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ABSTRACT

This study aims to analyze the impact of the attributes of fashion native advertisements on attitudes to-
ward content, attitudes toward products, and tentions to purchase fashion products. The data were collected
using questionnaire methods to respond through online stimuli to empirically identify the research hypotheses.
Respondents answered the survey questionnaire after viewing the native fashion advertisement. The survey was
conducted In May 2023, and a total of 116 responses from consumers aged 20 and older, both male and
female, were used in the final analysis. Structural equation modeling (SEM) was performed using PLS 4.0
for hypothesis testing. The analysis results indicate that among the characteristics of fashion native advertise-
ments, informativeness and trustworthiness significantly influenced content attitudes. Interactivity also had a sig-
On the other

have a significant impact on content attitudes. Also, entertainment positively affected attitudes toward fashion

nificant positive impact on content attitudes. hand, entertanment and mtrusiveness did not
products, while intrusiveness was found to have a negative impact on attitudes toward fashion products. Infor-
mativeness, trustworthiness, and mteractivity had no significant impact on attitudes toward fashion products.
Content attitudes had a significant influence on product attitudes, and both content attitudes and product atti-
tudes were revealed to have a significant impact on the intention to purchase fashion products. These results
will help verify the effectiveness of native advertising in the fashion industry.
Key words: content attitude(Z1El = Bl &), entertainment(2.24),

fashion native advertising(¥ 4 W] ©]E] . 3 17), informativeness(d E.AJ), interactivity(d 3 2} &
product attitude(#] = €] ) Al ZA)
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{Fig. 1> Research Model
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3. Al 4E 9 BN a2HzE 116H 9] SHo] AT SPSS 27.0&
olgael MEEAL ANaos, HAPEE
JER=! ° 2 2z= A3l Lglole EjF
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Zgs Z2=2] 5 _0_1‘/1-}5% =& ;(}\‘Q_
1528 FHA o H = HHEE AAl ;ﬂ(PLS_SEM)% 2= g a1l
] 37 = o) )= o] =]
lLH}w\_q_ Lﬂo]ﬂ-t—]— “6]'15 % _’O':.oﬂ }gl‘oﬂ ?%0}9} *“:]'Z]'C—/] ?_]_ %}“ﬂi&‘, l—é,‘}‘é% /\E]_i _H?_ﬁ ]Er}}ﬂ
1 ()] B ZA} 7 7‘<_]6E T
o 20239 5Ol AEAVE ARARL T 12 i 1799, g o5 (82.8%), ABES 208 80
Mel dlolel7F 4+ o 2AA% S-S %
hel delelzh FAgRSm, SAGT SHE A w5909, 3001 119(95%), 400 259 (215%) 2
et HF EAMde 204 oo | oA
(Table 1> Demographic Characteristics
Category Frequency (%)
Male 20(17.2)
Gender Female 96(82.8)
20's 80(69.0)
Age 30's 11(9.5)
40’s 25(21.5)
Married 24(20.7)
Marital status Single 88(75.9)
Others 4(3.4)
Housewife 12(10.3)
Student 58(50.0)
Office worker 22(19.0)
Professional 5(4.3)
Occupation Business management 1(.9)
Service/sales position 5(4.3)
Blue collar 2(1.7)
Professional technical position 9(7.8)
Others 2(1.7)
Completed high school 12(10.3)
Educati College enrollment 54(46.6)
ucation Bachelor’s degree 48(41.4)
Graduate school or above 2(1.7)
Below 2,000,000 KRW 46(39.7)
2,000,000-4,000,000 KRW 44(37.9)
Incom 4,000,000-6,000,000 KRW 12(10.3)
ome 6,000,000-8,000,000 KRW 5(4.3)
8,000,000-10,000,000 KRW 4(3.4)
More than 10,000,000 KRW 5(4.3)
Below 100,000KRW 41(35.3)
100,000-200,000 39(33.6)
MO“:,ltly 200,000-300,000 21(18.1)
eipi? tLi“nre 300,000-400,000 6(5.2)
on clothing 400,000-500,000 3(2.6)
More than 500,00 6(5.2)
Total 116(100)
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Yebgth vEe 889 (75.9%) 010, Hhe Aol 5ol SAHETY BHEES AIEE FUreisdt
58 (50.0%) & 7HE @itk HETsE> st WA PLS-SEM®A4& AAIg A3 7]&A] 70 o]
Alsto] 54 (465%) 02 7V =gt 9¥d A 3 @& YUErd e £8S AAS T o]
2 2009+ mvro] 4678(39.7%), 2005+ ©]AF 400 H PLS-SEMEA & AAE 3t & WA 24 4
T mRke] 449 (379%) 22 =2 HFE AXY FE 7Y FHRY] HYE 9 ANIEE AT
. €9 9E FYRls 105HE uvho] 419 o, S RYe] g Ee (Table 2)9F 2t
(35.3%), 109H) o]} 209H w]vhe] 29 (33.6%) & RE 239 29dFsEE 708~94302 YE
A G T) ol st A= (Table 1ol Yehd 3tk A, B 0.001FEAA FoEith CRES BT
g0o] el om, AVERE 058 dol FHEw
VL 7@} =g SEsdn =% % 24 2% 2 29
o Agwte B9 e BF 070140R veh
1. SHEFO EfeE & AR HAA WAHLAAL S 1K Table 2)
HEHEGE=E AHE7] 98] Fornell-Larcker
A77HS AZe7] Aol PLS-SEM ¥4
(Table 2 Validity and Reliability for Constructs
F
Constructs Items agtor AVE | CR Cr.a
loadings
Fashion native advertising provides valuable information. 867
Informativeness | Fashion native advertising provides convenient information. 883 758 | .854 842
Fashion native advertising provides timely information. 863
Fashion native advertising is dependable. 919
Trustworthiness | Fashion native advertising is trustworthy. 930 844 910 909
Fashion native advertising is authentic. 907
Fashion native advertising is entertaining. 866
Entertainment |Fashion native advertising is interesting. 911 823 903 892
Fashion native advertising is enjoyable. 943
Fashion native advertising is distracting. 708
Intrusiveness Fashion native advertising is disturbing. 943 725 876 808
Fashion native advertising hinders usage. 886
Fashion native advertising is interactive. 780
Interactivity Fashion native advertising enables real-time communication. 868 715 802 799
Fashion native advertising allows two-way communication. 886
Fashion native advertising contains useful information. 862
Content Attitude Fasmon naUye advertising contains a large amount of 848 717 817 804
information.
Fashion native advertising contains accurate information. 829
I would like to learn more about the fashion products 916
presented in fashion native advertising.
Product Attitude I would 'hke to tell my acquam.tances .or frler'lds about .tk.le 909 813 908 907
fashion products presented in fashion native advertising.
I am willing to share the fashion products presented in 919
fashion native advertising.
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(Table 2> (Continued)

Fact
Constructs Items acA of AVE | CR Cr.a
loadings
I would like to use the fashion products featured in native 825
advertising.
I am willing to purchase the fashion products exposed in 7197
native advertising.
Fashion native advertising stimulates purchase behavior 817
more than other media advertisements.
Purchase . . L .
. Regardless of price, I would give priority to the fashion 795 663 899 898
Intention . . ..
products featured in native advertising when
purchasing needed items.
Buying products through fashion native ads is more 845
convenient.
Buying products through fashion native ads is more 806
reasonable.

71% 2 HTMT (Heterotrait-monotrait ration) 715
S olgstnh 2 299 AVE AF2e g 2

(Table 3> Discriminant Validity

Fornell-Larcker criterion

Heterotrait-monotrait ration(HTMT)

Mean IN | IN IN IN | IN IN
s | 1| tr | 1e| TR|EN| po [CA|PA| PL| (p| ;g | TR| EN | o0 | CA | PA
3.04 .
PL | (o) | 814
IN | 334 ,
TR | g9y | 411" | 852 A74
IN | 265
TE | (o1 | AT | 227 846 528 | 262
2.71
TR | 7y | 710 | 404 | 610 | 919 784 | 466 | 717
3.04
EN | L9 | 648 | -236 | 412 | 584 | 907 723 | 247 | 490 | 643
IN | 332
RO | (65 | 747 | 311|391 | 650 | 569 | 871 850 | 342 | 455 | 726 | .655
2.94
CA | (h) | 672 | =374 577 | 755 | 473 | 699 | 847 74 | 445 | 709 | 875 | 544 | 824
3.05
PA | Jop| 779 | ~457| 530 | 701 | 688 | 684 | 746 | 918 | 861 | 518 | 622 | 770 | 762 | 775 | 863

Note: PI=Purchase Intention, INTR =Intrusiveness, INTE =Interactivity, TR = Trustwortiness, EN =Entertainment,
INFO =Informativeness, CA =Content Attitude, PA =Product Attitude
# Bolded nubmers represent the square root of the AVE for constructs

Y Other numbers indicate correlation estimate,
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Ho] BHEYEE
1981){Table 3). &
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Informativeness

Content
Attitude

.205*

Purchase Intention
for Fashion
Product

366%**

626%**

R>=.625

Product
Attitude

*p<.05, **p<.01.***p<.001

{Fig. 2> SEM Results

s (Fig. 2)8F (Table 4>l A= o] Qitt, ol A FELL Q= i dolglE Fae] o
94 540l B3 Txe 9@ Hx 2 B
v. 4= 548 AF 9 BE FIFHOE A
Tl FFS viAE F2A HE WAE A
AP AZE Au Age] F2W W4 Fagow A7 Ans ted 2o
Table 4> Structural Equation Modeling (SEM) Analysis Results.

Hypotheses B8 t-value Results i
Hla:INFO—CA .384 5.583%#* Supported 235
H2a:INFO—PA 130 1.547 Not supported 027
Hib:TR—CA 450 4.533%%* Supported 189
H2b:TR—PA 018 162 Not supported .000
Hlc:EN—CA -.078 1.113 Not supported 011
H2c:EN—PA .361 5.433%%* Supported .290
H1d:INTR—CA -.065 1.002 Not supported 011
H2d:INTR—PA -172 3.057%* Supported .093
Hle:INTE—CA 198 2.159* Supported 075
H2e:INTE—PA .069 907 Not supported 011
H3:CA—PA .366 34547 Supported 167
H4:CA—PI 205 2.286* Supported .050
H5:PA—PI 626 7.301%%* Supported 463

*pX 05, **pK01, *** X 001
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