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We investigated the relationship between the attitudes and brand preference on the expression techniques of
advertisement of underwears and actual buying. A total of 233 females living in Seoul and Taejon were surveyed
to compare these points of five major underwear brands (Vivien, Ravora, Wacoal, Calvin Klein, Let'xes).

The survey showed that the responders reacted more positively to the revolutionary advertising techniques of
the Calvin Klein, and Let'xes than to the more conservative techniques of the Vivien, Ravora, and Wacoal.
The most positive response was obtained from the Calvin Klein's revolutionary techniques while the most
negative response from the Ravora. The most preferred brand was the Vivien, followed by the Calvin Klein,
Wacoal, Ravora, and Let'xes. The degree of preference varied according to the demographic variables like
age, schooling, income, occupation, and residential area. As for the motive of preference, the Calvin Klein
ranked best in respect to shape, quality, advertisement, and comfortability. The price factor was best for the
Ravora. The Letxes ranked worst in all aspects. However, there was discrepancy between the attitudes on
advertisement and the actual buying, thus implying that the attitudes on advertisement did not seem to
directly affect actual purchasing behavior.

Key words : technique of advertisement, brand preference, motive of preference, underwear,
demographic variables
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