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Abstract

People tend to maintain and express their individuality in unique ways. Consumer’s
need for uniqueness is defined as an individual's pursuit that differentiates themselves
from others, thereby developing and enhancing their personal identities. This study
examined the effect of consumers’ need for uniqueness on fashion orientation and
consumption values. Data were collected through a questionnaire survey distributed
to people visiting the fashion show center during Seoul Fashion Week. The survey
questions were designed using the 5-point Likert scale and Cronbach’s a value of
questions was reliable as .628-.862. The study’s results indicate that people with high
need for uniqueness are very interested in fashion and think that is important to be
well-dressed. In addition, the results suggest that people with high needs for unusual
choices who enjoy challenging the prevailing taste of people want to be fashion
leaders and are attracted to products that express their personality well. And people
with high needs for creative choices and incompliant choices value their own
satisfaction and happiness with the products. On the other hand, consumer’s needs
for incompliant choices have a negative effect on social value. As a result, people
with high needs for incompliant choices would break social norms rather than consider
social status and reputation when they purchase fashion products. The concluding
section of the paper discusses the implications of this research for fashion companies.

Keywords: consumer’s need for uniqueness(2HIRFS] ZE4 L9, fashion orientation

(T2, consumption values(5H]7}R])

I. Introduction
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4 Qlt}. Snyder and Fromkin(1977)2 th2 AFFa}
FEETA Sz ol AQlS) BTG BEA 4T
o HoT, B4 870 U2 ASBE] AL
A #5} 0™, Tian, Bearden, and Hunter(2001)= A
W% BEANA SEH STE AdE AT, o
2 24517 3 AEE AL v Uk, AN 5
E4J S-(consumers’ need for uniqueness)= &9 &
S A, ARLAL Bl Ao s ApEAEC
TogH 27| om|x|et ALS] A o]m|z]| 9] Wy} 11
e mraldt 472 el AL T
(Tian et al., 2001). &, A£H|X}9] EEA £5131 AH]|
P9I B A4 AN B BAHS el 7
Hoz mEstes Fos AR GEol Holsl
S shte HASHolT & 4 Uk 1AM ofd
AEE durE E thEdeley ¥ 4 9t ta
o A, HY FO AES ARTORA Bl A
A19] BTl G Aot e wHA, ofd ARt
Qutele] AT o RE 47 WorsY 4
AES ASTORA Hels S AT T
& A% % ok BA 92 ABE tEAl
A AR whEA st on, AHHos
£ 1919 A4E el Sgstel st et E
@, 26145 7B AW AR, 28] 9
o] Aelet, DED A AUAEL olnTt 4y
A A9 S vl Bt BASHL, TRE A
=% AHlS A st 895 BESHL QL
on, mebx E5A S AR F4 Fa% A
gog oA ek

J=y 11 5% gRselAE 554 &9 7ig
Hth= olet A= /Hdolstal & 4 Q= &4

of ek AF-5o] WoH, 554 855 AL
ojLf AH|7FAeF AZAIA AT Be= BA 43
o} webi 2 AFoA= EEstA AZE tE
At at pEE A ok AE YR E 48R &
54 &7a%0] 4Rl wAGF] 4H|7HA] 9
2= F¥F= Yot izt gk
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Il. Literature Review

1. Consumer’s need for uniqueness

EEAolgte YL Aelehd wgagold &

Uk ol

o|x A 105

(Snyder & Fromkin, 1977)3} 2., AH|T} o)A Wl
#IsH sk o] oy W], H27tA v
Ato] SEA APIE ABAT ATE A Yot
E3 SEolet /o] EsAL kEoletr] B
o, Solg Mg elujala Y] o] HE A
349] Soleta sl oldtt. ey, 2l B
Srolat A4S At st S Aulate] SE4
L3 A 71 o] 7Fska, §349 wizst
d AFS] T Al HA Wol YElt, o]
S35 AU §9 HSE S 2N A
A AAE HAA7l= 58% 950 € & A
c}.

MR19) =54 &of et A= 19709 dh ’“Eq
Sk} ARS]StollA] AJZHE] Rl Om, 1980W T o] Fol=
HAL 5t uiAg Fofol A 50| e o %1’
o 1 B9t =540 ditt A5 374] T 7 '
Fo= o|FA g=tl, Z7|ol= =540 digt /g
A, 244 5olet 2R T @ By A5
I3t AFE(Gim & Ryu, 2003; Lynn & Harris, 1997;
Snyder & Fromkin, 1977; Tepper & Hoyle, 1996;
Tian et al.,, 2001; Tian & Mckenzie, 2001)°] A 3P=]

om, o]F AFoluf HHEE H7gsh= ] Qlof =
EA9 Jofof T3t AF-E(Bertrandias & Goldsmith,
2006; Holt, 1995; Jeon & Park, 2005; Knight & Kim,
2007; Park & Park, 2016; Yuan & Kim, 2015)°] O]
FolA got. =54 &9 Saiel Bt Yuan
and Kim(2015)9] ¢1to] BEH 554 &= 4
AlFell et S-5uol FFS vAH, 53] 72 o]

RS BESH = Aol A AHHELTE 5
Tl o] =t shlth o, 2 4HjRe] =
£ 850 3t Knight and Kim (2007)9] Aol
OEd, HHE 7HXs 554 59 Ao ot
OEA AZEH, vdiSA A8 &= A7 34
7HA o] Y vA, 2RH o R =53 A B
514 Ehal 519 th(Simonson & Nowlis, 2000). =,
avle] SEHL 2ulte) PSS Aas A
Auelol, 59 ABol} HASE A5, W
Bx0z Tk sl ol BAE o
2 977} AwEol gk

EEA 870 9Eilo] HHAL Snyder and
Fromkin(1977)0] 2|3t v}e} o], ojEe shje
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A7) (unique self)Q] £ Ex JAFEZ ERIT 1
S STe S, e B NEe B 55
He F7eE FBoIT WA ¥4 5B 87
o tigt A1E AHHEH, Workman and Kidd(2000)=
WA Pl S5t AdER, BAL, HA
WA AR e YPolE @ 4 gonk A
AL 220 B8] o £ BE4 878 U0
bt 2 S5 877} 48 ARES A U
drolT, ARG BERE B0 et
Aoz BT Bola 4Bl B0l g AAAY
0] WEE HAT T3 olSE o2 HHAAE o
ol e, e Aetale] et FeL WA
=S Bt ofel, B Acele] et Hugsl
= 3ol 241 AeAs 795 919 717l o
B2 =2 AEITH SFIthWorkman & Kidd,
2000).

SHH, Tian and Makenzie(2001)°f w2, AH|A}
o] S84 8L 08w go] SHY HEE BB

£=3(creative choice counterconformity), H|t)&2] A€l

ot

o

18

2 B3t Y<=S(unpopular choice counterconformity),
A 9] 3T (avoidance of similarity)Q] 3714 891
oz 450l Atk AFE2 JiAgeIY BAEE F

A Ee AFA717] sl RS F vErd 5 Qe
44 FELZ ol8sto] A7 AdA ARAE
Z$Z51 (Kron, 1983), o] 22 Hx9| B 55374
zo S3h

b R |
= &0, 223 ol AEe I A
7Fs3tth(Belk, 1988; Kron, 1983). =32 A¥le &

St F<=3(creative choice counterconformity) EFQI

% ASHoR AEAClAAE BeIS0] £ A
oleby FHHOR WA & YL AL Adstun
s A0 vl vo|2Fo] B41 4 &7
£ 714 A¥RtE 37} ¥=th(Solomon & Rabolt,
2004). B354 A8-E& B3 9<=S(unpolular choice
counterconformity)°]gt EFQIY} 15 AFA-S XPHSY]
o) Al O R WolSoiAA e ABL U4
WAZ) WE] 7 EL B A 2 9E 4
(IS AL AHgShe AE T HE
HEe dpol MPgEY APoR BT WG
= o, BE3e byl 93 B0z FHS
A, ABE B0 ATS FEAL AUES E

& vl e 598 71 Ao Huh wom, ojz

wAgolT

sl 2] olu]| A5 ALFAIZ F= UAtk(Gross, 1977).
ATt ol® AES A2 ARk BHFA A
glo] 3o Ao g $8E= Aol olg2
A4 B ARAEARA AU EAET E
4= qch(Hecket, 1989). 5AM] S]9)(avoidance of similarity)
& AvRbEo] AHle] =53k A Ys] Al &
SHA| EojH™ AFol et SuE dAsHAY, AR
< Tk AS T A Al U doll=
S5 AoId AFolu AHFPsE FAF B
H|ZAFS0] 85HA =W o o4 5554 g2 ¥
gk Zo] H1 vtk =54 871 2 AREEE °l
d BHHAY Sotthal AR AEely BEiE
TSkl ARESHE As RA B7hs, ol & 2lus)
7] 913iA AHilo] 8 E AEE ARSHA, AR
< ST M2 AES Zreth 18y 553
FEY AHES B9l wEold 31 A7) ofm|A|
oF ALS] A olm| A= mltjojel Fojo] Wgd g W A
Hdeol Hi21 fA 2T ¢ A HEA Jdd 1
o] oA ek

S5 871 P4 44T ANY B HY A7
o4 thgspA elslo] Fou, B ATAAE 4
of Tofeh 18, ABPEL erelst Jridow
Hom gomm A olelx] W ABA olol S
A7 34 S SFolA shte] QIS Az o)
4 gt

ol 2% o Peorl

|

o
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2, Fashion orientation

WAL ARe 2HE FEFHE FUHA A
Ho=Me BHE 7T gon, A el Be
HBo|x g3k dtomg JE9] glo|m AEY &
728 olsfelA) @i AW 4 glrkKim, 2008).
AH|Z}9] o} A A3 (fashion orientation)o]T AH| X7}
259 4o Yol & Fe Hae Peht Fas
RAFEAE HolF A0, WAINA 207
o Y5 H¥sts g AT WS F Shtolth
e o) AAo] gt BololA ELstel WA A
Fo] A48} Aujo] g ket 22 kit of
A TS A et A A fee 2
AE AEste Mdo=2 AHEEHI Qlon, aitey
M= APGAIESe] Mg A ARGE AL ik 11
B NP o] & s/l Wet ATLES AHE
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9, Lumpkin(1985) HAGFS 7oy g &
A& A= APEAIRS] 7IEo R ARGl H,
Workman and Kidd(2000)= sfjAof| tfst AR A
Fe 7P AUAE BN WALA] A
T fARE HEE Btk AS Yt Gutman and
Mills(1982)%= 7]Z9] 72 vleto 2 3hof WA g
g4, B4 T4, 95 5274, bt fAHEY ¥ 717
20107 7T WANF SYHAES ATt
=4 Aol sfAdFolTs Solhths oEH
Z(Kim & Chung, 2000)4 A X 3FA(Lee & Choi,
20110l2ke T2HL ols 32 AT 1
U 2 AFolAs LA AanAt P52 A= A
Fo Mun Pz A9EDe & o 2959 we
2 Apgstol MANTS EAsA el W4
& AAHS FolA 2EAETFS UEidle MR o
Astol AHg eIt

3. Consumption values

2B7R]= aHo] Higt £ 7= AHAke] A
FEol 2 ¥ "AH, mEhA LBAE FE0)
ol 712 ARE O] $ty AB|7HA| ] &
7] A= Vinson, Scott, and Lamont(1977)]
oA AtE o, I52 /MUY 7HAZHe 7Y
< - F44F0laL dRbAo]7] o], FAAR] 4
H RO A of® gk AlFolut AH|A0] s 2]
AR S I ofeeH, 7iRle] 7=
2B 7S 9l AR AlE Tl Bl IF
2 7|tk AL A&t ©]F Sheth, Newman,
and Gross(1991)&= 712 742 A|A1S0] ZHe g
e AT, 2004 o149 MEAGS HAES ]
2H|gE Bo] Uk AT S22, 2usHKet
= 802 ALg5to] AT 5t} Sheth et al.(1991)9]
gaw AE7E 7% A, AslE 7R, 2 A
A, ARA A2, AAA NS 2gshE, 2ulR
o SAFEHL of ThA FHA AMAAE F9 ol
s, B B o5} IS WL 5 Yok 1
Sheth et al.(1991)9] AH|7}X|&= 4H|Q} AHEH 71X
e AR Aelstdtt=d 1 297t o,
AEAR £F2 AT EFldhs dAES 7HA
3Gtk ES AR ATEY B B AR
9] Aol wet #39] dde FAsH | of e,

o9 1
lr_E,O%l-‘

B

l_

¢

et - olita] - o]x|¢d 107

i) Aul7hAo] ule) 25o) AZEst B ol
o Wb 2 ATl AL ol BARE e
Sfo AR Thale] 2ulAe] £E18TE VI
ApEA AGET S B SHYRS T4

SHA T
. Methods

1. Research question

B a7l auAo] 554 3771 4T 4
HZ7EA o] vA = S Lot A vt 22
AT ZAIE A5k

ATEA 1. 4v9 S5 877} 4vlAe] o)
A3 mA = FFS Fokdtt

AFEA 2. 2HAY] 554 &7F &B|RR9] 4
H|ZFA] o] v A= FFS Fokdtt.

2. Measuring instruments and data collection

AH|ZLO] EEA 8410 #$E 32 Gim and Ryu
(2003)9] rmut AHA}F £EA S A S 4, B
gsto] F 31 F 45T S Aol ARSI
ot &8|R] jd/d%o] T3 EF2 Gutman and
Mills(1982)9] 1723 AMESHRI o™, A3 Aol
Ll sjA E % (anti-fashion attitude) 891S A 9]5}
AL 2 AFoM= 55 E971 2 2R
71E9] FS ARG %ol w2 AR wdEo]
v A BeE 29 Yl 7HA] Ao r dES
gotact. 4] g9 £7-2 Sheth et al.(1991)9]
AH]|7}X]0]2S 7|22 3 Kim(1999)7} Kim(2010)2]
2 2AZ, 2783 Agatdt

B AL 554 8771 22 AlRFE0| Bl e
Aoz sl oMER AL HH 922 HYT
3 ofg 71z Bt dRold] AGAS Pt P
1008 hos 4RS YA o] F 244
o SH= A9 stal 7587t 2F EA40 AHEE
o} Am 2L PASW 1802 ol-galgon], g9l
4, AFE B4, IARAEE ANk

IV. Results

1. Socioeconomic characteristics of respondents
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HEAAGL FAd0] 24%, of/do] 76% Ao, AP
2 20tH(53.3%)9F 10t1(38.7%)7F 714 worch. &
-2 ekl S} 45.3%, 115SH ASt 28%, TSt
o = 24%, e EY 2.7%9] =olglom, A
AGL A&, B717F 81.4% 02 HHES A5kt
SEAEY 5P e AnEY, I B 95
o] 3 3.83], S B oEH|E 109HY oA~
305k mlRto] 58.1%& AP o™, 508HY o=
10.7%Z 2|3tk

2. Factor analysis and reliability verification

1) Factor analysis and reliability verification of
consumer’s need for uniqueness

2HZL 554 95 4ETY T FAHE 4
Varimax 3745 AA] gF A3}, Q21 Folgo] W 4
T AT 202 240 ARSI AH|AR

7

wAgolT

554 &4 9912 7|E A< 2 47 8Qlo] &
£5on, =& Hell 55961%, Cronbach’s ¢d)
< .628~8358 UEIY} A5t A 32 Bt
(Table 1).

291 12 ARt AEte Fzopr] Jo we
St 553 AlEZ gt W89 9w
gElo] =34 A= aclo, 92l 2= o] AV|E
EAY S5 AtololA E5HA HojwH Aol o
M= SHE FHSAY ARES FHchHE &2
2 F 5ol ZotE] ‘AN 39 ajlog ¥
Sttt 891 32 13 T 35S AU AEA B

YE T 2AYL Arhe 189 2870l T4
A

<Table 1> Factor analysis and reliability verification of consumer’s need for uniqueness

Factor | Eigen- Variance | Cronbach’s
Factors Items .
loading | value | (cum. var.) a

Having a discerning eye for products

that are interesting and unique assists 750

me in establishing a distinctive image.

I have purchased one-of-a-kind products

or brands from time to time as a way to 712

create a more distinctive personal image.

I often look for unique products or 705

brands so that I create my own style. '

I like products and brands that express 690

my individuality. '

I husiasticall 1
Consumer’s . ent] u51ast.1ca y try to de.ve op .my

Creative personal uniqueness by buying unique .635 19.664
needs for . 4.956 .835
. choice products or brands. (19.664)

uniqueness

I often combine possessions in such a

way that I create a personal image for .589

myself that can’t imitate.

I often try to find a more distinctive

products among manufactured goods 555

because I enjoy being original.

I often explore new products or brands 553

that increase my personal uniqueness. ’

I often think about what I buy and how

I use it to create a more unusual personal 518

image.
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<Table 1> Continued
Factor | Eigen- | Variance |Cronbach’s
Factors Items .
loading | value | (cum. var.) o
I do not use the products that I have
when it becomes popular among the 792
general public.
When my favorite product or brand gets 735
) too popular, I lose interest in it. ’
Avoidance Whatever it is, the products and brands 13.725
of 2.944 759
s that people are purchased regularly are .685 (33.390)
similarity
no longer worth for me.
I disagree with what other people think 635
is the right thing to buy. ’
I avoid products and brands that are 613
commonly used by ordinary people. ’
I will continue to wear clothes the same
Consumer’s .
way, even if someone else says I am
needs for . . . . .833
. wearing inappropriately for a social
UIQUENess situation.
) I wear clothes what I want to wear 767
Incomphant regardless of the situation or place. ’ 1.890 13.147 742
choice - (46.537)
If I wear my clothes differently, I know
that others think strange, but I do not .658
care.
I often dress freely, even if others are 564
offended. '
I enjoy challenging the popular style
among people around me by purchasing 763
Unusual products that they will not accept. 1.403 9.424 628
choice - ’ (55.961) ’
When I wear clothes, I often wear daring
.581
dress that others would not accept.

54 &4 534 olv|x] & &, Af 1 £
T, APEsE £ fAM Sl S, BidiEE AY £
T 502 Hrh AlEs =51
Yuan & Kim, 2015)= 9] dAF7= B AA3Lo] ZAx}

2 saPa

Qlth(Park & Park, 2016;
&l

5 3789 3"101 EEHUL
R L e

2 gQlo=z Yot

= AEEL 60.135%,

701~.79602 wa}ﬁu}(Table 2).
_g_o] 10 _,]ELO 7(1— CQL ‘_ _g_
PP vt

CERE N

segoz 74u0l 9% F
291 2% HHe HEshs

2) Factor analysis and reliability verification of

fashion orientation

B4 AAIslo] 891 ¥okgo] e 4R AolT
BEGS HF BA0| A8 QAREPRL F

o
X 'E'_T_r:/il% Gl —6}.}%——~U€13 VarlmaX Q’]ﬁ% A /\]'C:)'l' 75‘?’]-5

2] &t A B A7) Bl tit 4egom 4
Hof M Aw golog Hisilct. a9l 32
A B oRof itk #S Bdcke= 3—%52}_0—i R
sol ‘s el aQo= tﬂtﬂé} i, WA e
2902 YepR] oottt ol 2 Aol $HEAEC]
ﬂH’H A= 712k LS 2 /\}%Ei eHg = of

P& ARHAY, ol del FEAA 22 A

.
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554 &7 1t A+

wAgolT

<Table 2> Factor analysis and reliability verification of fashion orientation

Factor | Eigen- | Variance |Cronbach’s
Factors Items .
loading | value |(cum. var.) o
What you think of yourself is reflected by 248
what you wear. ’
If you want to keep ahead, you should dress 748
Importance | do so. ’
of being It is important to dress well. 726 5113 23.693 796
well-dressed
Wearing good clothes is part of a good life. .653
I buy at least one trendy fashion products sa4
every season. '
I am confident in my ability to recognize
. 799
fashion trends.
I recognize fashion trends and want to be 778
Fashion Fashion one of the first to try them. ' 18.571
i i 1.502 ' 794
tat ~
ONemation | leadership |y j important for me to be a fashion leader. 694 (42.264)
Since I am accepting new fashion trends for
the first time, many people think of me as a .687
fashion leader.
I never read fashion magazines or pay
. . 770
attention to fashion trends. (-)
Because of my active life style, I need a 732
Fashion wide variety of clothes. ' 17.872
. 1.202 ' 701
Interest Clothes are one of the most important ways 601 (60.135)
to express my personality. '
I spend a lot of time on fashion-related 531
activities. '

7t ol AAHW7] qiEez Elr
3) Factor analysis and reliability verification of
consumption values
aH| 7H] = 272%
T2 AJstal 25&%
4714 8710] =& HU. & A2 54.476%, Al
Fr= 729~897%2 YEG o, Ai}= (Table 3)3}

i
o &

o

12 AES 535 A= 2220] w7 7i4
A& SATRE Wi8o] 2o F8E 7= 1
gorAoH, 11Edes A 891 2&= GE A
%EOI Ap4lo] dis o2 A BZhdA § B 39

[o

011
iﬂ i

of AR 713 z
Aol Bel9] BE Fa LT SR
2 F4E0] VI5d A gt

3. Effects of consumer’s need for uniqueness on
fashion orientation

avlzte] B84 877} Avlzte] sjag] ol
IS Loluy] 95 av)A 554 879
SHHSE, A %Y Al 20S F&HHP

l

A
EL%

o
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<Table 3> Factor analysis and reliability verification of consumption values
Factor |Eigen-| Variance |Cronbach’s
Factors Items .
loading | value |(cum. var.) o
I set great store by my own satisfaction with 708
the products. '
I like products that express my personality well. .695
I think it is important whether the product 689
represents my image. '
I want to get attention from others by clothes 685
or accessories. '
I think it is important whether the product
Individuality i 674
) arouse my CllIlOSlty. 4.806 19.223 862
vaiue I like products that are different from others. .660
I prefer a unique style that amazes people. .657
I like products that are unique in design or color. .631
I emphasize whether the product is a new style
rather than a monolithic design that is currently 587
popular.
1 emphasize whether I feel happy with the product. 571
1 am happy to talk about the products I bought. .564
I like products that can get good ratings 264
(feeling, approval) from others. '
I like products that can appeal to the opposite sex. 756
Consumption I care much about what people think of me. 734
values Conformity | | th%nk it is inilportant to having confidence by 636 | 3.235 12.939 803
value owning a particular brand. (32.163)
It is important to me the response of friends
.620
and people to products or brands I bought.
I want to belong to a group of people who buy 532
certain products. '
I consider whether the product meets my age, 296
job, and gender. '
Social I consider whether the product fits well with 219 | 2.899 11.595 897
value my group (friends, school, work place). (43.758)
I consider whether a product can represent well 761
my social status. '
When I choosing a product, I consider whether
. . .760
the product is well stitched
When I choosing a product, I consider whether
o 17
the fabric is good or not.
Functional | I think t}.le ease of care and maintenance of 670 | 2.680 10.719 729
value products is important. (54.476)
When I choosing a product, I consider whether 604
the product can be used frequently. '
I like products that have better performance 531

(thermal, breathability) than designs and colors.
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= 5o] IAZH e ARt
A= Fofgt cEe 7=
IE AWEH, LE 554 57 SolA 534
g 8912 AT Al 89 BRolA 7 8
g A S HolrK(Table 4). 5,
@] e A o= W9 WolM <
2 EAshA ke 5549 AR 4
&g BojFn,

¢

WA AEAte] EEH 870 B AT

<Table 4> Effects of consumer’s need for uniqueness on fashion orientation

wAgolT

A3}, 3l B4 g & 9] #AE AYSt Jeon and Park(2005)9] A2} YA
Aom Uehgeh 2 okt Amloln. ®@ Avde] 554 47 3 uY

A 24 A4 &4 i A F i A oo
o AES AL Ao ekt 3, B A
P AGFE AHE A T A2 dAY Ko =AAY, tiEd 22
Al EH3o < of= HdEH AY &2 49T 4= Qo $HE,
g 4 3 FAHE BlE 8¢ v A A" &= s agdTk

ol AT AR 5B & o JFE vA A K= AoE YET

Dependent variable

Independent variable (Importance of being well-dressed)

B SE B t p F R’
Constant 1.628 573 2.839" .006
Creative 562 140 496 4016 | .000
choice
Avoidance
Consumer’s of s1m1]ar1ty -.164 .103 .055 -1.588 117 8486*** 327
need for . ’
uniqueness neompliant 084 089 266 949 346
choice
Unusual 156 094 085 1.663 101
choice
) Independent variable (Fashion leadership)
Dependent variable 5
B SE 8 t P F R
Constant 213 .546 389 698
ST 527 133 385 3957 | .000
choice
Avoidance
Consumer’s | o Gimilarity --034 098 -032 -344 732 14.4501"" 453
need for . ’
uniqueness neompliant 150 084 178 1.779 080
choice
Unusual 277 089 324 3.099° | 003
choice
) Independent variable (Fashion interest)
Dependent variable >
B SE 8 t P F R
Constant 2317 .548 4.228™ .000
Creative 547 134 459 4096 | 000
choice
Avoidance
Consumer’s | ¢ Giintiaricy -.093 .099 -.102 - .941 350 6603 74
need for . ’
uniqueness ncompliant -.119 085 - 162 - 1.408 163
choice
Unusual 120 090 162 1343 184
choice
p<.05, “p<.01, "p<.001
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4, Effects of consumer’s need for uniqueness on

consumption value
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V. Conclusion

2 A7E anx] 554 8771 g 4
B HlAE e Fotws] s HEH 87
7 %2 ANASTE Ao AT APsaos,
A7 23, 4 EEH 8L E4F Ad, §
A4 B, wleg A e, HleEE Ade) 4717
aglo] E&wch. 2uAe] £54 879} WA
Fato] BAS Loby] el a4l Al 291
B30, RAAE, RATES SSUSR, 207} 5

<Table 5> Effects of consumer’s need for uniqueness on consumption values

) Independent variable (Individuality value)
Dependent variable 5
B SE 8 ¢ P F R
Constant 1.072 418 2.562" 013
ST 521 102 496 5107 000
choice
Avoidance
Consumer’s | ¢ similarity 044 075 055 88 539 14.550™" 454
need for - -
uniqueness | neomplant 172 065 266 2.664" 010
choice
Unusual 055 068 085 809 1
choice
) Independent variable (Social value)
Dependent variable >
B SE 8 t P F R
Constant 3.337 1.077 3.097" .003
Creative 506 263 234 1.926 058
choice
Avoidance
Consumer’s of Similarity -.248 .194 -.150 -1.279 205 3014* 147
need for - 7
uniqueness | [Meomphant 54, 167 - 253 -2.026" 047
choice
1
Unusua - 118 176 -.087 - 669 506
choice

*

Tp<.001, “p<.01, "p<.05
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o WA B A FAA L AFFolu, 108} 20
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