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The effect of Star-marketing on teenagers’
fashion similarity

- Those aging from 13 to 18 living in Kang-buk area -

Seong-Hee Jang
Dept. of FTManagement The Graduate School of Fashion Textile Business Duksung Women’s University
Hyeun-sin Park
Dept. of FTManagement The Graduate School of Fashion Textile Business Duksung Women’s University

Today’s teenagers tend to form their way of thinking and their own life style while they are
influenced by multi-media including TV, movies, etc. They are considered as a group of main
consumers opted to imitate how their favorite idols talk and look. However, the period of imitating
their idols does not sustain for a long time. They tend to spend money again to follow the idols’very
recent fashion style.

The scope of this study is to analysis the tendency of teenagers living in Kang-buk and age of 13
tol8 in terms of both psychological and social aspect. The reason we have chosen the teenagers is
because they have a strong tendency to imitate their idols® fashion style and are also very sensitive to
follow a fashion trend in general.

To carry out the theoretical aspect of this work, we have done literature search and looked into
previous works. In addition to the theoretical study, we have done a survey where we have collected
and statistically analyzed 305 questionnaires out of 320 copies we have originally distributed. The SPSS
is used to analyze the returned questionnaire statistically.

We, first, calculate the mean and standard deviation of the questions about desire-factor (how kind of
cloth and how much they want to have), clothing-factor (how they wear cloth), TV-factor (how they
are influenced by TV), star-marketing-factor (how they are aware of the star marketing), item-purchased
(what kind of items they purchased), and process-of-purchasing (how they purchase clothes). According
to the TV-factor, the study subjects are categorized into three groups: TV-star-loving group, those are
imitating their idol aggressively, TV- loving group, those are aware of the fashion trend of their idol

but not imitating aggressively, and unconcerned group, those are not aware of. We, then, study what
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are effects of the imitation of the teenagers living in Kang-buk and age of 13 to 18.

The summary of the study is followed. First, a girls’group shows higher average than a boys’group in
the clothing-factor and TV- factor. However, it doesn’t show significant differences when it comes to
the desire-factor, the star-marketing-factor, and the item- purchased. Second, the study subjects is more
interest in colors and styles, so we can infer that they are not purchasing fashion items just because
certain stars wear them on TV. Third, girls* and boys‘ group showed little differences in term of how
their idols influence in buying the following items: suits, casual wear, sports wears, accessories,
underwear, night clothes. However, both groups showed high interest in casual wear indicated by its
high average.

Finally, there was no relationship found among 3 groups categorized by TV-factor. In terms of
fashion-related factors, the more they watch TV, the higher tendency to be influenced by TV stars
fashion as the TV-loving group showed high average of fashion related-factors. Suits were highly
influenced by TV stars fashion in TV-loving group, whereas TV-star-loving group showed high

influence from TV in sports wear, accessory, underwear.

Key words : Star-marketing,



