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Abstract : People are exposed to diverse images and naturally find images to express themselves to others for per-
sonalsatisfaction. They present ideal images that they desire to obtain or actual images that they already have. People find
differences between ideal images and actual images as well astry to overcome differences by managing appearance or pur-
chasing fashion items. The congruence between real and ideal self-images and perceived body images stimulate clothing
involvement or consumer confidence to influence fashion innovativeness and fashion opinion leadership. Fashion leaders
are known for confidence when making buying decisions on new fashion products and are more likely to influence other
consumers to buy new items. This study useda structural equation model to understand the influence of perceived self
and body image on clothing involvement and consumer confidence as well as define how perceived images influence fash-
ion leadership through clothing involvement and consumer confidence. The results of this study indicated that self-image
congruence has a positive impact on social body image and personal body image. A positive influence of perceived body
image on clothing involvement and consumer confidence was also detected. Fashion opinion leadership could be explained
by clothing involvement and consumer confidence; however, fashion innovativeness could only be explained by consumer

confidence.
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g3t} AplelnAl=
om RS viAEtaL =olH7] o
Zlelm Ao thgt A zto] oo} T
et o volrt 7RIS st Ad gkl
L=

2L ofoltiofut A|Fe] gt AnREES] A&H1 a7
oF 3 Age] EdET) FdHET) 58] o 9 Id AF
fraoll Riztelar Ed=] ¢hdolgta B vk sjdS &
Gk AlFelth. AT ER] AHAELS TR AHAER
oh AoiE o2 f3fol FAlo] Bom, 53] e o A4
] NS 2 A2 ZER O] AIFS MR o R Fulsks
2H)AFE) &eth(Kaiser, 1997). MAEEEo] M= #4281 o}
olgle] AF W &3 thE AnAES] Y 7 o]
GIFS 7|X= v ARG AE ] Uig olele =4sit)
(Goldsmith et al., 1999). A% A3 we Mg A
7} o] oA YARE FE O FTFH

2al7] 918k ALt &
|t o] BRI E B 77} thiEolthe.g, Kunz
2011).
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ByAp ek EA, A7]oln|A] ARl whE whom|x|7}
Hol 22aL i Lol tiek )R ARl o’ F3ks
UAEA] dobR Al Fiv), vixee g, Ap7]olnA] |9}k uf
oA & vigshs olRoie} fgol] thek AnjAl ARrlzto]
A E Gl AW FEe vAEA dotraiat

2. O|EH Hi&

2.1. X7|0|O]X|: ANH-O[&H X{7[o|0|X| x|

A7loluAlE Al B-ste] Aile]l 7KL e 2
o] AL A AZF e AR =] FAR I
ZR3lel] tigt olmXE Wehth(Higgins, 1987). A7|o|H|A|=
27 B 7T THQle] AR AARE HE AsPRl
Alell EfQlo] wietEl F2 7ldishs A4l o] Ao
(Sommers, 1964).

A7 1B U X]0] 2 (self-discrepancy theory)ollA] A}7]olm|x|e] &
LA= FHQlo] iz sl ARk AU A2te] 2ol
olH o]F Fal Al oMAIEE QAT Aim 1A
sk= A71E tst A1 5 kAl dlok(Hughes & Guerrero,
1971; Sirgy, 1982). Sirgy(1982)°l <J5lH AA|4 Z}7](actual
selfy= 7HQle] AAIE 7HA e Aolgt Be aIEE 74
H A7) 25 9ustar gt o] A7 (ideal self)=
Nle] 7HAAL A& aRIER FAE Al BFE on|gitt
3 ok A7IELAol2 oehd AlHES WAlHeE A
o AAA 2717} o) 7)€ olmA|e}h YA|E= WFeR
BRI EA i

A710l AgE A= A7 olwA] 9] UA] F& EUAE Fl
vephe vlrolu)x]e] @2 w3tk Yeom and Kim(2004)
< A7lem A 7F A JHAS] DA FA Sl oJs) A
Z1oRAE fFASIL Lehe WFeR YEo HuR on
off tigh Tt 7HR1A o ol alo] Eolithal Wl
o}k B3 Ap7olnAE o]l Aleln|A| ek dAATEE
o ERRle] Highi= ARrle] A<l Kol thek ¥ilo] =
o}ziti(Jeon & Yoo, 2011).

AtBlal gl ste] ATellM e F2 AAA Ar]olu|R| e} o) g
2710w A o] ELA &S FaL e ojd EUA7F N
1€] ol mA F8A0 Gl thal Bel A=l ik
(Heron & Smyth, 2013; Johnson, 2011). WFH ZH|x} 3PF
AN DHIAEe] AAlE A7l olw]R| ek o] zL7]oln]
A2l Aol tist T84S AF3FHL(Solomon, 1983), 4H]
Zke] AzlolulA] o] et YAFHoR Y22 AFel et
[ AETE Fas I oo 9l vl Qlth(Ha & Im,
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2012). & AolM= AAFH =7jem|A| e} o)/FZ A7]olw]A|
o] AA=E T AZILATE AR Al thigh 1Ajel] mA]
= 9FE AR dnh o dobrt iQ1e] ol Rt oA
el vAlE TS A7|olAIE Tl dopraat dt

2.2. dic[o|O]x]|

Hirjolu|] = 7i%le] Apale] AlAlel thste] 7= gAlA
Q1 U Eatu] AA] e A4 HES W mF
(Rudd & Lennon, 2001). 7}21-& z}7] 22z o] AJZHE ol
2k Bllell theh Alzke Esle] ARle] AAE AASH =t
= violm|A| ] Hrk= JHQl AAnme) QIx|9f HIRE ohdzt
Az S22 A138)H Adsahgo] AotE JERdTH(Sault, 1994).
Cash(2000)= wlt]olu]A]e] ZAell thksh Alzh 8l ozb2<l
Aol Zasirha g3t o] Aol Ssi zile] AlAe
ek BEEY Fowst 2he ANRIARI Hrtel S ElRle]
daAgel W ARl HEE Sel Aol AA| orAlE
ST F, 7de] ARJE FeAg-S Fdl ARl niolr]
A& Bkl dXske AL ARBlE ukt]olm]A](social body
image)Ztal 3IaL iRlo] 27| 2R BES FHARI JIFE
o2 vEtEI Hriske virelwRE /H91F Hir]elu]A]
(personal body image)z} st}

AgATFol M= A7lelnR] Ix|7t vir]oln|R]e] A|7hg A
Botedl 4% 98-S & Zlolzky With(Higgins, 1987;
Strauman & Glenberg, 1994; Szymanski & Cash, 1995). &
A 0132 2A7]olu|A] AX|7F o] FZH Q1 Ap7]olw|A] e

Qe vAYT WHem old A7lolu)x] FAL wroln)
o] AAE dZal sl ol A We A7]olulA

A= virolw]A|e] Froll FES mAIAl 2 Zloltt

22.1. A71eluA| 2} AKE A blr]o]n]R]

uitjo|mA|l = 2p7]olw]x]e] AJZHAQl FH oz yYehte 4l
Aol thek AKS)A Azkez dx] 9)oH(Cash, 2000) 2710
H|A] AR == sHQle] AAA] A7 (physical sel)E AF1H
BEAE-S T AASRH S 7)XItk(Sault, 1994). HEg
AAE A7]e|mAE o) FH e ® vYehle i sk S AL
A elref2l ALS|A nirolu]A|el #EE ZH=ThJeon &
Yoo, 2011). wbA] - A5-¢] 7HdS o3t 3t

H1. A4 o) 27]olw|A] A= ALE]Z Hit]o]u]x]o|
3741 S WA Aot

222, A71elmA| 2} 7RI wir]eo]n]R]

vitjelmA] = 7l RS AlAe tisl] 7HAl= =4, H=,
s 58 F8ete NAAJ] A4S EFethRudd &
Lennon, 2001). Kim and Kim(2010)2] A7-olX< A4 -0]
A A7lolu|A| 8] YR =7 HEF ARle] vir]olu]A| o] T
gk Q1A WEErt ST Q1A AprlelnA| ] Q1] # ¥
71 ZA7lolv|Re] dXol| RS W= A & Uk we
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A B g sple et P,

A
H2. A2 o) 32 Ap7lolw|A] dA& 7§13 upeolm] <o)
Ql

39 T3 Roltt.

2.3. o520

#H (involvement)& 7910] A&, 2=, A48 Sof <& of
7159E §714 AL E Sneh(Antil, 1984). A|Fol| thet
MR Fode AT Azbstke AlEF] JHIA wEA
o] drl} E&rto wat ZElFti(Celsi & Olson, 1988;
Laaksonen, 1994). 5% A& 1#ojol Algke z}7]ojm]x]o]
ojg B3o] 1 AlET} A= drkal Erk(Petty & Cacioppo,
1979). 952 27| a4 w2 AAEES 7R A
o] H& ] AFLRE FHA Uk oE] Hilo] B ¢
B3] AEd dANS = e VAR AEE E
o] (clothing involvement)2}2L SHcH(Sweeny & Zionts, 1989).

Hitjo|m|x| 9} o) B ek ATE ATHH v 2
o} vitjolm|R|= o&d] sk Hofo] FES mIXITiaL ¥ A
skom wirjolmuld] W3R Kb 79 Ao e 7
F7] flgk FEo R o85S Ay Wi AALPA oE
o tigk Balo] EokAAl FrhlJo & Lee, 2004). B3+ A}Ale]
Aot wirjoluAlel| BiEshs AEATE oE gk #
A 98-S F3 vEErt moRitkal tkShim & Park,
2007).

2.3.1. AR njr]olu]z] e} o) Ehe]
9z gk AREF UHs) vijo|rx|g) 2 o) n
ko]l 23t Lee(2008)2] Aol AKSZ wlt]o]u]x]
ZF3 Adsle JATUSFE 9B Bao] w& ]
to 2 uepgth 71 AkE]A wit]eln|X|= oF Hofo
FE M HEYS & 5 gk uE B Ao e
o3t 2o

H3. 183 wlt]elm|z]E o&8dao] 3842 JeS v
740]

o
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23.2. 7H1A miEjoln|A e} o]Ho]

Aprle] vir]oluAlel] tial] MAH o2 RESIAL T8 H LS
2 YRl AFE 4 $F o8 gk Aol sskom, &
3] o5 P& F3IA A1) /IS mHE] wie] oo
ERloAl FQ83ITHaL oJ7]= Ago] AUTHKIm et al, 2001).
I, Zpale] AlAle] gis] TEErt W Aeos Ad8s B
2] SIBiA ol tigk Tile] H2 HFS Btk (Hwang,
1998). WAl 2 AFe] 7S ohga

H4. 7114 wit]olm|A|= ojEdAe] 3GA0 FTFS n|2

el

2.4, 2H[Xb RpLZE
ZF217¥(confidence)y> ARXel isl 578291 A ofn|shH

o

A} oAl vt FHH o HelEoX|Exo] JTFS

WS o|n| 3t} (Solomon & Rabolt, 2008). HHA
Floll A AHslgol] gk A27e Aishe e
H|2} 2217 (consumer confidence)© |2} SHCH(Ludvigson,
2004). &H|AF AR ARAPE 0 B AWAAEE S
Aprlo] Ysle A3E dud Fod s dEHem 43
& drke AES SvjdthPark & Choo, 2012). &H]7
A7 HEEel] e AR &, &3 7S ovlsiH
2o T AR el tish 58S Fshes Aes et
(Bearden et al., 2001).

A71e1m|A] Q1loly olEeFy) o] g Atfe] EshHl
A& wdske Aol 2o 7iRle] AR Fag 7sS
3tH(Solomon & Rabolt, 2008). Z152] A7+l <JsPd =47k
o] 733k AFES 2Rl ilo] B nir]olnR|E el AR

10]
A

=4

§i2

> oot rlr e
)
iy fl

LS
N

E
d
B

e gL ok APAFoM s AAC] B-EEE ofu]F|
A2 2H|Ap ArzEe] ARds HolFIL ltkeg., Jung
& Lennon, 2003).

24.1. A15]A wiciolm|z| e} Am)A}F AFAITF

AR A wigo| A ERIGAl HFHAIE AL BE & ARSH
vitie|nA| & FoA BN ARFELTE o8 a¥s /Y T
wja)Eol] thdt xAFto] Erh(Kaiser, 1997). HE3F Solomon
and Rabolt(2008)y= L Althe] &814 S 53l A7|o|n|A|
£ FHsks Aol AnAl ARz Fagh J3g 7zitkar g
o} o]l AFEL AlEF upolm|A]el| thgh 7Rt QlA]e] 4
H|zL A= FFE 71X Ag Rt wer] =58
AT-EAE v P

HS. A18]A wlt]eln|z|e AR} A2z 34 4

mE Zelet

filo

242, 7413 Hlcko]elA|sh 22k 217k
Q1A viclolule] tie Bt A AREASE o

o £ o] 1%L FaAlskE A%l UTHlLee, 2012).
Aple] HlolulAlo] FAHASE o) e ZI0 Az

AES AL HE AL S5 DHAR ARRF A7) =
Aol Tk(Jeong & Chu, 2010). o] Hit]o|u]x|ol] T3k
1A AA7} AHR} AR P vRIvhs AL 9]

o}, geh w3E ATEAE oot 2k

-

e = rlo

uE Zelr

2.5 M2l dEk AMEY, Hily

-8 Al & o] 2 (fashion process theory, Schrank & Gilmore,
1973)ell o5k 332 57835 A7)0l thee] AlEEelA wop
EA= AFolv e S gttt A2 e FHYE
< B3l =] gt AlFe dukEr|e sh el o3|
WolEoiR)A] Zgk AR AlFolt 2R ApAXHA Akt



21tk (Kaiser, 1997). o182 3 A4S vl AL A
FoT W2 AHRe {3 #HH PFS odlsk] g 1
235l AEolgl & 4= lti(Solomon & Rabolt, 2008).
S| el/d F(fashion leadership)ol -8 K=} ol 9l
o2 FALENA 2L AFe] et w23 §A] 785
A0l gk 7Fsrdeletar Ao, olH st A3s 71Kl 4
8 fFAA=EA & st (fashion leader)2tal & o] ghch
(Rogers, 2003). AT F= oA = (opinion
leadership)?} X1 (innovativeness)Z =25 $FCHGoldsmith
& Hofacker, 1991; Rogers, 2003). &]F3A A|Fol 3l
A gAMEES NEE i FFold ZEdel gk FE
£ T2 LS vliske dofAl 93-S Tt v
(e}

S S ARe A AEeh) Zelle A4 AEs
e 749 9%

71X AZEQl JaES D3ltk(Rogers, 2003). AH]AR]
A HA ] AHE AFE(Cho & Koo, 1986; Myers &
Robertson, 1972y A oJAM =X} WkEA] S|4 Falxpr}
HA gty @8y gAAEE A4 DS LR
[e]

Hu% Bt 98 AN gk,

3 3
JAMEge] §7] B 49 weE 2] 99
A

1990; Richins & Root-shaffer, 1988; Venkatraman, 1990). &=
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LA

u gick
F o7}

el

N

f

gk o Eo #o] B ARIEYUTE fodd HAS
AFFES] ool FEE WA= AEe] U] W
(Summers, 1970; Vernette, 2004). Wb 2]&-o
A AN S Pkl SHHYU IS v
2o}

H7. oJEedrt i @M= 344
oltt}.

N
o (= N

i

®

o 1
& v

ro
o2
oo

=

p

ol &o o] w2 AELFE A £BS 2711 FAdE
HY 7Zgo] ATHLumpkin, 1985; Shim & Kotsiopulos, 1993).
Kaiser(1997y= 3l Aol #als Zhe AR AR %o
U 9Re Be =3 JAUXE FARITAL o mEbA oE
e A FAA G WA Aol 2ot

HS. o]EAe7t Faldel 38430 d3E mE Aotk

252, MR A7 s U e oA RS, Fal

710w A viEolu|A| o] ArlZho] EE AlgEe] o8 &
3 9 Tl el gk AR A w2 e Sl
AFREER gEA A

Lo

CHLumpkin, 1985). Paridon et al.(2006)2] -7l <JspA 2=
oA Am|zte] AilTte] FHEAE doT|= wivf IS
itk W) wehd =58 A7EAE v 2

H9. 2|7} 2R7to] A E=of] T2 ¥ v A

(o2 IR [eR=1
olt}.
Perceived Body Image Fashion Leadership
Social He Clothing Hl i Opinion

Body Image

Self-Congruency

Personal

Body Image

Involvement Leadership

X

H9

Consumer

Innovativeness

Fig. 1. Proposed model.

HI. AA-0]’ ¢ 710w A] dA]= A Z mlolmA]el] 782 4%
H2. AAH-01 424 Z7lolmA] dA& /HA4 nitjolw]Ad] S =<l

H3. AL3]E wirjeln| A& ojudoe] Sg4<l 932 HE Aeolth

H4. 7103 wirjeln| A= o)udoe] T4 932 HE Aeolth

H5. ALE1E witjolm| A& 4B|2F Zlztel] 372l 3 v1d Aol
He6. 73 witjelm| A= axm|2p 2Rl 384l 9&E vE Aol
H7. ej8#e7} oAz go] S0 J3e vd otk

HB. 9|57 dalidol] 342l d3 I Aot

HY. ZeHzF ZpRlzto] o) dwgel 2%l |93k vE Aeoltk

HI10. 2|2 Ad7de] 0ol 2% 93 mE Aeltt
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o] &gl gk zRrlTte] T AFFEL TE AHEA
28] NS 98-S BalA el sl oF el F
AR 28l oAM= AFHelglar rk(Kaiser, 1997). Kim
and Jin(2010)2] ATellM= &3l gk AAlzto] s oA
Azgnn g 249 6 = Ao S Witk
2R An)AE AR wld Aol A9 FES A A
o}l Er},

H10. 2472} 2RI7Ee] Salidel] 57821 d&k2 vl

it

3. A7

1. 2R 7R} JH

2 Ay od A7lolulAe} AAA A7]olulAe] U
7} AE1H ANQIA wiioln| o] mlAlE QRS AW H A 3
o} 3 A7lolnlA ARe Fa vhdoln|xe] that Azto) o
Bcisl Al AL B A A|Fe BEE ANE
G} A0l AE JFES Lol oEHoe) &
A A7 Esle R FAske RS A4 ®

8 A7 g me) o2 TR RYOR AZHE A
o] Bhet A0® Btk =2E AT ®H} /ML Fig |
o LrERRST.

—

32 SEET ¥ ZAMHY

Zp71olw|A] dX| 9} vit]oln|A]E Fgk on|A] 12o] of&
HAode} 4Bz} ARRIES B AT PAle ¥
otr 7] QA FEREAAS ARSI 4 e
A& s m AR ARE 4 B 7€ dATelA
EfgAde] AFE 23S 74 Bdsted 73 g
Aslsieh. AR Al o] A7lolnA] A EE SA ]
HsiA A7l =4 Z=(Selves Questionnaire Scale, Higgins,
1987)] WS 8 st AEAlAl 35719] #17leln|
Aol HHE PAE HAFI oFH R HI 42 gl
olu|AE I =2} T Z}7He] olm|R] PEAlel] thste] o]
37 olux|et AAA oluR|7}F ZGEIYAL o] F FX|9] Aol
£ YA XFE wskste] 460 ARSIt 8719 nir]o]
nx)o] 248 98iA Cash(2000)2] MBSRQ(Multidimensional
Body-self Relations Questionnaire)S 4§ H3SIATE QA
M-S 3l AR Ap7lolwR| g Q1 Ap7lo|mR] 2 ek

ou] AR|H A7lelulA) A B A AlelulA F £l
A% FHo AHgETh o Eolo] e BPeIE A A
THO'Cass, 2004)] &H|A o]Eiolo] AHH HEE 4 1
Saieit. An)Ar A7) Bk ARE dHIR 2417 3

=(Bearden et al, 2001} 9 B3 F F3o] EFH U
viREte 2 s T el et AR e oAMEY A
(Flynn et al, 1994; King & Summer, 1970), A4 H=&
(Goldsmith & Hofacker, 1991y 7§ Hesl] A=Y

A £ B0 A BYe T

) Zlol}.

3 H= 31749 HolE
o} AEolA ARlE 57.7%m=183) HAE 423%n=134)Z
A BHATE Yol 18-32M9.0m Hi-2 22242 JERITE.
A7 BAe 72EA, AR B4 test= SPSS 17.08, &
A 8RR, FHEARER W42 AMOS 7.0& ARSI

A=
d SEAE Al

¢
M
1
2
>
b
_0|L

4

4. 2431 o =9
4.1. SXMDso| Q0lEN
Zp7101mA] Ao W ultjolnRE F3F #R1le o]ux|
Qlajo] ojEFeie} AM|x} ARal7S T3l S el 71X
© S TP Byog Ats)
k2|

38 Ak g e

2]
go] A= lom, IAA wWle] IFAAZ) ofd s #
ke 8k WHoR FRIH alliMo] o]FojHTt &4
T3e] A= AFE=CFI=95, AGFI=88, RMR=.088, RMSEA
=069, =246253(df-99 and p=0.000)= H3te+ Aoz Pk
gt B3tE 2% AlS(factor loading)2] R ASAF}
A 1S ke 34 AFEC] B 0.71~0.949] H9
oM UEh & REe] SATIe R 3o A 4
S 2 YEITHTable 1).

=4 23] MEd HEEE sl 9% J5 Bde
(convergent validity)& HES3}7] {8l Had &4 5 #
(average variance extracted: AVE)S 221} th AVE g
ZF ARl ST ES] BE3 89 K] Ay T
kO =, Table 137} 7+0] 0.75~0.889) o= B5F 0.501%
o7 A5 eldAo] ERIE Stk (Forell & Larcker, 1981). I
B} (discriminant validity)E #7}8l7] 91§ WHo=E
Table 28} ZFo] ZAHAGTE Ato]] AVE ol AT Al
ZX(squared correlation coefficient)S B3} TE AVE %ol
AT Al BETE 2 ek 2102 Hol ¥E g
T7} WS th(Fornell & Larcker, 1981).

S 2E% gR1E 93l Cronbach’s alphazhs AF
& A7 60~.94F AR WHLAAEE A AeE B
ok A 291 A2 % (construct reliability)?] CRZES .57~.85
2 Yeht S8iTE 1 1% B3Es st

42 7= DYo| AR HS
B d7e] A7 7HaS AFH)
1@l FAe AlelnlA) 9, el
84 vlcjolulx), e|Eiol, 2m)2} A4IZL, €)7A4
o

oIk, Z7te] W] 57



Table 1. Confirmatory factor analysis (CFA) results
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Factor

Variable Items . AVE CR
loading
Self-image . . . ..
X1 Discrepancy between ideal self-image and actual self-image 1 1 1
congruence
Y1 I am careful to buy clothes that will make me look my best 0.84
SO?laI Y2 Before going out in public, I always notice how I kook 0.68 0.79 0.57
body image
Y3 I check my appearance in a mirror whenever I can 0.73
Personal Y4 personal concern of gaining weight or becoming fat 0.83 0.8 0.69
body image Y5 I like my looks just the way they are 0.83 ' '
Y6 Clothing is important to me 0.85
Clothing .. S
. Y7 Clothing is central to my identity as a person 0.77 0.82 0.61
involvement
Y8 Purchase decisions for Clothing are very important to me 0.71
Consumer Y9 Clothing that I chose above always fit for me 0.93 091 0.85
confidence Y10 I believe that fashion clothing that I chose above is trustworthy 0.90 ’ .
Y11 My friends ask me about fashion clothing before they choose one for themselves 0.86
lgi;g;:;p Y12 When my friends choose fashion clothing, they turn to me for advice 0.81 0.75 0.60
Y13 My opinion influence what types of clothing other people buy 0.83
Y14 1 enjoy wearing very different clothing even though I attract attention 0.85
Innovativeness Y15 I try to buy clothes that are very unusual 0.84 0.88 0.71
Y16 I enjoy trying to new and unique styling 0.83
Note: CFI=.95, AGFI= .88, RMR=.088, RMSEA=069, 3°=246.253 (df=99, p=0.000)
Table 2. Discriminant validity
Social Personal Clothing Consumer Opinion Innovativeness
body image body image involvement confidence leadership
Social
.79
body image 0.798a
P .
erso.nal 0.019b 0.82
body image (0.140)c
Clothing 0.487 0.049 0.825
involvement (-0.698) (-0.222) ’
Consumer 0.198 0.114 0.391 0.85
confidence (-0.445) (-0.338) (-0.626) ’
Opinion 0.245 0.053 0.297 0.346 0.606
leadership (-0.495) (-0.231) (-0.545) (-0.598) ’
Innovativeness 0.061 0.027 0.118 0.255 0.258 0714
(-0.248) (-0.165) (-0.344) (-0.505) (-0.508) '

a: Average variance extracted,
b: Squared correlation coeftficient,
c: Correlation between different constructs

th. 233} dolele] HFe ke 8 e AvE A
3, 57=280.57 (df=107), 2l5F0] p=0.0002 S Folst
Atk of A dlolEle] Wt el wed Ao et
A 2o AHAE HrRgit dubgo s RO $=7} 2000]
Fog Tkl o] ol BAFCE folskl vehA Htk
(Kline, 2011). & AFolX= F 317719 HolHE 481592
B HE xRkl Rk el oo AEE 2] $l6)

GFI (goodness of fit index, 7]1Z*F3X]), AGFI (adjusted
foodness of fit index: T3 F3 =), CFI (comparative fit
index, B]3A 3 A 4), RMSEA (root mean square error of
approximation, ZAFQ.2}F He| AFThHE A I A
Tl oJatH FRWAA RFAM GFI® AGFl= 900173
(Joreskog & Sorbom, 1993), CFI:= .90°]/3(Bentler, 1990),
RMSEAE .050]3} &2 05~.087FX(Steiger, 1990) & @3lch
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Table 3. Results from testing hypotheses

Structural path Std. estimate CR.
H1 Self-congruency > Social body image 375 4.820%**
H2 Self-congruency > Personal body image .846 10.691***
H3 Social body image = Involvement in product .685 10.385%**
H4 Personal body image = Involvement in product 132 2.595%*%*
H5 Social body image > confidence with shopping 420 6.785%**
Ho6 Personal body image —> confidence with shopping .300 5.420%**
H7 Involvement in product = opinion leadership 319 4.285%**
H8 Involvement in product - innovativeness .060 582
H9 Confidence with shopping = opinion leadership 381 5.367***
H10 Confidence with shopping > innovativeness .604 6.018***

**xp<.001

Note: GFI=.90, AGFI=.87, CFI=.94, RMSEA=.072, *=280.57 (df=107, p=0.000)

I EgT B Ao HIE A FEGFI=90, AGFI=87,
CFI=.94, RMSEA=072, v*=280.57 (df=107, p=0.000)>-Z L}
Bt A7 BEe] AR Hrlox Aoz Rty &
aaldel, APl o] MRz Al i 75 Table 3¢
LERA SATE

42.1. Z71e|nlA] LR|7F 7HQ1A - ARSI wr]olw|A] o] HX]
= 9%

ZA71e|WA] GX= AFSE BiEolw|R] (y=37, p<.001)2} 7H
Q1% nltjo|ulx](y=84, p<.00l)ell BF FFS 7Ae Ao=
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