression Results in lthggis 6b: The Relationship Between

Loyalty Tendency and Keep.
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CHAPTER 6
CONCLUSIONS

Conclusions and Implications

The 31 perceived fashion magazine content itemlyzadhin this study were developed
by the researcher, based on the results of angtirderitten interview with 73 undergraduate
female students at the University of Georgia. Adew to the preliminary factor analysis used
in the study, only seven dimensions have beenifthto represent the preference of fashion
magazine content. The seven fashion magazine mdaieors are as followsGeneral Fashion
Trends/ProductdNon-Clothing InformationPrice, Celebrity NewsFamiliarity/Presentation
Layout/AdvertisingandDiversity.

The fashion consumer groupings identified andyareal in this study were adopted from
The Fashion Innovativeness and Opinion Leaderstingtiman & Adcock, 1987). Based on the
normal distribution of the data collected from thspondents, three fashion consumer groups
were identified. The fashion consumer groups ar®kows: fashion consumer group 1 (the
fashion consumer groups with the lowest level shian innovativeness and opinion
leadership), fashion consumer group 2 (the fasbamsumer groups with a medium level of
fashion innovativeness and opinion leadership),faskdion consumer group 3 (the fashion
consumer group with the highest level of fashiamwativeness and opinion leadership).

A significant and positive relationship was ideietif between the three fashion consumer
groups and the seven perceived fashion magazinermtdactors. The results also indicated

differences between the three fashion consumempgroureference to preference of fashion
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magazine content. According to the results, tigidn the level of fashion consumer group that a
respondent was classified in, the greater thefiepeace foiGeneral Fashion Trends/Products
andLayout/Advertising Based on this result, consumers with a highllef/&ashion
innovativeness and opinion leadership may prefeead fashion magazines that contain a large
amount ofGeneral Fashion Trends/Produdtg§ormation because these fashion magazines
reflect and encourage their interest in fashiohis Tinding supports previous research that
identified that consumers are most likely to prefeitorial content that reflects their personal
interests (Summers, 1972). These consumers thdiiea high level of fashion innovativeness
and opinion leadership may place a greater empbadiseLayout/Advertisingspects of

fashion magazines because they feel that hightgydibtographs and glossy pages demonstrate
the same level of quality that they place on fashim addition, advertisements may be
particularly important to these consumers becausrigh these advertisements they are able to
identify new fashion trends and products that thesh to purchase. Based on the results of the
study, fashion magazine readership is likely toddated to novelty-seeking behavior. One
feature that makes fashion magazines valuablestoaghsumer is the inclusion of new and
unusual information pertaining to fashion trendd products in every issue. In addition, a
magazine subscription represents a commitmentdégahsumer to acquire new information
(Hirschman, 1980).

Similarly, a significant and positive relationshias identified between the fashion
consumer groups and loyalty tendency toward a dasimagazine. The results also indicated
differences between the three fashion consumerpgroureference to loyalty tendency toward a
fashion magazine. According to the results, tighéi the level of fashion consumer group that a

respondent was classified in, the greater thealtgytendency toward their favorite fashion
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magazine. Therefore, because fashion consumdrsawiitgh level of fashion innovativeness

and opinion leadership place a greater value dridasand fashion information, they may
become more loyal toward fashion magazines thaotaer fashion consumers. Consumers
classified in fashion consumer group 3, therefsheuld be fashion magazine marketers’
primary target group. In order for marketers fasHion magazines to encourage consumers with
a high level of fashion innovativeness and opireadership to remain loyal to a specific

fashion magazine, marketers should encourage fashagazine editors to include a large
amount of information pertaining Beneral Fashion Trends/Producsd to give extra

attention to thé.ayout/Advertisingaspects of the magazine. On the other hand, lwastt
preferences of fashion consumer group 1 accoraifigshion magazine content, in order for
marketers for fashion magazines to encourage cagrsumvith a low level of fashion
innovativeness and opinion leadership to maintatha@evelop loyalty to fashion magazines,
marketers should includ¢on-Clothing Informatiorand take into consideration tReice and
Familiarity/Presentatioraspects of the fashion magazines. Consumersvthatclassified as
fashion consumer group 1 may prefer the non-clgthspects of fashion magazines, including
health, exercise, and beauty tips, and may plageat importance on fashion magazines that are
easy to navigate and highlight brands that arelfano them. In addition, consumers classified
as fashion consumer group 1 may be more price mussthan other consumers and may choose
one fashion magazine over another based on pliastly, consumers classified as fashion
consumer group 1, as well as those classifiedsdsda consumer group 2, indicated a
preference towar@elebrity News This preference for celebrity related conteny ina

explained by fashion consumer group 1 and 2’s jpéiae of celebrities as fashion leaders.

Because consumers classified as fashion consuimep drand 2 have a low level of fashion
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innovativeness and opinion leadership, they may itieasiest to copy another person’s clothing
choices, like those of a celebrity, rather tharatgeheir own. In this case, the inclusion of
celebrity information in fashion magazines may lsiecessful way of targeting fashion
consumer groups with a low to medium level of faghinnovativeness and opinion leadership
and in assisting fashion magazine marketers in taaing fashion consumer groups 1 and 2’s
loyalty.

In addition, there was also a significant and fpaesirelationship between the fashion
consumer groups and fashion magazine usage. Thiésratso indicated differences between the
three fashion consumer groups in reference todastmagazine usage. According to the results,
the higher the level of fashion consumer group ghaspondent was classified in, the greater
their usage of fashion magazines. These resysostiprevious research that identified fashion
leaders as the consumer group most likely to us®@da magazines (Summers, 1972).
Therefore, consumers classified as fashion consgmeip 3 should be fashion magazine
marketers’ primary target group because they ast fikely to use (purchase and keep) fashion
magazines.

There was also a significant and positive relatigmbetween the fashion consumer
groups and the number of fashion magazines thahsuener purchases. The results indicated
differences between the three fashion consumerpgroureference to the number of fashion
magazines that a consumer purchases. Accorditig t@sults, the higher the level of fashion
consumer group that a respondent was classifigtiengreater the number of fashion magazines
that they purchased. Based on this informaticshitan magazine marketers should consider
consumers with the highest level of fashion innwegitiess and opinion leadership as their

primary target consumer groups because they arelikgly to purchase fashion magazines.
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The study also concluded that in order for encoaithg purchase of fashion magazines by
consumer groups 1 and 2, fashion magazine markgterdd includéNon-Clothing Information
andCelebrity Newsontent, while paying attention Ryice andFamiliarity/Presentation

There was also a significant and positive relaiop between the fashion consumer
groups and the length of time that a consumer kadashion magazine. The results indicated
differences between the three fashion consumempgroureference to the length of time that a
consumer keeps a fashion magazine. Accordingetoetsults, the higher the level of fashion
consumer group that a respondent was classifigtiengreater the length of time that a
consumer kept a fashion magazine.

A significant relationship was also determinedxsebetween fashion magazine content
and loyalty tendency toward fashion magazines. r€kalts indicated th&eneral Fashion
Trends/ProductaindCelebrity Newsvere the most important fashion magazine consatbfs
in influencing consumers’ loyalty toward fashiongaaines. As previously discussed,
consumers may place a greater emphasSeneral Fashion Trends/Produdiecause this type
of content reflects and encourages their interefshion topics. The inclusion Gklebrity
Newsin fashion magazines may be a critical aspectafgiion magazine marketers to consider
because it may encourage consumers to become ayatdd a fashion magazine that
specifically feature€elebrity Newsand, therefore, an increase in loyalty among woress may
encourage consumers to use fashion magazines ftene iacluding purchasing them more
frequently. In addition, the findings of the stugrtaining to preference Gfelebrity News
support previous studies that indicated that Geioerd’ students, including female college
students ages 18 to 22 that were surveyed in tinity sprefer brands that are endorsed by

celebrities that they readily recognize and, theesflook to celebrities for fashion information

72



and leadership (Morton, 2002). By including ceigbinformation and photographs in fashion
magazines, marketers may be able to obtain andieag® the loyalty of this young consumer
group. Therefore, the more information that a i@simagazine contains pertainingGeneral
Fashion Trends/ProduceandCelebrity Newsthe greater the tendency for consumers to become
loyal to that particular magazine.

A significant relationship was also found to eXistween preference of fashion magazine
content and the usage of fashion magazines. Thég@sdicated thaGeneral Fashion
Trends/ProductandPrice were the most important fashion magazine contestofs in
influencing consumers’ usage of fashion magazié®vever,General Fashion
Trends/Productsvas positively and significantly related to fashimagazine usage, whiRxice
was negatively and significantly related to fashmoagazine usage. While it is important for
fashion magazine editors to include a variety &dnmation pertaining to fashion, it is also
important that they do not overlook the effect thiate can have on consumers’ usage of fashion
magazines. Fashion magazine marketers shoul@ strikemain competitive, with concern to
price, in the fashion magazine market so that tayattract and maintain the largest percentage
of sales. Because price was negatively relatéaistion magazine usage, the higher a fashion
magazine price, the less likely a consumer wiltdase that fashion magazine. However,
becausd&seneral Fashion Trends/Produatss positively related to fashion magazine ustuge,
more information that a fashion magazine contaertgming toGeneral Fashion
Trends/Productsthe more likely a consumer will be to use thatipalar fashion magazine.

A significant relationship was also found to eXistween preference of fashion magazine
content and the number of fashion magazines tbahsumer purchases. The results indicated

thatGeneral Fashion Trends/Produgctdon-Clothing InformationPrice, and
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Layout/Advertisingvere the four most important fashion magazineemrfiactors in influencing
the number of fashion magazines that a consumehpses.General Fashion Trends/Products
andLayout/Advertisingvere positively and significantly related to thewber of fashion
magazines that a consumer purchases, Waule Clothing InformatiorandPrice were
negatively and significantly related to the numbkfashion magazines that a consumer
purchases. Therefore, in order to increase faghiagazine sales, marketers should encourage
fashion magazine editors to increase the amouiatsbion trend information in fashion
magazines while reducing non-clothing informatidn.addition, marketers should strive to
lower fashion magazine prices and include layodtauhvertising information pertaining to
apparel, cosmetics, and accessories with high{guglossy pages. In addition, based on the
results of the study pertaining @elebrity Newsfashion magazine marketers should include
celebrity news in fashion magazines in order tar@adly increase college students’ fashion
magazines purchases. Because the inclusiQelarity Newsnay build loyalty tendency
toward fashion magazines among consumers, thigyayey, in turn, encourage the purchase of
fashion magazines that provi@elebrity News

A significant relationship was also found to eXastween preference of fashion magazine
content and the length of time that a consumer kadpshion magazine. The results indicated
thatGeneral Fashion Trends/Producigs positively and significantly related to thedémof
time that a consumer keeps a fashion magazine Whie was negatively and significantly
related to the length of time that a consumer keejashion magazines. Therefore, a consumer
will be most inclined to keep a fashion magazifed has a variety of fashion product and trend

information but will less likely to keep a fashioragazine that has a high price.
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A significant relationship also existed betweeraloytendency toward a fashion
magazine and fashion magazine usage. Therefaeyohne loyal that a consumer is toward a
particular fashion magazine, the more likely thel e to purchase a greater number of fashion
magazines. A significant and positive relationsllgo existed between loyalty tendency toward
a fashion magazine and the number of fashion magszhat a consumer purchases. The results
indicated that the more loyal that a consumenisatd a particular fashion magazine, the more
likely they will be to purchase a greater numbefashion magazines. Therefore, fashion
magazine marketers should focus on increasingtpy@aivards a fashion magazine in order to
indirectly increase the sales of fashion magazines.

A significant relationship also existed betweeyalty tendency toward a fashion
magazine and the length of time that a consumeyskadashion magazine. The results
indicated that the more loyal that a consumenrwsatd a particular fashion magazine, the more
likely they will be to keep that particular fashioragazine.

Limitations and Future Study

There are several limitations associated withghisly, and in an effort to consider their
potential impacts on the previously discussed testhlese limitations were addressed:

1. The study was only conducted at the Univedt§georgia in Athens, Georgia.
Therefore, the results were not necessarily reéfledf other universities throughout the United
States.

2. Because a convenience sample was used fotuithg the sample is not wholly
representative of the total population of femaldargraduate students at the University of
Georgia. Most of the participants were Caucasidnt®\(90.2%), the largest percentage (36.7%)

was classified as sophomores, and the largestmgagee (30.9%) was 20 years old.
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3. This study did not investigate multiple demquiria groups with respect to preference
of fashion magazine content, loyalty tendency, fastiion magazine usage. Respondents with
varying characteristics from the respondents uselis study (female undergraduate students
ages 18-22 at the University of Georgia) might hdWerent preferences toward fashion
magazine content, loyalty tendencies toward fashiagazines, and fashion magazine usage
than those results identified in this study. Sarhthe demographic characteristics that might
yield differing results include age, gender, incoared education.

Based on the limitations previously discussed, isd\&eiggestions for future study were
identified.

First, additional studies should be conducted abua universities throughout the United
States in order to determine if the results deteeahin this study are consistent when sampling a
different population of respondents. In additiother studies should also be conducted with
respondents of varying demographic characteriftics those respondents used in this study.
These studies could then be used to identify coisquas and inconsistencies across the samples.

Future research should be conducted in referengetos fashion/lifestyle magazines in
order to determine better marketing options fogeting male consumers. Previous research has
determined that those male consumers classifi€kagration Y are highly concerned with
celebrity lifestyles and are influenced by celgbféshion trends (Wilson and MacGillivray,

1998). Therefore, research should be conductddtermine the effectiveness of celebrity
related content in attracting young male consurneefashion magazine usage. In addition, the
results of futures studies associated with menfasition/lifestyle magazines could be compared

with the results of this study to identify comparis between the two groups.
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Because the scales for preference of fashion maganintent and fashion magazine
usage were developed by the researcher for usésistudy, these scales should be retested
using respondents with the same and differing deapdgc characteristics from those
respondents used in this study in order to deterrtiia validity of the two scales.

In addition, magazines that were once primarilycpeted as fashion related magazines
may be shifting to include a larger amount of infation pertaining to culture and lifestyle
topics. Future research should indicate the diffees associated between fashion magazines
and lifestyle magazines and consumer preferengesrdothese publications.

Summary

The purpose of this study was to examine the diffees in fashion magazine content
preference, fashion magazine usage, and loyaltletery toward fashion magazines between the
fashion consumer groups and to analyze the reltipe among preference of fashion magazine
content, loyalty tendency toward fashion magaziaad,fashion magazine usage.

Chapter 1 provided a background on consumersotidee media, particularly in
relation to young consumers. A brief discussioms waovided on the history of fashion
magazines, fashion leaders’ use of the media, tpy@hdency, and fashion magazine usage.
The lack of literature on both preference of fashmwagazine content and fashion magazine
usage was identified and addressed before therstateof the research objectives.

Chapter 2 identified and presented an analysiseottrrent body of literature on fashion
leadership and fashion consumer groupings, fash@agazine content, loyalty tendency, and
fashion magazine usage. Several scales werefiddrfor fashion consumer groupings, and The
Measure of Fashion Innovativeness and Opinion Lrshge developed by Hirschman and

Adcock (1987), was determined as a potential doaliglentifying fashion consumer groups in
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relation to preference of fashion magazine contegglty tendency, and fashion magazine
usage. Potential scales for loyalty tendency aése discussed, and Oliver's (1997) Four-Stage
Loyalty Scale was identified as a potential scatadentifying fashion consumer groups’ loyalty
tendency toward fashion magazines.

Chapter 3 outlined the conceptual framework fordtugly and how it was used to
identify the relationships between the fashion comsr groups, preference of fashion magazine
content, loyalty tendency, and fashion magazingeis&€onceptual definitions were also
included along with the research hypotheses thet weed to test the research objectives and
problems.

Chapter 4 provided a brief discussion of the saraptépopulation that were used for the
study. The instrument that was used for collectirgdata was discussed as well as the
statistical methods that were employed for anatyte data.

Chapter 5 presented a detailed account of the dexpbigs of the respondents that
participated in the study. The preliminary anasysere also discussed, including factor
analysis, which identified the factors for fashimagazine content, and fashion consumer
groupings, which identified three fashion consugreups. The results for the hypotheses
testing, as determined through factor analysisidesconsumer groupings, MANOVA,
ANAOVA, and regression analyses, were then disalisse

Chapter 6 provided a discussion of the resultstifiethin Chapter 5 and the conclusions
of the study. In addition, the limitations of tbteidy and ideas for future study were also

addressed.
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The University of Georgra

Office of The Vice President for Research
DHHS Assurance ID No. : FWA00003901

APPROVAL FORM
Date Proposal Received: 2007-11-02 Project Number: 2008-10323-0
Name Title Dept/Phone Address Email
| Ms. Lauren Bailey PI Textiles, Merchandising, and Interiors 175 Ruth Dr. Ibailey3@uga.edu
304 Dawson Hall Athens, GA 30601

817-689-2461

Textiles, Merchandising, and Interiors
Dr. Yoo-Kyoung Seock  CO 352 Dawson Hall yseock@fcs.uga.edu
706-542-4892

Institutional Review Board
Human Subjects Office

612 Boyd GSRC

Athens, Georgia 30602-7411
(706) 542-3199

Fax: (706) 542-3360
www.ovpr.uga.edu/hso

Title of Study: A Comparison of Fashion Consumer Groups: Preference of Fashion Magazine Content, Loyalty Tendency, and Fashion Magazine Usage

45 CFR 46 Category: Administrative 2 Change(s) Required for Approval:
Parameters: Revised Application;
None; Revised Consent Document(s);

Approved : 2007-11-30  Begin date : 2007-11-30  Expiration date : 2012-11-29
NOTE: Any research conducted before the approval date or after the end data collection date shown above is not covered by IRB approval, and cannot be retroactively approved.

Number Assigned by Sponsored Programs: Funding Agency:

Your human subjects study has been approved.

Please be aware that it is your responsibility to inform the IRB:

... of any adverse events or unanticipated risks to the subjects or others within 24 to 72 hours;

... of any significant changes or additions to your study and obtain approval of them before they are put into effect;
... that you need to extend the approval period beyond the expiration date shown above;

... that you have pleted your data as approved, within the approval period shown above, so that youy' file may be closed.

Keep this original approval form for your records.

NS T Chairperson or Designee,
) Institutional Review Board
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Infor mational L etter

November 28, 2007
Dear Participants:

| am a graduate student under the direction ofgssadr Yoo-Kyoung Seock in the Department of
Textiles, Merchandising, and Interiors at The Umsity of Georgia. | invite you to participate in
a research study entitled “A Comparison of Fasi@onsumer Groups: Preference of Fashion
Magazine Content, Loyalty Tendency, and Fashionadag Usage.” The purpose of this study
is to examine the differences in fashion magazorgent preference, usage, and loyalty
tendency among fashion consumer groups.

All participants must be female college studentsdatB-22 at the University of Georgia.

Your participation will involve competing a shostructured questionnaire and should only take
about 10-15 minutes to complete. Your involvemerthe study is voluntary, and you may
choose not to participate or to stop at any tintheut penalty or loss of benefits. Your
responses to the questionnaire are 100% confidemtiaaddition, because you are not asked to
include your name or student ID number on the gusaire, you cannot be identified. The
results of the research study may be publishedydowt name will not be used. In fact, the
published results will be presented in summary forty. Your identity will not be associated
with your responses in any published format.

The findings from this project may provide infornoat on the importance of fashion magazines
in obtaining fashion information, the variances agnoconsumers in their fashion magazine
usage and loyalty tendencies, and the significaffashion magazine content in influencing
fashion magazine usage and loyalty. There arenowk risks or discomforts associated with
this research.

If you have any questions about this research grgpdease feel free to call na¢ (706) 542-

4886 or send an e-mail to Ibailey3@uga.edu. Questr concerns about your rights as a
research participant should be directed to Ther@aeson, University of Georgia Institutional
Review Board, 612 Boyd GSRC, Athens, Georgia 3060P1; telephone (706) 542-3199; email
address irb@uga.edu.

By completing and returning this questionnairehia énvelope provided, you are agreeing to
participate in the above described research project

Thank you for your consideration! Please keepl#itsr for your records.
Sincerely,

Lauren Bailey
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This questionnaire is used solely for academicamesepurposes and any information you
provide shall remain anonymous and will not be Use@ny other purposes nor be disclosed to
a third party.

Please DO NOT write your nameon the questionnaire.

For the purpose of this study, a fashion magaafers to a magazine whose “primary function”
is “reporting and interpreting the fashion newstof&, 2004).

Section 1
Please answer the following questions concerning yee of fashion magazines.

1. Do you have a favorite fashion magazine(s)?
Yes
No

2. If you answeredNo to 1, please turn in your questionnaire withowgvegring any further
guestions. If you answerétksto 1, please select your favorite fashion magdg)ne
Vogue
InStyle
Cosmopolitan
Elle
Marie Claire
Lucky
wW
Glamour
Harper’'s Bazaar
Nylon
Other(s) (please list)

3. Do you purchase and/or subscribe to a fashion nag@ on a monthly basis?
Yes
No
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If you answeredNo to question 3, please skip ahead to section goufanswered es to

guestion 3, please complete questions 4 and 5.

4. How many fashion magazines do you purchase andbscsibe to each month?

0 fashion magazines

1-2 fashion magazines

3-4 fashion magazines

5-6 fashion magazines

7 fashion magazines or more

5. What is the average number of months that you keefashion magazine(s) that you

purchase and/or subscribe to?
less than 1 month
1 month to less than 3 months
3 months to less than 6 months
6 months to less than 1 year
more than 1 year

Section 2

For each of the questions listed below, pleaséeciheone number from 1 (never) to 5 (very
often) that bests answers each question descryloimgattitude toward and relationship with

fashion.

Never Seldom Sometimeste® Very Often

1. How often are you willing to try new idead 2
about clothing fashions?

2. How often do you try something new in tHe 2
next season’s fashions?

3. How often are you usually among the first 2
to try new clothing fashions?

4. How often do you influence the types of 1 2
clothing fashions your friends buy?

5. How often do others turn to you for advicé 2
on fashion and clothing?
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For the question listed below, please circleghenumber from 1 (almost no one) to 5 (almost
everyone | know) that best represents the amoupeaple that regard you as a reliable fashion
source.

Almost Less Half More Adst
No One Than Half Than Half Everyone
I Know

6. How many of your friends and neighbors1 2 3 4 5
regard you as a good source of advice on
clothing fashions?

Section 3

For each of the questions listed below concermishibn magazine content, please circle the
one number from 1 (not important at all) to 5 (verypiontant) that best represents how important
the presence of the type of content is for youaaiding to purchase a fashion magazine.

Not Somewhat Neutral ImportantVery
Important Important Important

1. The fashion magazine provides 1 2 3 4 5
advertisements for apparel, cosmetics,
and accessories with high-quality, glossy
photographs.

2. The fashion magazine has an 1 2 3 4 5
affordable price.

3. The fashion magazine has high-quality, 1 2 3 4 5
glossy pages.

4. The fashion magazine has many pages 1 2 3 4 5
with lots of information.

5. The fashion magazine features 1 2 3 4 5
photographs of street fashions.

6. The fashion magazine provides websitesl 2 3 4 5
on where to purchase the clothing styles
featured in the fashion magazine.

7. The fashion magazine features current 1 2 3 4 5
fashion trends and how to wear them.
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Not
Important

8. The fashion magazine provides 1
information on health and exercise
topics.

9. The fashion magazine features a wide 1
variety of cultural dress.

10. The fashion magazine contains reader 1
surveys.

11.The fashion magazine provides 1
information on affordable stores to
shop for clothing.

12.The fashion magazine provides fashion 1
forecasts of colors and trends for the
upcoming seasons.

13.The fashion magazine has a price that 1
seems reasonable to me.

14.The fashion magazine features an 1
assortment of retail venues that sell
current fashion trends.

15.The fashion magazine has large-sized 1
pages, and the text is easy to read.

[

16. The fashion magazine features clothing
brands that are familiar to me.

17.The fashion magazine has informative 1
articles.

18.The fashion magazine gives advice on 1
how to use clothing to flatter your body
shape.

19.The fashion magazine features classic 1
clothing styles that are familiar to me.

20.The cover has a high-quality photograph,1
featuring a celebrity or model that |

Somewhat
Important

2

2

recognize, good headlines, and an attractive layout
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Not Somewhat Neutral ImportantVery

Important Important Important
21.The fashion magazine features “what notl 2 3 4 5
to wear” fashion sections.
22.The fashion magazine features a 1 2 3 4 5
horoscope.
23.The fashion magazine contains an 1 2 3 4 5
analysis of current fashion trends.
24.The fashion magazine features articles 1 2 3 4 5

on designers and their latest clothing
lines and gives designer product
information.

25.The fashion magazine features current 1 2 3 4 5
hairstyle trends.

26.The fashion magazine features current 1 2 3 4 5
cosmetics trends.

27.The fashion magazine features current 1 2 3 4 5
trends for accessories.

28.The fashion magazine has information ori 2 3 4 5
the latest news in the fashion and textile
industry.

29.The fashion magazine features “how to” 1 2 3 4 5

articles for advice on cosmetics, hairstyles,
accessories, and apparel.

30. The fashion magazine provides 1 2 3 4 5
information on and pictures of runway
shows.

31.The fashion magazine features celebrity 1 2 3 4 5

fashions, photographs, news, and events.

Section 4

For each of the questions listed below, pleaséeairee number from 1 (strongly disagree) to 5
(strongly agree) that best represents how youdieelit your favorite fashion magazine(s).
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Strongly Disagree Neutral Agree Strgngl

Disagree Agree
1. My favorite fashion magazine(s) has/havé 2 3 4 5
more benefits than others.
2. | have grown to like my favorite fashion 1 2 3 4 5

magazine(s) more so than others.

3. lintend to continue buying my favorite 1 2 3 4 5
fashion magazine(s) in the future.

4. When | have a need for a fashion 1 2 3 4 5

magazine | am most likely to buy my
favorite fashion magazine(s).

Section 5
Please answer the following questions concerning giemographic information.
1. Age:

2. Gender:

w

Race/Ethnicity: Caucasian/White
African American
Hispanic
Asian/Pacific Islander

American Indian/Aleut
Other

4. Classification: Freshman
Sophomore
Junior
Senior
Fifth year or more
Graduate

5. Monthly Allowance Provided by Parents/Guardiansl(iding living expenses):
$0-$199
$200-$399
$400-$599
$600-$799
$800-$1,000
Over $1,000
6. Employment: None
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Part-time (1-29 hrs. per week)
Full-time (30 + hrs. per week)

7. Monthly Salary (before taxes): $
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Appendix C

Histogram for Fashion Consumer Groupings

95



Frequency

FSHLEAD

40

30 1

10.00 12.00 14.00 16.00 18.00 20.00 22.00 24.00 26.00 28.00 30.00

FSHLEAD

96



