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ABSTRACT

Retro fashion can be defined as re-applied and re-created fashion style where a certain period
or a specific style in the past would be recalled. As a unique cultural phenomenon, the 'retro'
style has affected not only our daily lives, but also the fashion industry. The purpose of this
study is to explore the relationship between the nostalgia and consumer purchase behaviors of
retro fashion products in Korea. The data was collected using a self-administered online survey of
224 respondents. The results show that the sub-elements of nostalgia include personal and histor-
ical nostalgia. The personal nostalgia positively influences consumers' purchase intention of retro
fashion products, whereas historical nostalgia negatively affects retro purchase intention.
Interestingly, the moderating effects of self-connection and age of respondents on the relationship
between nostalgia and retro purchase intention was identified. The findings highlight the potential
role of retro fashion on modern society, as it can overturn any concerns people may have about
the gloomy future and the harsh reality.
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f- R fashion fi . 895
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{Table 3> The Effect of Personal Nostalgia and Historical Nostalgia on Retro Fashion Purchase Intention
Independent variables B VIF D R F
Personal nostalgia__general 0.142 1.052 0.028 *
Personal nostalgia_ fashion brands 0.239 1.024 0.000 ***
. ; - 0.127 7.981%**
Historic nostalgia__ social knowledge -0.197 1.264 0.006 **
Historic nostalgia_ mass culture 0.124 1.277 0.082

Dependent variable: Purchase intention of retro fashion

001, **pX 01, *pX.05
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1995). olw}, VIFA47F 10 o]42Z E=A vobA
A9 FAA HABEs Fsvle A (Aguinis,
1995)s WAt A, e AHEEE HAdFst

W2 (Aiken, West, & Reno, 1991: Cronbach, 1987)
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EF 060 oo A vEd tF

VIF#t2 160
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nostalgia and retro fashion

Variables = =
Vi3 §2) VIF 5 §2) VIF
Personal nostalgia__general 0.143 0.03 * 1.052 0.070 | 0.23 1.097
Independent Personal nostalgia__fashion brands 0.239 0.00 **1 1.024 0.134 | 0.02 * 1.105
variable Historic nostalgia_ social knowledge -0.197 | 0.01 **| 1.264 | -0.188 | 0.00 **| 1.296
Historic nostalgia_ mass culture 0.124 0.08 1.277 0.070 | 0.28 1.319

Moderator Self-connection

0.457 | 0.00 **1 1.150

(Personal
nostalgia__general) *(Self-connection)
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(Personal nostalgia__ fashion brands) x

Interaction

(Self-connection)

-0.110 | 0.06 1.105
(Self-connection)

(Historic nostalgla_soclall knowledge) x 0010 | 0.88 1509
(Self-connection)

(Historic nostalgia_ mass culture) x -0126 | 007 1550

R(F)

0.127(7.981%**)

0.335(11.972%**)

ARE(F)

0.208(13.363***)

Dependent variable: Purchase intention of retro fashion

001, **pX 01, *pX.05
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