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The Study of Relationship among of Consumer
Self-Concept, Materialism and Fashion Anxiety : In

Case of Taiwan Technology College Students

Wei-Lung Chang

Ching-Yun University
Tai-An Lin
National Chung Cheng University

Abstract

The goals of this research are to test the measurement scale and to
clarify and conceptualize the construct of relationship of among consumer
self-concept, materialism and fashion anxiety. The research has applied both
qualitative and quantitative methods. The present study focuses on Taiwan
College students. The sample was executed using convenience sampling
questionnaire investigation and SEM was used to confirm the relationship of
hypothesis. The outcomes finding: The " adaptation of fashion ; and " high
loyalty jof consumer self-concept have positive significance relationship with
acquisition centrality but possession-defined success of materialism has not.
The " having talents unappreciated by the world ; has positive significance
relationship with possession-defined success of materialism but acquisition
centrality has not. The " having talents unappreciated by the world ; has
positive significance relationship among " fashion as the interpersonal
symbol | , T sensitivity of fashion ; , | security of fashion ; and " pressure of
fashion consumption ; of fashion anxiety. The " adaptation of fashion ; has
positive significance relationship with " security of fashion ; and negative
significance relationship with " sensitivity of fashion ; ; the " high loyalty |
of self-concept has negative significance relationship among I fashion as the
interpersonal symbol | , " sensitivity of fashion ; , " security of fashion ; and
[ pressure of fashion consumption ; of fashion anxiety. The acquisition

centrality has positive significance relationship among " fashion as the
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interpersonal symbol | , " sensitivity of fashion ; , " security of fashion ; and
" pressure of fashion consumption ; of fashion anxiety. The
possession-defined success of materialism has only negative significance
relationship with " sensitivity of fashion ; of fashion anxiety. The finding of
present research may contribute to great implications for theory, research

methods and practical use.

Keywords: Self-Concept, Materialism, Fashion-Anxiety, College Students
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