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Abstract

This study identifies tween fashion consumers' profiles in relation to fashion change
agent (FCA) characteristics, such as fashion innovativeness and opinion leadership,

and examines how the tweens' FCA characteristics influence their Internet innovative-
ness, interest in online co-design involvement, and brand commitment. A survey was
conducted with tween-aged girls in the Midwest region of the U.S., who were recruited
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through the snow ball sampling method. A total of 53 responses were acceptable for
data analysis including cluster analysis, MANOVA, and multiple regression analyses.
Results show the tween consumers were divided into two fashion consumer groups—
fashion leaders and fashion followers—significantly different in fashion innovativeness
and opinion leadership. This study also found positive effects of tweens'FCA character-
istics on Internet innovativeness, interest in online co-design involvement, and brand
commitment. As FCAs with higher fashion innovativeness and opinion leadership
influence the adoption and purchase behavior of other tween fashion consumers,
marketers and retailers need to develop more fashion innovative, Internet-mediated,
interactive, and brand-oriented marketing efforts. While the tween consumers in the
children’s wear market has been featured, the prevailing literature on tween consum-
ers'fashion adoption and consumption is limited, particularly with regards to their FCA
characteristics. This study highlights the important role of tween fashion consumers’
FCA characteristics in their online shopping orientation and brand commitment.

Keywords: Tweens, Fashion innovativeness, Opinion leadership, Internet
innovativeness, Interest in online co-design involvement, Brand commitment

Introduction

The U.S. children’s wear market is expected to drive the market to a value of $72.7 bil-
lion by the end of 2019 with an anticipated compound annual growth rate of 4.5% for
the 5-year period 2014-2019 (Market Line 2015). The children’s wear market has dem-
onstrated steady, moderate growth insusceptible to the economic recession and fluctua-

tions, as contrasted with other market segments, such as men’s wear and women’s wear
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(Jones 2016; Market Line 2015). Additionally, the birth rate in the United State rose in
2014, after declining since 2007 (Abnett 2016). The total population of children in the
United States was 73.06 million in 2014 and projected to increase slightly to 74.1 million
by 2020 (The Federal Interagency Forum on Child and Family Statistics 2016).

The 21 million tweens in America account for $43 billion in spending power and
apparel represents the primary purchase categories (Cotton Inc. 2012; Drake-Bridges
and Burgess 2010). The economic strength of tweens has captured marketers’ attention;
they are currently exploring ways to gain the trust of this segment in hopes of satisfying
them and establishing life-long customer relationships (Cassidy and van Schijndel 2011;
Drake-Bridges and Burgess 2010).

Definitions of tweens vary in age range, but they are typically children from ages 7
to 12, sometimes as old as 13 or 14 (Brock et al. 2010). Tweens are very aware of fash-
ion trends, have money to spend, feel confident in dressing themselves, and enjoy mak-
ing buying decisions and apparel shopping (Abnett 2016: Brock et al. 2010; Jones 2016;
Grant and Stephen 2005). Tweens tend to be exposed to many brands, aware of brand
names, and have purchase preferences for branded apparel, indicating they define or
develop their identity through styling themselves with fashion brands (Smith 2013;
Teo et al. 2013). According to Cotton Inc., (2012), 29% of 13-year-old children loved
shopping, while 35% enjoyed it. Tweens frequently go to shopping malls for specialty
stores as well as department stores; they also like shopping centers, and over half of
them stated they shop at discount stores sometimes (Drake-Bridges and Burgess 2010).
Today’s tweens are tech-savvy, evidenced by their regular use of the Internet and mobile
phones, one of tweens’ favorite communications platforms, especially for playing online
games or downloading music (Smith 2013) in making consumer decisions (Ekstrom
2007; Smith 2013).

While tween consumers in the children’s wear market have been featured, the prevail-
ing literature on tween consumers’ experience and behavior in relation to fashion adop-
tion and consumption is limited, particularly with regards to their fashion change agent
(FCA) characteristics, such as fashion innovativeness and fashion opinion leadership
(Edwards, 2009; Harper et al. 2003; Pilcher 2010; Ross and Harradine 2004). Since fash-
ion trends are adopted and diffused throughout a social system, consumer groups can be
identified according to their role in the adoption and diffusion process (Workman and
Johnson 1993). There are different consumer groups who exhibit FCA characteristics—
adopting new styles and influencing others in the adoption of new styles (Workman and
Johnson 1993). Despite the identification of fashion consumer groups and their empha-
sis in developing effective marketing strategies, little research has been undertaken that
recognizes the tweens’ FCA characteristics, which may influence online apparel shop-
ping and brand commitment (Edwards 2009; Harper et al. 2003; Pilcher 2010; Ross and
Harradine 2004).

According to prior studies, consumers with higher fashion innovativeness and opinion
leadership tend to be more innovative in apparel shopping by using more technologies,
such as the Internet and online mass customization (Cho and Workman 2011; Choy
and Loker 2004; Goldsmith and Flynn 2005; Goldsmith and Goldsmith 2001; Fiore et al.
2004), as well as more brand conscious (Workman and Cho 2012a, b) and brand-switch-
ing tendency (Workman et al. 2015). Tween consumers with higher FCA characteristics
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may use the Internet for apparel shopping and try advanced technologies, such as online
co-design available at online apparel websites like NIKEiD. Tweens’ apparel shopping
utilizing the Internet and advanced online technology has been overlooked in prior
studies, so there is limited information about how tween consumers use the Internet for
apparel shopping and how tech savvy they are in their online apparel shopping. In addi-
tion, there are few studies identifying their brand commitment despite tweens tend to
be more exposed to brands and increase their commitment to brands (Ji 2008; Ross and
Harradine 2004; Grant and Stephen 2005).

To fill the literature gap, exploring tweens’ FCA characteristics by focusing on fash-
ion innovativeness and opinion leadership would be useful to identify tweens’ consumer
profiles in this market as well as their online shopping orientations and brand commit-
ment. Thus, the purpose of this study was to identify tween fashion consumer groups
in relationship to fashion innovativeness, opinion leadership, Internet use for apparel
shopping, interest in online co-design involvement, and brand commitment. Also this
study examined how tweens’ fashion innovativeness and opinion leadership influence
Internet use for apparel shopping, interest in online co-design involvement, and brand
commitment.

Literature review
Fashion adoption theory
Fashion adoption theory (Sproles 1979) is employed to identify key characteristics of
the tween fashion consumer groups. Fashion adoption is an individual decision-mak-
ing process to adopt any given style (Forsythe et al. 1991). Fashion adoption theory
explains consumers’ information seeking and decision-making process of fashion adop-
tion, which includes awareness of fashion objects, interest, evaluation, identification of
alternatives, decision, inventory of clothing, use, and obsolescence (Forsythe et al. 1991;
Sproles 1979). According to this theory, the fashion adoption process is influenced by
the adopter’s identity and psycho-social motivations. The adopter’s identity influenc-
ing the fashion adoption process includes age, sex, socioeconomic characteristics, and
physical profile, such as body size/shape and appearance. The adopter’s psycho-social
motivations include cognitive orientation toward dress (e.g. awareness, interest, knowl-
edge, innovativeness, perceived risk, expectations, attitudes, and values), psychological
identity (e.g. self-concept, personality, and individuality-conformity), and social influ-
ences on adopter (e.g. collective behavior, socialization, reference groups, social com-
munications, and opinion leadership). This theory underscores the role of awareness of
new fashion, which can be embodied by fashion innovativeness, and social influences,
represented by opinion leadership, in the decision-making process of fashion adoption.
Sproles’ theory is utilized as the conceptual framework for the present study to explain
how tween fashion consumers differ, depending on the two key psycho-social motiva-
tions, fashion innovativeness and opinion leadership, as well as how tweens’ fashion
innovativeness and opinion leadership influence their fashion adoption process in online
apparel shopping. Based on this fashion adoption theory, it was hypothesized tween
consumers who exhibit more fashion innovativeness and opinion leadership may utilize
more technology, especially Internet, for apparel shopping, browsing, and fashion infor-
mation search; have a greater interest in online co-design involvement for new shopping



Baker et al. Fash Text (2019) 6:8 Page 4 of 17

experiences; and have stronger brand commitment toward their preferred fashion
brands than those who retain less fashion innovativeness and opinion leadership.

Fashion innovativeness and opinion leadership of fashion change agents

Fashion innovativeness refers to one’s willingness to try a new fashion product earlier
than other members of society (Goldsmith and Flynn 1992; Goldsmith 2000). Consum-
ers’ fashion innovativeness tends to influence their fashion adoption process (Blackwell
et al. 2001; Park et al. 2010). Fashion innovators with a high level of fashion innovative-
ness constitute a small segment of the overall consumer market, but they are a catalyst
for mass adoption of products/brands (Goldsmith and Flynn 1992). Fashion innovators
are apt to adopt a product sooner than other consumers (Beaudoin et al. 2003; Beaudoin
and Lachance 2006) even though the purchase of these brands involves potential risk
(Muzinich et al. 2003).

Opinion leadership refers to leadership by those who actively learn from and form
opinions from the mass media and influence the decisions of others from the theory of
two-step flow of communication (Katz and Lazarsfeld 1955). This theory explains people
are not directly influenced by mass media but by opinion leaders who have more under-
standing of messages or contents from the media, explain and diffuse these to others.
Opinion leaders are “individuals who are influential on the attitude and decision making
of people in their social circle” (Brannon 2010, p. 407).

The fashion consumer groups retaining the FCAs characteristics—fashion innovative-
ness and opinion leadership—become involved in the diffusion process in which new
innovative styles are adopted and then spread throughout society (Workman and John-
son 1993; Brannon 2010). The fashion consumer groups can be broken into four groups
according to their role in adopting and diffusing new fashions: fashion innovators, fash-
ion opinion leaders, innovative communicators, and fashion followers (Workman and
Johnson 1993). Three of these four groups assist the advancement of new trends and
styles: fashion innovators, fashion opinion leaders, and innovative communications. Col-
lectively, these groups are considered fashion change agents (Workman and Kidd 2000).

FCAs who have more fashion innovativeness and opinion leadership tend to be more
knowledgeable and interested in fashion, communicate, and spread new and innova-
tive fashion trends within their social group (Brannon 2010; Cho and Workman 2015).
FCAs tend to have a greater need for variety or change, enjoy shopping, and spend more
money on fashion products as compared to non-FCAs (Workman 2010; Workman and
Johnson 1993). FCAs are likely to value more hedonic and adventure shopping offering
enjoyment and excitement (Goldsmith and Stith 1992). It is common for fashion opinion
leaders to have a greater need for stimulation and seek a greater level of sensation and/
or exciting experiences (Stanforth 1995; Studak and Workman 2004). Fashion innovators
and opinion leaders also tend to use multi-channels for information search and apparel
shopping, indicating more active use of information technology, social media, and so
on (Cho and Workman 2011). Additionally, FCAs have relatively higher brand sensitiv-
ity (Beaudoin and Lachance 2006) and are more brand conscious (Workman and Cho
2012a, b), while demonstrating lower brand attachment, brand love, and brand trust
than fashion followers (Workman et al. 2015).



Baker et al. Fash Text (2019) 6:8 Page 5 of 17

Overall, FCAs with higher levels of fashion innovativeness and opinion leadership are
different from fashion followers in fashion adoption and consumption. Based on the
literature review of FCAs, it is hypothesized tween consumers can be segmented into
FCAs and fashion followers in terms of fashion innovativeness and opinion leadership.
It was assumed FCAs in the tween consumer group may lead the tween fashion market.

Hypothesis 1 Tween consumers can be segmented into different fashion consumer
groups, based on fashion innovativeness, opinion leadership, Internet use for apparel
shopping, interest in online co-design involvement, and brand commitment. There are
significant differences for these characteristics among segmented fashion consumer

groups.

Internet use and interests in co-design involvement
In a media-saturated society, technology, especially the Internet, is a means through
which tween consumers become exposed to fashion information (Boden 2006). The
Internet creates a competitive market place by presenting more options and experiences
for consumers (Kim and Kim 2004), and Internet apparel shopping continues to increase
(Rueter 2012). According to prior research, FCAs with higher fashion innovativeness
and opinion leadership tend to become involved in shopping apparel products by utiliz-
ing multi-channels, including online and non-store channels (Cho and Workman 2011).
Online apparel shoppers tend to be more innovative and knowledgeable about the Inter-
net and use the Internet more frequently for shopping than non-online apparel shop-
pers (Goldsmith and Goldsmith 2001; Cho and Workman 2015). Park et al. (2007) also
found fashion innovativeness positively relates to online shopping for purchasing foreign
fashion goods beyond national borders. They also found that Internet use—a domain-
specific innovativeness, which determines consumer adoption of the Internet for shop-
ping—moderates the positive relationship between fashion innovativeness and attitude
toward online apparel shopping for purchasing foreign fashion goods. Goldsmith and
Flynn (2005) also found that consumers’ fashion innovativeness was positively associ-
ated with shopping in stores, catalogs, and the Internet. In particular, heavy shoppers of
apparel products were more fashion innovative and more innovative for online apparel
shopping than lower and medium shoppers. However, they did not find a significant
relationship between opinion seeking from others and multi-channel shopping.
Additionally, technology allows consumers to participate in the co-design process
through mass customization, a process that involves the customer in product devel-
opment operations (Choy and Loker 2004). Co-design is defined as “the process of
mass customization that allows a customer to interact with a set number of choices to
individualize the product style, fabric, color, and size” (Choy and Loker 2004, p. 82).
Co-design as part of an exciting consumer experience was more likely used among
individuals with a higher level of optimum stimulation level (OSL)—individuals’ pre-
ferred level of stimulation from environmental stimuli (Fiore et al. 2004). According
to Steenkamp and Baumgartner (1992), individuals with higher OSLs are more likely
to have innovative behaviors by trying out new brands as well as exhibit more vari-
ety-seeking in a product category than individuals with lower OSLs. The relationship
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between fashion innovativeness and co-design was not investigated, but it is probable
that individuals with higher fashion innovativeness would be more likely to try co-
design for an exciting shopping experience.

Based on the literature, it is hypothesized that tween consumers with high FCA
characteristics would use the Internet more for apparel shopping because they may
possess more Internet use, while acquiring more interest in the co-design involve-
ment for more experiential shopping experiences. These linkages between tweens’
FCA characteristics, and Internet use for apparel shopping and interests in co-design
involvement may explore a better understanding of tween fashion consumers’ indi-
vidual differences in online shopping orientations.

Hypothesis 2 Tween consumers’ (a) fashion innovativeness and (b) opinion leadership
positively influence use of the Internet for apparel shopping.

Hypothesis 3 Tween consumers’ (a) fashion innovativeness and (b) opinion leader-
ship positively influence interest in online co-design involvement for new shopping

experiences.

Brand commitment and children’s wear market

Brand commitment is an emotional, psychological attachment to a brand within a
product class from an attitudinal perspective, while brand loyalty is repeated pur-
chase of a single brand over time from a behavioral perspective (Warrington and
Shim 2000). Brand commitment and brand loyalty are positively related, but brand
commitment is a stronger indicator of consumers’ brand choice behavior because
brand-committed consumers are less likely to switch to an alternative brand than
brand-loyal consumers when a preferred brand is absent (Warrington and Shim
2000).

Children are exposed to brands at a young age, ranging from food to clothing
(Ji 2008). Brand awareness has been found to commence at an early age and grow
stronger with time (Ross and Harradine 2004). While tweens have been characterized
as having brand awareness, they do not necessarily display characteristics of brand
loyalty (Grant and Stephen 2005). They understand their expectations for a product,
and if they are not satisfied, they do not hesitate to consider the alternatives (Grant
and Stephen 2005).

Previous studies show consumers with a higher level of fashion innovativeness tend
to be more brand conscious (Workman and Cho 2012a, b) and more brand sensitive
(Beaudoin and Lachance 2006). However, Workman et al. (2015) have found fashion
change agents showed weaker brand attachment, brand love, and brand trust than
fashion followers, indicating more brand-switching tendency among fashion change
agents with higher levels of fashion innovativeness. Further investigation on these
mixed results is needed to explore the relationships between the FCA characteris-
tics and brand commitment. While the tweens market group has been identified and
labeled, the literature available on tween consumers’ brand commitment is limited,
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particularly information on tweens as fashion-oriented consumers. Exploring charac-
teristics of this fashion consumer group’s brand commitment would be beneficial to
understand their attitudinal attachment or connection to brand. Thus, the following
hypothesis investigating consumer-brand relationship is proposed.

Hypothesis 4 Tween consumers’ (a) fashion innovativeness and (b) opinion leadership
negatively influence brand commitment toward their preferred fashion brands.

Methods

Sample

The sample for this study was composed of tween-aged girls (ages 8—12) from the Mid-
west region because girls have demonstrated more interest in fashion and online apparel
shopping than have boys (Hayta 2008). The focus of this study is narrowed from girls
aged 7-14 to girls aged 8-12. This is due to concerns that the questionnaire content
would be difficult for a 7-year-old to understand; additionally, while some studies define
tweens as old as 14, other studies consider 13 and 14-year-olds to be teens as opposed
to tweens. As accessing tween subjects was limited and difficult, the snowball sampling
method was used to recruit more future subjects from existing study subjects’ acquaint-
ances. Participants were recruited through the local Girl Scouts organization, local
school districts, and community programs.

Survey instrument

Established scales from previous studies were utilized or modified to measure the key
variables: fashion innovativeness, opinion leadership, Internet use for apparel shopping,
interest in online co-design involvement, and brand commitment. Fashion innovative-
ness and fashion opinion leadership were assessed by the innovativeness and opinion
leadership scale (Hirschman and Adcock 1978). This scale contains items that measure
the level of trying new fashions and the level of influencing the types of clothing friends
buy on a 5-point Likert-type scale with reported reliabilities ranging from .73 to .76
(Hirschman and Adcock 1978).

Internet use for apparel shopping was measured with four items adapted from the
Park et al. (2007). study of fashion innovativeness. Adoption and use of the Internet for
apparel shopping, browsing, and information search was evaluated to determine tweens’
Internet use. Its reported reliability was .76 (Park et al. 2007). Interest in online co-
design involvement for customization was also assessed with three items on a 5-point
Likert-type scale. These items were adapted from the Design Involvement Scale (Choy
and Loker 2004), used in a study of mass customization of wedding gowns. The reli-
ability for these items was not reported in their study. Finally, brand commitment was
assessed with 7 selected items on a 5-point Likert-type scale originated from Mittal and
Lee (1989). The reliability for this scale was reported above .75 (Mittal and Lee 1989).
Four items were used to assess how tweens became aware of fashion brands and shop
for their preferred fashion brands. Survey instruments were pre-tested with five children
and their parents, and were revised to simplify language, based on their comments.
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Data collection

The snowball method was utilized to select the sample. Friends and family were
reached through email and asked to contact children’s groups. Schools near the uni-
versity were also recruited. This recruitment process took 2 months. Initial contact
was made to supervisors or to parents, who had been contacted by the supervisors,
via e-mail or in person via the researchers’ personal networks; when further contact
was necessary, in-person meetings were scheduled. Email invitation, personal invita-
tions, and parental and minor consent forms were all approved by the Institutional
Review Board (IRB) prior to data collection.

A link to the online survey was emailed with an explanation of the study, not
directly to the girls but to an adult. The first question of the survey was parental per-
mission. After the parent’s approval, daughters completed the remainder of the survey
beginning with a minor consent form, which explained the procedures of the survey.
For those who participated by completing a hard copy, the survey was distributed and
then the children were given a brief description of the study. They then took the hard
copy home to their parents to sign the first page of the survey (the parental permis-
sion form). After this was completed, the girls answered the remainder of the survey.

The surveys were collected at a later date.

Data analysis
Data analysis consisted of descriptive analysis, factor analysis, reliability, correlation,
cluster analysis, MANOVA, and multiple regression analyses.

Results

Participants

A total of 210 questionnaires were distributed through email or in-person with 63
returned for a response rate of 30%. After deleting the missing data, a total of 53
responses were deemed acceptable for data analysis. Participants included 53 tween-
aged girls, aged 8—12, with a mean age of 9.96 (SD=1.20) years. Most participants
were Caucasian American (67.3%), followed by African American (14.5%), Asian or
Pacific Islander (14.5%), and others (3.6%).

Preliminary analysis
Exploratory factor analysis was conducted to determine the underlying dimensions of
multiple measurement items for each variable. The results are summarized in Table 1.
Principle component analysis was used with orthogonal varimax rotation; Kaiser
normalization and the requirement of an eigenvalue greater than 1.0 were adopted
for factor identification. Factor loadings exceeding .55 were considered evidence for
construct validity (Nunnally 1967). For all five variables, one factor was identified for
each variable, indicating uni-dimensionality of the multi-item measurement variables.
Internal consistency was examined using Cronbach’s alpha. Cronbach’s alpha coeffi-
cients ranged from .75 to .85, indicating reliabilities in the multi-measurement scales.
Using LISREL 8.72, a confirmatory factor analysis (CFA) with a maximum-like-
lihood estimation procedure was also conducted to examine how well the five
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Table 1 Results of exploratory factor analysis

Constructs Factor loading Cronbach’s
alpha

Fashion innovativeness 78

How often do you want to try new ideas about clothing fashions? 60

How often do you try something new in the next season’s fashions? 76

How often are you usually among the first to try new clothing fashions? 70

How often do you read or look at fashion information in magazines? 58

I own a lot of fashion items. 76

Compared to my friends, | know a lot about designer and brand name clothing. .78

Eigenvalue =2.93
Total percent variance explained = 48.86%

Fashion Opinion Leadership 85
How often do you influence the types of clothing your friends buy? 79
How often do others turn to you for advice on fashion and clothing? 78

When talking about fashion or style with your friends or peers, how often doyou .73
feel confident?

How often do you enjoy shopping for clothing? 74

Eigenvalue=2.31
Total percent variance explained = 57.62%

Internet Use for Apparel Shopping 81
How often do you use the Internet to purchase clothing? 83
How often do you use the Internet to browse clothing? 82
How often do you use the Internet to look at a blog or magazine that is fashion 82
related?
| prefer to look at an online magazine rather than a printed magazine 73

Eigenvalue=2.57
Total percent variance explained = 64.16%

Interest in online co-design involvement 77

I would prefer to design my own features (sleeves, neckline, style, color) of a prod- .71
uct on a website than to buy one that has already been designed

I would be interested in co-designing a unigue clothing product on the internet. .87
The co-design process on the Internet seems like an exciting experience 91

Eigenvalue=2.21
Total percent variance explained = 69.60%

Brand Commitment .75
I enjoy looking at my preferred brand advertising 83
| often pay attention to my preferred brand 73
I really do enjoy shopping for me preferred brand 72
I often find myself noticing what brands others are wearing 77

Eigenvalue =2.33
Total percent variance explained = 58.22%

hypothesized factors fit the observed data. A model composed of 21 observed vari-
ables and five latent variables was tested. A test of the hypothesized five-factor
model showed a satisfactory fit to the data within acceptable fit parameters: x* (199,
N=53)=227.00, p=.08; RMSEA =.052; CFI=.95; NNFI=.94; IFI=.95. Results
verified the five characteristics—fashion innovativeness, opinion leadership, Inter-
net use for apparel shopping, interests in online co-design involvement, and brand
commitment—represented the tweens’ consumer group’s fashion adoption and diffu-
sion behaviors. Concerning a small sample size issue for the CFA analysis, there are
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various rules about a minimum sample size for CFA and SEM. For example, Bentler
and Chou (1987) suggested a ratio of sample size to number for parameters as low as
5:1 would be sufficient when latent variables have many indicators. A widely accepted
rule is a ratio of at least 10:1 (Hair et al. 2014). The larger ratio of sample size to num-
ber of parameters tends to have more proximity with population parameters and
obtain more trustworthy, better estimates of parameters and Chi squared probabili-
ties. However, recent studies indicate marginal sample sizes of 50 to 70 were asso-
ciated with an acceptable Chi square, satisfactory fit, low Type-I error rates of 25%,
satisfactory RMSEA values between .5 and .08, and stable model parameters in both
CFA and SEM (Sideridis et al. 2014; Wolf et al. 2013). The small sample size for this
study is not idealistic, but the CFA results are viable to explain the hypothesized fac-
tor structure.

Pearson correlation coefficients with listwise deletion of missing values were also
investigated to examine associations among the five variables. The correlation analy-
sis shown in Table 2 indicated the relatively low-to-moderate correlations supported
discriminant validity of the key variables. Fashion innovativeness was strongly associ-
ated with opinion leadership as well as positively with Internet use for apparel shop-
ping, interests in online co-design involvement, and brand commitment. Opinion
leadership was also strongly associated with Internet use for apparel shopping and

brand commitment, but not with interests in online co-design involvement.

Hypothesis testing through cluster analysis and MANOVA

Utilizing IBM SPSS Statistics 22, a hierarchical cluster analysis using Ward’s method
was conducted to group the respondents into homogeneous sub-groups, based on their
responses to fashion innovativeness and opinion leadership. The squared Euclidian dis-
tance was chosen as the distance measure. Two, three, and four clusters were computed
on the fashion changing agent qualities, fashion innovativeness and opinion leadership,
and the researchers selected a two-group solution, considering a diffusion of innovation
curve and the fashion cycle. The tween consumers were divided into two groups—FCAs
and fashion followers. Univariate and multivariate analyses were further conducted
among the two groups to verify the cluster solution. According to the MANOVA, all two
groups were significantly different on the five variables, F(5,47) =21.12, p<.001, Wilks’
Lambda (A) =.31, partial eta squared (n*) = .69, supporting Hypothesis 1.

Table 2 Correlation Analysis among the Key Variables

FI FOL IUAS 10CI BC
Fashion innovativeness (29.03)
Fashion opinion leadership 65%*% (34.73)
Internet use for apparel shopping AQX¥ A5 (35.36)
Interest in online co-design involvement 38*%* 26 40%* (63.06)
Brand Commitment AT 60 AB** 18 (45.96)
Mean 262 273 1.73 256 272
Standard deviation 75 82 82 1.10 94

n=>53 (listwise deletion); * p<.05; ** p<.01 (two-tailed); sum of squares and cross-products in parenthesis
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According to univariate analyses (ANOVA), there was a statistically significant differ-
ence among the two groups on fashion innovativeness, F(1,51) = 58.06, p <.001, n*=.53,
and fashion opinion leadership, F(1,51) =73.74, p <.001, n*>=.59; Internet use for apparel
shopping, F(1,51)=13.81, p<.001, r]2=.21; interests in online co-design involvement,
F(1,51) =6.60, p <.05, n>=.12; and brand commitment, F(1,51) =19.54, p <.001, n*=.28.

Both MANOVA and ANOVA results supported the two groups were significantly dif-
ferent when considering all five variables together as well as individually. A larger sam-
ple size is desirable for MANOVA, but the minimum sample size requirement for each
group is greater than the number of dependent variables included (Hair et al. 2014). So,
the sample size for each group meets the minimum requirement. However, the small
sample size may decrease statistical power. Although the statistical power of the results
is limited in representing the tween population, the results detected differences between
the tween fashion consumer groups and would offer preliminary understanding or guid-
ance for future research on tween fashion consumers.

Cluster 1, FCAs, accounted for 49.06% (1n=26) of the respondents and exhibited the
highest scores for all five characteristics. Cluster 2, fashion followers, accounted 50.94%
(n=27) and exhibited relatively the lowest scores of the five characteristics. The mean
and standard deviation for each of the five variables is reported in Table 3.

Hypothesis testing through multiple regressions

Multiple regression analyses were conducted to examine effects of FCA characteristics—
fashion innovativeness and opinion leadership—on Internet use for apparel shopping,
interests in online co-design involvement, and brand commitment. As shown in Table 4,
Hypothesis 2 was partially supported. Results indicated two predictors, fashion innova-
tiveness and opinion leadership, explained 26% of the variance in frequency of Internet
use for apparel shopping, F(2,52) =9.23, p<.001. Interestingly, fashion opinion leader-
ship did positively influence Internet use for apparel shopping (8=.32, £=2.00, p <.05);
whereas, fashion innovativeness did not influence Internet use for apparel shopping
(f=.24, t=1.53, p>.05). Participants who possessed greater opinion leadership tended
to adopt the Internet more frequently for apparel shopping, browsing, and fashion infor-
mation search than those who possessed less opinion leadership. Fashion innovativeness

Table 3 Multivariate analysis of variance on the key variables by clusters

Dependent variable Mean (SD) Univariate  Multivariate
F(1,51) F(5,47)
Cluster 1 Cluster 2
Fashion Fashion followers
change (n=27)
Agents
(n=26)
Fashion innovativeness 3.17 (38) 2.09 (62) 58.06%** 21.12%%%
Opinion leadership 3.37(34) 2.12 (66) 73.74%%%
Internet use for apparel shopping 2.11(82) 1.36 (.65) 13.871%**
Interest in online co-design involvement ~ 2.94 (1.01) 2.19(1.08) 6.60%
Brand commitment 3.22 (54) 2.24.(1.00) 19.54%**

*p<.05;** p<.01; *** p<.001 (two-tailed)



Baker et al. Fash Text (2019) 6:8 Page 12 of 17

Table 4 Results from multiple regression analyses

Dependent variable df F R? B Std.error  Beta t
Independent variable
Internet use for apparel shopping 2,52 9.23*** 26
Fashion innovativeness 27 18 24 153
Fashion opinion leadership 33 16 32 2.00*
Interest in online co-design Involvement 2,52 491* 16
Fashion innovativeness .26 34 2.03*
Fashion opinion leadership 24 08 45
Brand commitment 2,52 14,83%** 37
Fashion innovativeness 19 15 99
Fashion opinion leadership a7 51 3.45%%

n=>53 (listwise deletion); * p<.05; ** p<.01; *** p <.001 (two-tailed)

did not significantly influence tween consumers’ adoption and use Internet for apparel
shopping.

Hypothesis 3 was also partially supported. The two explanatory predictors explained
16% of the variance in interest in online co-design involvement, F(2,52)=4.91, p<.05.
Fashion innovativeness positively influenced interest in online co-design involvement
(B=.34, t=2.03, p<.05), but opinion leadership did not influence it (8=.08, t=.45,
p>.05). Participants who possessed greater fashion innovativeness tended to have more
interest in involving online co-design of customization for exciting, fun experiential
shopping. However, opinion leadership did not influence interest in online co-design
involvement.

Hypothesis 4 was not supported. The two predictors explained 37% of the variance in
brand commitment, F(2,52) =14.83, p<.001. Fashion innovativeness did not influence
brand commitment (5=.15, t=.99, p>.05). Interestingly, fashion opinion leadership
positively influenced brand commitment (8=.51, t=3.45, p<.001). The results were
interpreted that participants who possessed greater opinion leadership were more likely
to show greater brand commitment toward their preferred brand than those who pos-
sessed less opinion leadership.

Discussion
The purpose of this study was to identify tweens’ consumer profiles in relation to FCA
characteristics, online shopping orientations, and brand commitment, which can be
applicable to determine the tween fashion consumer groups. Significant positive effects
of tweens’ FCA characteristics on internet use for apparel shopping, interest in online
co-design involvement, and brand commitment were also examined. This study high-
lights the role of tween fashion consumers’ FCA characteristics in their online shopping
orientations and brand commitment, and provides an understanding of two distinctive
groups in the tweens’ fashion market—fashion change agents and fashion followers.
Results suggest tween fashion consumers play the role of FCAs in the fashion adop-
tion and diffusion process, different from fashion followers. It was found 26 out of 53
participants were fashion change agents. Although the sample was limited in size, the
proportion of FCAs in this group is substantial. In the present study, 49.06% of the



Baker et al. Fash Text (2019) 6:8 Page 13 of 17

tween participants exhibited high FCA qualities. This finding may indicate FCAs, who
may lead fashion followers in the tween fashion market, as in other market segments.

This study also makes a theoretical contribution by expanding the application of
fashion adoption theory to the tween fashion consumers’ adoption process of new
innovative fashion. Tweens’ fashion innovativeness and opinion leadership played an
important role in determining individual differences of the fashion adoption process
in relation to Internet use for apparel shopping, interest in online co-design involve-
ment, and brand commitment. Interestingly, tweens’ fashion innovativeness was
more influential in shaping their interests in online co-design involvement for new
shopping experiences than their fashion opinion leadership, while tweens’ opinion
leadership was more prominent in influencing Internet use for apparel shopping and
brand commitment toward their preferred brand. These mixed findings have not been
explored in previous studies, indicating the present study contributes to reveal new
findings about tween fashion consumers’ online shopping and brand commitment,
different from adults’ fashion consumers.

Prior studies indicate both fashion innovators and opinion leaders tend to use more
multi-channels and the Internet for apparel shopping (Cho and Workman 2011);
furthermore, fashion innovativeness has been positively related to Internet use for
apparel shopping (Goldsmith and Flynn 2005; Goldsmith and Goldsmith 2001; Park
et al. 2007). According to our findings, however, tweens’ opinion leadership was the
significant factor to influence Internet use for apparel shopping, rather than fashion
innovativeness. The FCAs with opinion leadership had a higher level of Internet use
for apparel shopping, more frequently using the Internet to browse and purchase
fashion products or search fashion information. This finding indicates opinion leaders
use media more actively than non-opinion leaders and diffuse acquired information
to others. Our finding also suggests the Internet could be a useful means for fashion
marketers and retailers trying to reach this tween consumer group.

Results indicate tween FCAs with fashion innovativeness also showed higher levels
of interest in online co-design involvement. This is consistent with previous studies
supporting FCAs search for stimulation and exciting shopping experiences (Stanforth
1995; Studak and Workman 2004; Goldsmith and Stith 1992). Tween FCAs who show
the desire and creativity to custom design elements of their clothing may know and
feel confident in what they want to wear as well as seek new shopping experiences for
enjoyment and excitement. It is suggested new experiential shopping environments
or venues can attract tween fashion consumers who want a greater variety and more
enjoyment or excitement.

Since the literature about the roles of fashion innovativeness and opinion leader-
ship on brand-related behavior is limited, this study also contributes to expand an
understanding of tweens’ brand commitment depending on their FCA characteristics.
FCAs tend to have a higher need for variety and are more venturesome in trying new
products (Workman 2010; Workman and Johnson 1993; Goldsmith and Stitch 1992;
Stanforth 1995; Studak and Workman 2004), so the FCAs are considered less brand
committed and have weaker brand attachment, brand love, and brand trust com-
pared with fashion followers (Workman et al. 2015). However, this study found tween
FCAs, especially those with higher opinion leadership, possessed stronger brand
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commitment than non-FCAs. Further research should investigate this discrepancy
between adult and tween FCAs.

Findings from this study also identify significant differences between FCAs and fash-
ion followers. That is, tween fashion consumers are neither homogenous nor identi-
cal in terms of FCA characteristics, online apparel shopping, and brand commitment.
Additionally, tween fashion innovators and opinion leaders are different in relation-
ship to Internet use for apparel shopping, interest in online co-design involvement, and
brand commitment. Tween fashion innovators tend to have more interest in creative,
fun, online co-design involvement than tween fashion opinion leaders. Tween opinion
leaders tend to use more Internet for apparel shopping and have more brand commit-
ment than tween fashion innovators. Understanding these differences between FCAs
and fashion followers as well as between fashion innovators and fashion opinion lead-
ers among tween FCAs may be useful to identify and profile tween fashion consumer
cohorts.

This research may draw managerial implication by providing valuable suggestions
toward tween fashion consumers. Present findings provide support for two distinct
tween fashion consumer groups—FCAs and fashion followers. This suggests market-
ing and branding strategies should be varied, depending upon degree of fashion inno-
vativeness and opinion leadership of tween consumers. Tween FCAs with high levels of
fashion innovativeness and opinion leadership may be tempted by the fun and exciting
experiences in online shopping websites, such as online co-design for customization;
Internet sites offering visual, verbal, and tactile information of products; and fashion
advertisements for branding. Targeting tween FCAs through new, fun ways to advertise
products and brands on the Internet would be worthwhile or effective to reach more
tween fashion consumers. For example, one marketing and advertising strategy targeting
tweens’ FCAs could be creating new, exciting online videos and market them through
the brand’s social media or free online platforms, such as YouTube (Young Entrepre-
neur Council, 2014). It may help the brand’s website growth as one of the most trafficked
websites on the Internet among tween FCAs. Otherwise, adopting more interactive
online product visualization tools, such as virtual reality, augmented reality, and vir-
tual model may be also effective for enhancing online and store experiences as well as
marketing new customer experiences to tween FCAs. Since FCAs with higher fashion
innovativeness and opinion leadership influence the adoption and purchase behavior of
other tween fashion consumers, marketers and retailers need to develop more fashion
innovative, Internet-mediated, interactive, and brand-oriented marketing efforts to per-
suade these FCAs to lead fashion followers and more actively engage in online apparel
shopping.

Limitations and recommendations for future research

Tweens are an interesting consumer group because they have very little income, if any,
and so must rely on another person, typically a parent, to make purchases. Fashion has
been seen to trickle up from teens and young adults (Johnson, 2017; Rousso 2012), but
never from an age group so young. With their growing economic power and the per-
centage of FCAs in the group, perhaps tweens might have more influence in the fashion
market. The tween population is difficult to reach due to their young age and need for
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parental permission to participate in research. This difficulty is indicated as a limitation
and suggested this study be repeated with a larger sample of tween girls. Most the sam-
ple for this study came from the Midwest region. Future studies should include partici-
pants with more regional diversity, which could be also valuable.

Since this group may be showing high levels of FCA qualities, it is suggested to further
explore their fashion adoption and diffusion behaviors and/or relationships among Inter-
net use for apparel shopping, interest in online co-design involvement, and brand com-
mitment, which critically influence the information search and decision-making process
in apparel shopping. This could be achieved with exploratory focus groups or interviews.
A focus group or an interview would be a good platform to better understand attitudes
and behaviors toward fashion adoption and diffusion among this age group.

Additionally, this study suggests marketers and retailers for tweens’ apparel mar-
ket to develop more fashion innovative, Internet-mediated, interactive, and brand-ori-
ented strategies for tween fashion consumers. Investigating tween fashion consumers’
responses to new, innovative technologies or strategies, experiential shopping environ-
ments, and branding strategies would be also needed as a follow-up research to expand
an understanding of tween consumers’ profile.

Authors’ contributions

RB planned this study as her thesis, collected data, and wrote a manuscript under guidance of HJG, her major professor,
and JB, a committee member of her thesis. HIG and JB contributed to advise her to develop the manuscript. U-JY was
involved in revising and developing the manuscript through additional data analysis and submitted this article for publi-
cation as a corresponding author. All authors read and approved the final manuscript.

Author details

! Master’s Degree Graduate Student, Department of Family and Consumer Sciences, lllinois State University, 203G
Turner Hall, Campus, Box 5060, Normal, IL 61790-5060, USA. ? Associate Professor, Department of Family and Consumer
Sciences, lllinois State University, 203G Turner Hall, Campus, Box 5060, Normal, IL 61790-5060, USA. 3 Associate Professor,
Department of Design, College of Visual Arts & Design, University of North Texas, 1155 Union Circle #305100, Denton, TX
76203-5017, USA.

Competing interests
The authors declare that they have no competing interests.

Publisher’s Note

Springer Nature remains neutral with regard to jurisdictional claims in published maps and institutional affiliations.

Received: 29 September 2017 Accepted: 14 November 2018
Published online: 29 April 2019

References

Abnett, K. (2016). The childrenswear market comes of age: Growth in childrenswear has overtaken that of both mens-
wear and womenswear. The Business of Fashion. https://www.businessoffashion.com/articles/intelligence/the-child
renswear-market-comes-of-age.

Beaudoin, P, & Lachance, M. J. (2006). Determinants of adolescents'brand sensitivity to Clothing. Family and Consumer
Sciences Research Journal, 34(4), 312-331.

Beaudoin, P, Lachance, M. J,, & Robitaille, J. (2003). Fashion innovativeness, fashion diffusion and brand sensitivity among
adolescents. Journal of Fashion Marketing and Management: An International Journal, 7(1), 23-30.

Bentler, P. M., & Chou, C. P. (1987). Practical issues in structural modeling. Sociological Methods & Research, 16(1), 78-117.

Blackwell, R. D., Miniard, P.W., & Engel, J. F. (2001). Consumer behavior (9th ed.). Mason, OH: South-Western Thomas
Learning.

Boden, S. (2006). Dedicated followers of fashion? The influence of popular culture on children’s social identities. Media,
Culture and Society, 28(2), 289-298.

Brannon, E. L. (2010). Fashion Forecasting (3rd ed.). New York: Fairchild Publications.

Brock, M. K., Ulrich, P.V,, & Connell, L. J. (2010). Exploring the apparel needs and preferences of tween girls and their moth-
ers. Clothing and Textiles Research Journal, 28(2), 95-111.

Cassidy, T. D., & van Schijndel, H. (2011). Youth identity ownership from a fashion marketing perspective. Journal of Fash-
ion Marketing and Management, 15(2), 163-177.


https://www.businessoffashion.com/articles/intelligence/the-childrenswear-market-comes-of-age
https://www.businessoffashion.com/articles/intelligence/the-childrenswear-market-comes-of-age

Baker et al. Fash Text (2019) 6:8 Page 16 of 17

Cho, S, & Workman, J. (2011). Gender, fashion innovativeness and opinion leadership, and need for touch: Effects on
multi-channel choice and touch/non-touch preference in clothing shopping. Journal of Fashion Marketing and
Management, 15(3), 363-382.

Cho, S., & Workman, J. E. (2015). College students' frequency of use of information sources by fashion leadership and style
of information processing. Fashion and Textiles, 2(1), 1-25.

Choy, R, & Loker, S. (2004). Mass customization of wedding gowns: Design involvement on the internet. Clothing and
Textiles Research Journal, 22(1-2), 79-87.

Cotton, Inc. (2012) Tween spirit: Post-recession tween shoppers remain force at retail. Women’s Wear Daily. http://www.
wwd.com/markets-news/textiles/the-power-of-youth-post-recession-tween-shoppers-remain-force-at-retail-58493
40.

Drake-Bridges, E., & Burgess, B. (2010). Personal preferences of tween shoppers. Journal of Fashion Marketing and Manage-
ment, 14(4), 624-633.

Edwards, T. (2009). Who are you kidding? Children, fashion and consumption. Conference Papers—American Sociological
Association, 1, 1-14.

Ekstrom, K. M. (2007). Parental consumer learning or ‘keeping up with the children. Journal of Consumer Behaviour, 6(4),
203-217.

Fiore, A. M, Lee, S. E, & Kunz, G. (2004). Individual differences, motivations, and willingness to use a mass customization
option for fashion products. European Journal of Marketing, 38(7), 835-849.

Forsythe, S, Butler, S, & Kim, M. S. (1991). Fashion adoption: Theory and pragmatics. Clothing and Textiles Research Journal,
9(4), 8-15.

Goldsmith, R. E. (2000). Characteristics of the heavy user of fashionable clothing. Journal of Marketing Theory and Practice,
8(4),1-9.

Goldsmith, R. E,, & Flynn, L. R. (1992). Identifying innovators in consumer product markets. European Journal of Marketing,
26(12), 42-55.

Goldsmith, R. E., & Flynn, L. R. (2005). Bricks, clicks, and pix: apparel buyers' use of stores, internet, and catalogs compared.
International Journal of Retail and Distribution Management, 33(4), 271-283.

Goldsmith, R. E., & Goldsmith, E. B. (2001). Buying apparel over the internet. Journal of Product and Brand Management,
11(2),89-102.

Goldsmith, R. E.,, & Stith, M. T. (1992). The social values of fashion innovators. Journal of Applied Business Research, 9, 10-10.

Grant, I. J,, & Stephen, G. R. (2005). Buying behaviour of “tweenage” girls and key societal communicating factors influenc-
ing their purchasing of fashion clothing. Journal of Fashion Marketing and Management, 9(4), 450-467.

Hair, J. F, Black, W. C,, Babin, B. J,, & Anderson, R. E. (2014). Multivariate data analysis (7th ed.). Upper Saddle River, NJ:
Prentice hall.

Harper, S. J, Dewar, P. J,, & Diack, B. A. (2003). The purchase of children’s clothing-who has the upper hand? Journal of
Fashion Marketing and management, 7(2), 196-206.

Hayta, A. B. (2008). Socialization of the child as a consumer. Family and Consumer Sciences Research Journal, 37(2), 167-184.

Hirschman, E. C, & Adcock, W. O. (1978). An examination of innovative communicators, opinion leaders and innovators
for men's fashion apparel. Advances in Consumer Research, 5(1), 308-314.

Ji, M. F. (2008). Child-brand relations: a conceptual framework. Journal of Marketing Management, 24(5-6), 603-619.

Johnson, A. (2017). Trickle up theory: with takedowns already an established success. children’s brands are introducing
adult sizes to capitalize on the crossover appeal. Earnshaw’s Review, 101(9), 10-13.

Jones, S. (2016). Children’s wear market growth immune to economic fluctuations: Report. Luxury Daily. https://www.
luxurydaily.com/childrens-wear-market-growth-immune-to-economic-fluctuations-report/.

Katz, E., & Lazarsfeld, P. (1955). Personal influence. New York, NY: Free Press.

Kim, E. Y, &Kim, Y. K. (2004). Predicting online purchase intentions for clothing products. European Journal of Marketing,
38(7), 883-897.

MarketLine (2015). MarketLine industry profile: Childernswear in the United States. http://eds.a.ebscohost.com/eds/pdfvi
ewer/pdfviewer?sid=d916b729-e452-4418-b6e5-e1f7ce7b7004%40sessionmgr4008&vid=6&hid=4110.

Mittal, B, & Lee, M. S. (1989). A causal model of consumer involvement. Journal of Economic Psychology, 10(3), 363-389.

Muzinich, N., Pecotich, A, & Putrevu, S. (2003). A model of the antecedents and consequents of female fashion innova-
tiveness. Journal of Retailing and Consumer Services, 10(5), 297-310.

Nunnally, L. C. (1967). Psychometric theory. New York, NY: McGraw-Hill.

Park, H. J,, Burns, L. D, & Rabolt, N. J. (2007). Fashion innovativeness, materialism, and attitude toward purchasing foreign
fashion goods online across national borders: The moderating effect of internet innovativeness. Journal of Fashion
Marketing and Management, 11(2),201-214.

Park, J, Yu, J, & Zhou, J. (2010). Consumer innovativeness and shopping styles. Journal of Consumer Marketing, 27(5),
437-446.

Pilcher, J. (2010). What not to wear? Girls, clothing and ‘showing'the body. Children and Society, 24(6), 461-470.

Ross, J, & Harradine, R. (2004). I'm not wearing that!: Branding and young children. Journal of Fashion Marketing and
Management, 8(1), 11-26.

Rousso, C. (2012). Fashion forward: A guide to fashion forecasting. New York, NY: Fairchild Book.

Rueter, T. (2012). E-retail spending to increase 62% by 2016. Internet Retailer. http://www.internetretailercom/2012/02/27/
e-retail-spending-increase-45-2016.

Sideridis, G., Simos, P, Papanicolaou, A, & Fletcher, J. (2014). Using structural equation modeling to assess functional
connectivity in the brain: Power and sample size considerations. Educational and Psychological Measurement, 74(5),
733-758.

Smith, G. (March, 2013). Tweens'R shoppers: A look at the tween market and shopping Behavior. http://www.popai.com/store
/downloads/POPAIWhitePaper-Tweens-R-Shoppers-2013.pdf.

Sproles, G. (1979). Fashion: Consumer behavior toward dress. Minneapolis, MN: Burgess.

Stanforth, N. (1995). Fashion innovators, sensation seekers, and clothing individualists. Perceptual and Motor Skills, 81(3),
1203-1210.


http://www.wwd.com/markets-news/textiles/the-power-of-youth-post-recession-tween-shoppers-remain-force-at-retail-5849340
http://www.wwd.com/markets-news/textiles/the-power-of-youth-post-recession-tween-shoppers-remain-force-at-retail-5849340
http://www.wwd.com/markets-news/textiles/the-power-of-youth-post-recession-tween-shoppers-remain-force-at-retail-5849340
https://www.luxurydaily.com/childrens-wear-market-growth-immune-to-economic-fluctuations-report/
https://www.luxurydaily.com/childrens-wear-market-growth-immune-to-economic-fluctuations-report/
http://eds.a.ebscohost.com/eds/pdfviewer/pdfviewer%3fsid%3dd916b729-e452-4418-b6e5-e1f7ce7b7004%2540sessionmgr4008%26vid%3d6%26hid%3d4110
http://eds.a.ebscohost.com/eds/pdfviewer/pdfviewer%3fsid%3dd916b729-e452-4418-b6e5-e1f7ce7b7004%2540sessionmgr4008%26vid%3d6%26hid%3d4110
http://www.internetretailer.com/2012/02/27/e-retail-spending-increase-45-2016
http://www.internetretailer.com/2012/02/27/e-retail-spending-increase-45-2016
http://www.popai.com/store/downloads/POPAIWhitePaper-Tweens-R-Shoppers-2013.pdf
http://www.popai.com/store/downloads/POPAIWhitePaper-Tweens-R-Shoppers-2013.pdf

Baker et al. Fash Text (2019) 6:8 Page 17 of 17

Steenkamp, J. B. E, & Baumgartner, H. (1992). The role of optimum stimulation level in exploratory consumer behavior.
Journal of consumer research, 9(3), 434-448.

Studak, C. M., & Workman, J. E. (2004). Fashion groups, gender, and boredom proneness. International Journal of Consumer
Studies, 28(1), 66—-74.

Teo, C. B. C, Sidin, S. M., & Nor, M. I. M. (2013). Exploring influences of consumer socialization agents on branded apparel
purchase among urban Malaysian tweens. Pertanika Journal of Social Sciences and Humanities, 21(1), 1-16.

The Federal Interagency Forum on Child and Family Statistics (2016). Child population: Number of children (in millions) ages
0-17 in the United States by age, 1950-2015 and projected 2016-2050. http://www.childstats.gov/americaschildre
n/tables/pop1.asp?popup=true.

Warrington, P, & Shim, S. (2000). An empirical investigation of the relationship between product involvement and brand
commitment. Psychology and Marketing, 17(9), 761-782.

Wolf, E. J,, Harrington, K. M., Clark, S. L., & Miller, M. W. (2013). Sample size requirements for structural equation models: An
evaluation of power, bias, and solution propriety. Educational and Psychological Measurement, 73(6), 913-934.

Workman, J. E. (2010). Fashion consumer groups, gender, and need for touch. Clothing and Textiles Research Journal, 28(2),
126-1309.

Workman, J., & Cho, S. (2012). Gender, fashion consumer groups, and shopping orientation. Family and Consumer Sciences
Research Journal, 40(3), 267-283.

Workman, J. E, & Johnson, K. K. (1993). Fashion opinion leadership, fashion innovativeness, and need for variety. Clothing
and Textiles Research Journal, 11(3), 60-64.

Workman, J. E, &Kidd, L. K. (2000). Use of the need for uniqueness scale to characterize fashion consumer groups. Cloth-
ing and Textiles Research Journal, 18(4), 227-236.

Workman, J, Lee, S, & Jung, K. (2015). Fashion adoption groups and consumer-brand Relationships. International Textile
and Apparel Association. http://www.itaaonline.org.

Young Entrepreneur Council (2014). 9 tips for marketing to kids and tweens successfully. Huffington Post. http://www.
huffingtonpost.com/young-entrepreneur-council/9-tips-for-marketing-to-k_b_4682018.html.

Submit your manuscript to a SpringerOpen®
journal and benefit from:

» Convenient online submission

» Rigorous peer review

» Open access: articles freely available online
» High visibility within the field

» Retaining the copyright to your article

Submit your next manuscript at » springeropen.com



http://www.childstats.gov/americaschildren/tables/pop1.asp?popup=true
http://www.childstats.gov/americaschildren/tables/pop1.asp?popup=true
http://www.itaaonline.org
http://www.huffingtonpost.com/young-entrepreneur-council/9-tips-for-marketing-to-k_b_4682018.html
http://www.huffingtonpost.com/young-entrepreneur-council/9-tips-for-marketing-to-k_b_4682018.html

	Identifying tween fashion consumers’ profile concerning fashion innovativeness, opinion leadership, internet use for apparel shopping, interest in online co-design involvement, and brand commitment
	Abstract 
	Introduction
	Literature review
	Fashion adoption theory
	Fashion innovativeness and opinion leadership of fashion change agents
	Internet use and interests in co-design involvement
	Brand commitment and children’s wear market

	Methods
	Sample
	Survey instrument
	Data collection
	Data analysis

	Results
	Participants
	Preliminary analysis
	Hypothesis testing through cluster analysis and MANOVA
	Hypothesis testing through multiple regressions

	Discussion
	Limitations and recommendations for future research

	Authors’ contributions
	References




