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Analysis of Korean Consumer Brand Awareness and Preferred
Types of Sock Design
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Abstract : The purpose of this study was to develop a large representative data base for socks marketing strategy. The
study was to determine socks brand awareness in ralation to segmented distribution regions and such demographic vari-
ables as sex and age. The authors also analyzed preferred design. A total of 650 questionnaires were distributed and 611
reliable ones were used for statistical analysis. A SAS statistical package including frequency tables and chi square test
was used. The results are as follows: Brand awareness involves “brand recall” based on asking a person to name the
brand he or she recalls first, and also “brand recognition” based on asking subjects to identify brand names from 30 given
brands. 'SOCKSTOP' was found to be a dominant brand as a result of the brand recall test, and ‘BYC’ was found to be
a dominant brand as a result of the brand recognition test. Brand recognition was significantly different in the segmented
distribution regions, three age groups and different sex groups. People considered design first in purchasing sports/casual
socks, while they considered color first in purchasing dress socks. The most favored type of sock style was the common
crew sock type. The results of a chi square test showed that preferred type of sock design was related with the sex and

age variables.
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Table 1. Demographic profiles of consumers
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Variables Percent Variables Percent
student 63.8 10 under 193
clerk 17.0 Seasonal clothing 10-20under 334
homemaker 2.8 expenditures 20-30under 243
professional/technical 6.4 (unit: 10,000 won) 30-40under 12.7
Occupation part time employed 1.0 ’ 40-50under 4.1
self emplyed 2.1 50 and over 6.1
sales/serv1ce. 23 70 under 12
teacher/official 29
others 0.7 70-100 under 4.3
middle/migh school attendant 308 . 100-150 under 133
high school graduate 3.9 Ho.usehold income 150-200 under 18.1
college attendant 3.1 (unit: 10,000 won) 200-250 under 16.6
Education college graduate 232 250-300 under 15.5
300-400 under 17.3
graduate school attendant 1.6 400 and over 13.6
graduate grad. school 23 ’
14-19 years old 339 Opgujung 33.1
Age 20-29years old 54.0 Distribution areas shinchon 33.1
30 years and older 12.1 silrimdong 33.8
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Table 2. Highly recognized top ten sock brands among thirty brands in the brand recall test

Rank Brand name Percent Rank Brand name Percent
1 Sockstop 30.6 6 KIC 4.1
2 BYC 21.1 7 Intarsia 32
3 BOSE 8.7 8 Try 3.0
4 Nike 6.4 9 Polo 2.7
5 MDC 44 10 Darks 2.3

10 Fila 2.3
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Table 3. Results of Chi-square test to determine association between brand recognition of each brand and distribution area variable ~ (n=611)

Distribution areas (Percent)

. — — - Total (%) P value
Rank Brand name Siltimdong Opgujung Shinchon (n=611) (Chi Square Test)
(n=207) (n=202) (n=202)
I BYC 92.27 86.63 91.58 90.18 0.114
2 NIKE 81.16 80.20 80.69 80.69 0.970
3 Adidas 82.13 69.80 77.23 76.43 0.013%*
4 KJIC(Kookje) 71.50 74.75 77.23 74.47 0411
5 Sockstop 78.74 64.85 71.78 71.85 0.008*
6 MDC(Moodeung) 70.53 66.83 68.81 68.74 0.722
7 DSC(Dongsan) 71.01 57.43 70.30 66.28 0.005*
8 Reebok 66.67 62.38 59.90 63.01 0.357
9 Fila 58.94 58.91 58.42 58.76 0.993
10 Guess 55.07 58.95 49.50 53.19 0.439
*p<0.01, **p<0.05
Table 4. Results of Chi-square test to determine if brand recognition of each brand is associated with the sex variable (n=611)
Percent T ’ L P |
Rank Brand name Female Male (ont 261(11)7) (Chi \;]EZre)
(n=315) (n=296)
i BYC 90.48 89.86 90.18 0.800
2 NIKE 80.32 81.08 80.69 0.811
3 Adidas 76.83 76.01 76.42 0.813
4 Sockstop 82.86 65.54 74.47 0.000*
5 KJC(Kookje) 76.83 66.55 71.85 0.005*
6 MDC(Moodeung) 69.21 68.24 68.74 0.797
7 DSC(Dongsan) 69.84 62.50 66.28 0.055
8 Reebok 61.59 64.53 63.01 0.452
9 Fila 62.22 55.07 58.76 0.073
10 Guess 59.68 46.28 53.19 0.001*
*p<0.01
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Table 5. Results of Chi-square test to determine that brand recognition of each brand in recall test is associated with the age variable (n=611)

Percent(%)
Total (%) P value
Rank Brand name 19 years old and 20-29 years old 30 years and older _ .
(n=611) Chi-square
under (n=207) (n=330) (n=74)

1 BYC 88.89 93.03 81.08 90.18 0.006*
2 NIKE 87.92 79.39 66.22 80.69 0.000*
3 Adidas 85.51 73.03 66.22 76.43 0.000*
4 Sockstop 72.46 80.00 55.41 74.47 0.000*
5 KIC(Kookje) 61.84 80.00 63.51 71.85 0.000*
6 MDC(Moodeung) 61.35 71.21 78.38 68.74 0.009*
7 DSC(Dongsan) 52.66 74.55 67.57 66.28 0.000*
8 Reebok 78.74 57.58 43.24 63.01 0.000*
9 Fila 71.98 55.45 36.49 58.76 0.000*
10 Guess 67.63 50.61 2432 53.19 0.000*

*p<0.01
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Fig. 1. Results of preference of sock styles.
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Fig. 2. Results of preference of sock patterns.

Table 6. Results of Chi-square test to determine association between preferred types of sock style and the age variable

Percent(%)
Age c Single socks folded Total P value
ommon crew Singlesockslolded y e socks Toe socks 3-D socks ota (Chi Square)
socks at the ankle (n=611)

19 years old and
under(n=207) 57.07 15.12 24.39 0.49 2.93 33.88
20-29 years 66.97 12.84 17.74 1.22 1.22 54.05
old(n=330) 0.002*
30 years and
older(n=74) 68.49 8.22 15.07 6.85 1.37 12.07
Total(n=611) 63.80 13.06 19.67 1.65 1.82 100

*p<0.01
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Table 7. Result of Chi-square test to determine association between favored sock pattern and segmented age groups

Percent(%)
P-value
Rank  Types of sock pattern 19 years and under 20-29 years old 30 years and older Total (Chi-square)
(n=207) (n=330) (n=74) (n=611)
j  Solid color 47.76 56.92 67.14 55.03 0.026*
(no pattern)
2 Brand mark applied 21.39 14.15 11.43 16.28
3 Brand logo 12.94 7.38 7.14 9.23
4 Cartoon 498 9.23 1.43 6.88
5 Stripe 3.98 6.77 7.14 5.87
6 Geometric 5.47 4.00 4.29 4.53
7 Floral 1.99 0.92 143 1.34
8 3-D shape 1.49 0.62 0.00 0.84

"p<0.01, **p<0.05
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