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ABSTRACT

As a method to satisfy needs and emotions of consumers who pursue diversity, the use of
Kitsch in the fashion industry has been increased. Previous studies on Kitsch fashion have focused
on qualitative research on the characteristics of Kitsch product, and little empirical researches
have been conducted on consumer attitude such as consumer response to Kitsch products and
brand equity. Therefore, the purpose of this study are 1) to investigate comparisons of experi-
ential values (i.e., Aesthetic, Amusing, Cultural) with Kitsch product moderated by consumers'
characteristics (i.e., consumer uniqueness, fashion involvement), and 2) to explore the relationship
between experiential values and brand equity. Factor analysis, reliability analysis, ANOVA, and
structural equation model using SPSS 18.0 and AMOS 18.0 were used for the data analysis. 210
questionnaires were analyzed for this study. The results of this study were as follows. First, sig-
nificant difference in aesthetic values of Kitsch products were shown. Kitsch Product with nostal-
gic characteristics has higher aesthetic values than others. Specifically differences in experiential
values with Kitsch product were partially moderated by consumers' characteristics (i.e., consumer
uniqueness, fashion involvement), Second, cultural value had a positive influence on brand aware-
ness, while amusing and cultural values had a positive influence on brand image. Also aesthetic
and amusing values had a positive influence on brand loyalty. Academic and business implications
were discussed from this study.
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(Table 1) Characteristics of Kitsch Product

Kim,

Characteristics of Kitsch Kim S?Zniz Park Yoo Lee I\Enj Sog}glo& peoni

W99) | (pg00y | (2003 | (20040 (20060 o) | (013 (215811)
Satire
Hedonic
Playfulness
Nostalgia
Cumulative
Inadequate

Multi complex nature

Utilization of counterfeits

Disharmony

Exaggeration
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Research Question 2

Research Question 1

Experiential . Brand Equity

Characteristics of Values . -
Kitsch Products ‘ Aesthetic Value | . ———— | Brand Awareness
- Exaggeration ht ! =2
- Plavfulness ‘ | Amusing Value |' e = | Brand Image
- Mostalgia .
| Cultural Value ||[— LA | Erand Loyalty

H2: Consumer Uniquensss
H3' Fashion Involvement

{Fig. 1> Research Model
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(Table 2> Confirmatory Factor Analysis for Measurement

- bach’
Factors Constructs Items Standar‘dlzed Cronbach's AVE CR
Loading a
~ |Attractiveness 90
Acsthelic 151 aesthetic requirements 93 93 81 75
Value
Good feeling of appearance .88
Fun 88
A .
Experiential musing Invigorating .89 91 75 78
Value
Values Pleasure 84
Delivery brand culture 90
Delivery new brand information .86
Cultural A AY new_ 90 70 80
Value |Artistic significance 80
Culture Creation 76
Personality .89
Brand
AN omething unique 91 89 74 71
Awareness
Distinction 78
Realization 76
Brarlld Brand Know what it means 88 87 .70 81
Equity Image
Thoughts and opinions 87
Recommendation 82
Brand Preferential purchase 96 93 83 81
Loyalty
Brand for myself 95

{Table 3> ANOVA Results for Comparison of Experiential Values with Kitsch Products

Variables vo; 1f:e;(penenhal Chara;titteélcs;lcs of Mean SD. F-value Duncan
Exaggerationa 3.77 1.37
Aesthetic Values Playfulnessb 3.89 1.37 8.93%** cyab
Nostalgiac 4.65 1.26
Exaggeration 3.57 1.55
Amusing Values Playfulness 3.85 1.44 1.84 -
Nostalgia 4.04 1.37
Exaggeration 456 1.18
Cultural Values Playfulness 4.78 1.19 0.64 -
Nostalgia 4.66 1.17

Exaggeration(n=72), Playfulness(n=69), Nostalgia(n=69), ***{.001

8 AH)R AFA shx 9] zpolol] Uik A= A} 7] fregk ztol7h VbR ERAIRE AR A TR el
AAFS Avate] §313 7pxeF #3434 sHA s Folgk o)zt UJTKTable 3 FZ). w23 22

- 53 -



Hkfi 25664 25%

A B AFNAY JIXAFA e APl Al
A AFLE AAR Avy xS P B4 A7
A, 712 AFol AR stF AFAA Y &
Agolv BAE F3hE dEgds 22 ofye oy
< Ao 2 Bot(Fiore, Yah, & Yoh, 2000).

2R £EF o Foke wWE JIAAF
of tigk Aual APA 7HXE Aol HETe A
= (Table Dol AT &H|AHe] FEA4 0] %ﬁ
U 22 ARE BF 71AAE]l AWE T

oJelgt zolE wlth AvH Aol e Azt
flojr EEHo] Fe
A(M=52, M=455 M=446) THZ YESIL =

S w2 Ad2 FA. F34. (M =465,

N

o & o N
it

)

= rr

o 2oy

At L
\r A ox
X,

o

>
o

ok X
o QT
nl 0
N

e
rd
2
i
~

N
N
0,
N
2

o
Hir
' rlo

-

e

< .

do rlo
ﬁ

N
)

L
-

2 o ft
N —{o
it

rlo
X

Ir
)
B

]

o
5
rlo

°of W2 i =gt
of Z1AAIF el &m)
RO e
AE
le Ao UEui,
ZNAA Fel v, 3]
Zpol 7k e AW A
H44 (M=4.32,

=
=

i’
s Mo o
N

2 rlo

ol

=

§]/H

X b

{o

< A¥IL

SAZ e, B4, F314,
Jq”“* M=359, M=333, M=284)9 +AXZ {3

] AFel oig 2uae] A3

(Table 4> ANOVA Results for Comparison of Experiential Values with Kitsch Products by Consumer Uniqueness and

Fashion Involvement

Mean(S.D.)
L . Consumer Uniqueness Fashion involvement
Experiential Characteristics of
values Kitsch Products High Low Fvalue High Low Fvalue
(Duncan) (Duncan)
Erasecration® 455 3.77 437 3.10
angerato (1.00) (1.37) H:4.70% (1.20) (1.23)
: H:2.68
. 4.46 3.89 (c)ab) 4.40 3.40 o
b 4 . Py
Aesthetic Value|  Playfulness (1.26) (137) | L:671"** | (1.35) (122) | FT
(c>bra)
Nostalgia® 5.20 4.65 (c)ab) 496 432
ostaieia (1.02) (1.26) (1.11) (1.35)
5 tion 441 357 422 2.84
xaggeration (1.43) (1.55) (154) (1.21)
H:0.24
433 3.85 H:0.41 438 333 '
Amusing Value | Playfulness (1.44) (1.44) L:255 (1.40) (1.30) L3.06
(c>bra)
Nostalaia® 462 4.04 4.44 3.59
ostae (132) (137) (132) (131)
Erarseration 495 4.56 4.90 417
&8 (1.04) (1.18) (1.09) (1.17)
5.22 478 H:0.69 5.38 4.20 H:2.40
Cultural Value | Playfulness (1.06) (1.19) L:0.95 (0.88) (1.16) L:0.14
Nostaled 5.16 4.66 521 4.06
ostaiela (1.96) (1.17) (0.87) (1.18)

Exaggeration(n=72), Playfulness(n=69), Nostalgia(n=69), *p<.05, ***.001
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{Fig. 2> Path Coefficients Results of the Research Model

*X .05, **pK 01, *** <X .001
Note: Standardized Coefficient (S.E.)
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