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Abstract

The present study attempted to analvze the behavioral patterns and attitudes of high school girls toward

apparel ads in magazines in relation to their physicel self-concept. The study used a self-administered

questionnaire. The sample consisted of 419 students at 3 girl's high schools located in Seoul. Likert scales

were used for most measures with I1=never or verv unimportant and S=always or very important. Physical

self-concept was measured on the basis of W. §. Jung’s Standardized Self-concept Test and Tennessee Self-
concept Scale. Percentage, t-test, and Chi-square were used for the analysis of the data. Resulis are as
Jollows: (1} Those with a high sense of physicul self-concept read more magazines. (2} Those with higher
sense of physical self-concept showed greater inferest in magazine ads, consulted magazines for fashion
trends, found ads more useful, and more ofien expressed satisfaction with the ads, than the lower self-concept

group. (3) Advertisers should attempt to gain a deeper understanding of the socio-psychological charac-

teristics of their readership as self-concept appeared to be related to several mugazine readership attitudes

and behaviars. Apparel ads targeting high school girls shoutd comsider the importance of company uds.

Key words : high school girl, attitudes toward apparel ads, physical self-concept, apparel ads in magazines.

I. Purposes and Research Problems

The constant change of fashion trend requires
consumers (o continuously search out flashion
information. Consumers rely on ads for infor-
mation about the clothing they want to pur-
chase. Comparing with other merchandise, a
large number of apparel ads are placed in maga-
zines. The greatest user of tnagazine ads is the
textile and apparel industry." The magazinc is
the most effective media for fashion ads. Along
with the computer industry, the size of Internet
shopping is increasing and the Internct is a new

' E-mail : cshwang@khu.ac kr

medium for ads. These days, however, needs in-
teraction of marketing activities between on-line
and off-line industdes. In view of this, maga-
zines are still very important along with new
media. Magazines play a large role in dissemi-
nating apparel ads today, a rolc even stronger
than other, newer media, such as the Intemet,
Therefore, how effectively the role of apparel
ads in magazines as a fashion information
source 18 implemented will affect consumers’
fashion lifc and the improvement of (he fashion
industry.

Consumers’ demographic characteristics, lifc
style, and self-concept affeci the consumer's

' Jaeilkihoik, *99 Annial Report of Advertisement, December 1991, 11,
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perception and acceptance of fashion informa-
tion. Effective and fruitful results of ads can be
caused by consumer’s positive atlitude toward
ads. Therefore, in order to cnhance the effi-
ciency of apparel ads in magazines, and meet
consumer expectations vis-a-vis these ads, the
attitudes of consumers toward such advertising
should be studied on a continual basis.

The present study attempted to examine the
behavioral patterns and attitudes of Korean high
school girls toward apparel ads in magazines for
a beiter understanding of tccnagers market. The
study also aimed to collect information needed
for increasing the efficiency of ads and teena-
gers® satisfaction level with apparel ads in ma-
gazine.

It is said that tcenagers have a great influence
on the market of fashion industry.”” High
school girls highly perceive the need for fashion
advertisements, and the magazine is quite po-
pular media among high school girls.” In view
of these trend, the researcher selected high
school girls as subjects for the study. And con-
sidering that there is a relation between self-
concept and consumer behavior, the present study
investigated if there are differences in attitudes
toward advertisements in magazine according to
their physical sell-concept, i.e., thc opinion of
one’s physical conditions including health,
appearance and sexual attractiveness.”

The specific research problems were to anatyze
(1} preferred magazine type and amount of ma-
gazines read; (2} level of interest/reliance/percei-

ved usefulness/preference/satisfaction with apparel
ads information in magazines; (3) perceived be-
ncfit and dissatisfaction with apparel ads in ma-
gazincs; (4) frequency of use and using type of
apparcl ads in magazines; and (o investigate
these factors in relation to level of their physical
scif-concept.

[l . Review of Literature

L. Attinde toward Advertisements

Since the opinion that consumer’s brand atti-
tude 1s affected by not only the product but also
advertiscment  attitude had been introduced in
the 1980s, many studies on attitude toward ad-
vertisements have been made.*™

Mitchell and Olson™ reported that the affec-
tive cxperience caused by ads play a large. role
in forming a brand attitude, and that not only
the quality of the product but also consumer
attitudes toward advertisement have an influence
on brand attitude of the consumer. This point of
view proposed by these studies has contributed
to wnderstanding the process of how advertise-
ments function. Research on advertisements sin-
ce this viewpoint has been introduced can be
classified into three types:

First, studies which regard advertisement atti-
tude and brand attitude as the same, and which
consider only if the attitude toward a certain
object is positive or negative on the basis of the
cognitive information model. They do not inclu-
de aflective experience.

: “High School Girls are the King of Consumcrs,” Chosun Daily Newspaper, 13 November 1997, 13,
> “Watch Jumior,” Textile Jowrnal, September 1995, 108-140.

4

C. S. Hwang, and E. H. Park, “High School and College Female Students’ Fashion Information

Source Relative to Their Personal Self-Concept,” International Journal of Costume 2 (December 2002): 122
* Won 8. Jung, Manuals of Self-Concept Measuring (Seoul: 1967), 3.

¢ A. Mitchell, and J. Olson, “Are Product Sttribute Beliefs the Only Mediator Adverlising Lffects on
Brand Attiude?” Jowrnal of Marketing Research 18 (1981} 318-332,

"R, Batra, and M. Ray, “Affective Responses Mediating Acceptance of Advertising,” Jouwrnal of Consunier

Researchr 13 (1986): 234-249.

® Maryl P. Gardner, “Does Attitude the Ads Afiect Brand Attitude Under a Brapd FEvaluation Set?”

Journal of Marketing Research 22 (1985) 234-235.
* A. Mitchell, and J. Olson, foc. cit.
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Second, studies which consider brand attitude
as multi-dimensional consisting of cognitive and
affective elements, and advertisesment attitude and
belief of the product attributes affect brand atti-
tude. Most of the studies insist that the belief of
product attributes reflects cognitive elements,
and advertisement attitude reflects affective cle-
ments.'"'"”

Third, studies affirming that affective rcs-
ponsc to advertisement is another component of
advertisement attitude. These concern, as a re-
scarch problem, more the dimension of affective
response to ads than advertisement attitude
itself.'

The process of advertisement acceptance had
been understood as psychological steps, called
"AIDA," meaning that once a consumer is ex-
posed to an advertisement, he pays attention (A)
to the advertisement first, becomes interested (I)
in it, and when he desires (D) it, he acts (A)
according to the feeling. The process of ad-
vertisement acceptance has been also understood
as another psychological step, named AIDMA
(AIDCA), which occurs in the order of attention
(A) — interest (1) -~ desire (D) — memory (M)
— conviction (C) — action (A)."*!* Lavidge and
Steiner'” said that, once a message of advertise-
ment is delivered to a consumer. he recognize it
first and the next step is acquisition of infor-
mation about the advertised product. The fol-
lowing step is to have preference followed by
conviction on the product, and last purchasing.

" Ihid.
! Gacedner, foc. cit.

1 Battra, loc. cit.
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However, the process of advcrtiscment accep-
tance does not occur in order as the steps above
mentioned.'” And all the steps of the process of
advertisement acceptance are dependent on each
other."” Therefore, marketing communication and
the process of consumer advertisement accep-
tance should be studicd together. In order to be
cffcctive, the message of advertiscments and
communication process should be well connec-
ted.

2. Apparel Advertisements

The apparel advertisement 1s a means to pro-
mote sales by introducing not only a product
but also the concept of fashion. Apparel ads
differ from others by the characteristics of appa-
rcl products. Comparing other products’ ads, a
greater part of apparcel ads is made through
magazines for several reasons. First, magazines
are better for color printing which is very im-
portant in advertising high-involvement mer-
chandise like apparel, and emotional appeals can
be more effective through magazines. Second,
because readers of a specific magazine are apt
to share a similar life style and the same in-
terests, the magazine can target a specific class
of consumers and effectively advcrtise certain
apparel products. Third, since magazines are cir-
culated among rcaders, more consumcrs could
be secured than the publishcd number of maga-
zines."™"” According to Y. J. Kim,”™ since most
read a magazine in their leisure time, they read

W. 1. Kim, The Principles of Advertisement {Seoul: KyungMoonSa, 1996), 298,
Bong-Rho Yoo, Advertisement (Seoul: IllJoGak, 1986), 25.

' Robert C. Lavidge, and Gary A. Steiner, “A Model for Predictive Mcasurement of Advertising Effec-

tiveness,” Journal of Marketing 25 (1961): 60.

' D. Bum Oh, The Principles of Advertisement Communication (Seoul: JounYeWen, 1984), 411,
"7 Bac G. Cha, The Principles of Communication {Seoul: SeYoungSa, 1976). 399.
® Han 1. Kim, “An Empirical Study on Consumer’s Acceptance Attitude of Advertisement,” {Master’s

Thesis, Kyung Hee University, 1997), 3.
19

Eun Kyung Shu, and Sun Jae Lee, “A Study on Affection Response in Clothing Advertisement

Effec,”™ Journal of Korean Society of Costume 28 (1996): 187-203.
R Yung J. Kim, "Consumer’s Acceptance Attitude toward Fashion Ads,” (Master’s Thesis, Ehwa Woman’s

University, 1987), 6-7.
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it carefully. And because most magazines are
published monthly, readers keep them longer
than other media. Therefore readers have chan-
ccs to read the ads in magazines repeatedly. Ads
in magazines could have multiple pages due to
the flexibility of the magazine's volume.

Consumers have reported that ads are helpful
for acquiring merchandise information, and they
regard advertised merchandisc as better quality
than the merchandise that is not advertised.”'™”
Kim*” reported that more than 60% of consu-
mers purchase the merchandise what they knew
about through advertisements.

A survey®® on attitude toward the effective-
ness of media for fashion ads reported that the
magazine was ranked first (88.3%), POP (point
of purchase)} ads were ranked second (79.2%),
then TV (75.4%), direct mail catalog (64.1%),
newspaper (42.0%), and radio {20.1%). The sur-
vey also revealed that respondents showed the
highest interest in ads showing the style of
apparel. '

Choi®® reported that most consumers (74.0%)
are nterested in displaying apparel style most

2 Ibid.

among the information learning from ads. Also
consumers have a negative point of view about
apparel ads in magazines such as “"too much
ads" (66.5%), "overstatement or false" (53.4%),
"commonplace contents" (49.1%), and “lack of
apparel ads matching consumer's sense” (36.8%).

Low-income consumers have shown a higher
purchase desire stimulated by ads.”” J. S. Park®™
also reported that many teenagers werc stimula-
tcd by ads to purchase apparel merchandise, and
they got information from apparcl ads mainly
about pricc and design. According to a study of
Kim,” the kind of information which consu-
mers expect to procure from fashion ads were:
what merchandise is in fashion at the present
time (29%), new product (26.3%), price (19.2
%), and sales (16.2%). Y. J. Kim'” said that
college fcmale students more than housewives
were influenced by ads. H. H. Yoon™ and H.
Y. Jung *? reported that showcases, displays,
and fashion magazincs were the main informa-
tion sources about fashion trends for college fe-
male students residing in Seoul area,

On the other hand, sex-appeal is most effec-

2S00 W. Lee, “A Study on the Influcnce of Digester Ads on Consumer’s Purchasing Behavior,”

{Master’s Thesis, Yonsei University, 1986).
n

Yonsei University, 1982).
4

Thesis, Yonsei University, 1984), 59.
25

Thesis, Seoul Woman's University, 1991), 37.

* Ibid.
27

{Master's Thesis, Korca University, 1994).

Han W. Cho, “A Study on Korean Women's Consciousness of Advertisement,” (Master’s thesis,
Woo K. Kim, “A Study on Consumer's Acceptance Attitude toward Ads in Magazines,” (Master’s

Eun J. Choi, “The Relationship between Fashion Ads and Consumer’s Purchasing Behavior,” (Master’s

Jong W. Park, “An Empirical Study on Baby Cloths Buying Pattern of Korcans Residing in Scoul,”

*® 1. S. Park, “A Study on the Attitude toward Ads and Apparel Purchase Decision Making of Korean
High School Students,” (Master’s ‘Thesis, Ehwa Wornan’s University, 1994).

? Moon ). Kim, “The Preference of Brand Tmage and Fashion Ads Strategy” (Master’s Thesis, Ehwa

Women's University, 1989).

30 Yung J. Kim, foc. cir.
3

Thesis, Seoul Woman’s University, 1988), 37,

Hyun Hoo Yoon, “The Influence of Display Involvement on Clothing Buying Behavior.” (Master’s

* Hae Y. Jung, “A Study on the Clothing Buying Behavior,” Jowrnal of the Korean Society of Clothing

& Teviiles 16, no. 4 (1984), 17-25.
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tive in apparel ads.”” Comparing other products’
ads, apparcl ads stimulate impulsive purchases

most easily, and apparel ads are utilized most

by consumers as an information source for ac-
tual purchases.’”

To summarize the literature, consumers highly
recognize the need for apparel advertisements
and magazines as a fashion information source.
Therefore, a deep understand of consumer's
needs and attitudes toward apparel ads in maga-
zines will guide effective allotment of marketing
FCSOUICCS,

3. Physical Self-Concept and Consumer Behavior

Self-concept is one's total system of thoughts
and feelings about oneself as an object. Self-
concept implies perceptions of ability, weakness,
personality, value system, appearance, and attrac-
tiveness of oneself, From these perceptions, one
forms an attitude or feeling (emotion) toward
oneself and the attitude or feeling aftects his/her
behavior.*”

The influence of self-concept on consumer
behavior is well shown in the fact that symbolic
mecanings of merchandise have a greater in-
fluence on consumer behavior than functions of
merchandise do.*® A merchandise or brand also
has an individual character like human beings.
The brand individuality delivers information
about the person who has or uses the brand.
Thercfore consumets prefer a brand or merchan-
dise by which he can cxpress his self-concept
most efficiently. This behavior could be ex-
plained by the motivations of self-esteem and
self-consistency. That is, in the vicwpoint of
self-esteem, consumers are motivated to purchase
the merchandise which is helpful in reaching

The International Journal of Costume Culuare 15

his/her ideal sclf-concept or in keeping with his/
her real self-concept. This functions to avoid di-
sharmony caused by the difference or gap bet-
ween one’s actual behavior and one’s self-image.
Therefore consumers process information and
purchase merchandise in a manner which mat-
ches his sclf-concept. At the same time, con-
sumers try to keep and improve their self-
concept through the merchandise they purchase.
This is why self-concept plays a role in pro-
cessing information and all other purchase de-
cision making processes. Ads having consistcncy
with one’s self-image could be remembered more
easily by consumcrs, and motivate preferable
attitudes toward the ads and purchase intention
of consumers.

Therefore, it could be easily inferred that
consumer’s attitude toward apparel ads in maga-
zines as an information source is related to one’s
physical self-concept, an important component
of scif-concept.

lii. Research Method

1. Instruments

Self-administered questionnaire was used to
collect the data. It consisted of three parts: phy-
sical self-concept; behavior and attitudes toward
apparel ads in magazines; and Demographics.

Questions to measure Physical sell-concept
were borrowed from Jung's’” standardized self-
concept test which was developed on the basis
of Tennessee Self Concept Scale’™ Included
statcments are, i.e. “l am satisfied with my
figure” and “I have an ideal weight”. Cronbach's
total rehiability coefficient of the items mea-
suring physical self-concept was 0.87.

* Jeong S. Kim, “The Preference of Brand Image and Fashion Ads Strategy.” (Master’s Thesis, Seoul

National Universiry, 1987), 48-53.

39 . .
Woo Kun Kim, foc. cit.

35
545.

k3

KK

W. S. Jung, ke cit

% william H. Fius, loc. cit.

I. F. Engel, R. E, Blackwell, and P. W, Miniard, Consumer Behavior (Chicago: Drydem, 1990), 482-

S. J. Levy, “Symbols for Sales,” Havard Business Review 37, no. 4 {1959). 117-124.
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Questions rcgarding behavior and attitudes
toward appare]l ads in magazincs were developed
on the basis of the questionnaire used in pre-
vious studies.””” Included questions were, i.e.
“How much do you pay attention to ads in
magazines?”, “How much do you enjoy reading
fashion magazines?”, “How often do you con-
sult magazine ads for [ashion trends?” and
“How much do you believe thc messuge of
apparcl ads in magazines?” Cronbach’s total
reliability coefficient of items measuring beha-
vior and attitudes was 0.82.

Five point Likert type scales were used for
most measures with l=never or strongly dis-
agree, or very ummportant and 5=always or
strongly, or very important.

2. Sample, Data Collection and Data Analysis

The sample consisted of 419 students at 3
girls’ high schools located in Dobongku, Dong-
daemunku, and Suchoku, Scoul. Questionnaires
were completed right beforc or after classes.

Percentage, r-test, and Chi-square were em-
ployed for the analysis of thc data.

In order lo investigate if there are any di-
fferences in behaviors and attitudes toward
apparel ads in magazines according to physical
self-concept, the respondents were classified into
two groups, thosc falling below the mean score
of total respondcnts were categorized as low,
and those falling abovc the mean were cate-
gorized as high. A high score reflects one’s
stable and desirable or positive opinion of one’s
physical conditions, and a low scote means the
opposite. The mean score of respondents’ phy-
sical self-concept (3.03) was lower than that of
the standard group (3.37) which was offcred by
Korean Testing Center (Jung, 1967). As shown
in (Tablec 1), the number of thosc falling below
the mean score of total respondents (287) was
much larger than the number of those falling
abovc the mean (132).

{Table 1> Physical Self-Concept of Respondents

Level of Physical Self-Concept| » M | SD
Low group 287 | 2.72 1 0.34
High group 132 1 3.76 | 0.39

Total 419 [ 3.030.58
IV. Results

1. Preferred Magazine Type and Amount of
Mugazines Read

A little more than 9% of respondents do not
read any magazines at all, while 81% rcad one
to two types of magazines. Most of rcspondents
said that they circulatc and share one or two
types of magazine in the classroom. Vogue Girl
is the most popular {70.28%), followed by Elle
Gril (59.30%), Cindi the Perky (45.54%), Ceci
(25.82%), Kiki (24.88%), and GQ (23.94%).

Among the respondents who read threc or
more magazines, there were more with a high
sense of physical self-concept than those with a
low sensc of physical self-concept. On the other
hand, there was no corrclation found between
physical self-concept and the amount of maga-
zines read among respondents who read fewer
than three types of magazines.

2. Affective Attitude toward Apparel Ads in
Magazines

1) Level of Interest and Preference to Apparel
Ads in Magazines

The majority of respondents admitted to a
favorable bias toward ads in magazines. While
only a few respondents (3.72%) said they do not
pay any attention al all to apparel ads in maga-
zines, about 64% of respondents answered that
thcy pay much or a grcat deal of attention to
them. Most of the respondents (66.82%]) an-
swered that they enjoy very much reading fa-

¥ So Kyung Kim, “A Study of Korean Female University Students’ Clothing Purchase Behavior,” (Doctoral

Dissertation, Ehwa Universily, 1994), 47-81.

“ lan J. Kim, foc. cit.
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shion magazines.

As shown in (Table 2), respondents demon-
strated significant differences between the two
groups: those with a higher sense of physical
self-concept showed greater interest in magazinc
ads than thosc in the lower group.

2) Level of Believing the Message of Apparel ads
in Magazines

A significant number of respondents (58.07%)
showed neutral attitude in believing the message
of ads in magazines. Nearly one third (28.78%)
believe the message of apparel ads, to a greater
or lesser extent (4 and 5 on a Likert type 5
point scale).

When asked to choose among the media of
television, Internet, radio, newspaper, video, ma-
gazines, and catalogs, respondents replied that
they trusted magazines and catalogs most.

Those with a higher sense of physical self-
concept showed greater trus(t in magazine ads
than those in the lower group.

3) Level of Perceived Uscfulness of Apparel Ads
in Magazines

The percentage of the respondents who doubt
the usefulness of apparel ads in magazine was

The International Journal of Costume Culturc 17

3.84%. Conversely, 49.76% of respondents re-
pltied that they think apparel ads in magazine
are useful or very usetul when they purchase
new clothes.

When the results arc broken down according
o respondents’ sense of physical self-concept, in
the higher group generally found (ashion ads in
magazines more useful, and more often expre-
ssed satisfaction with the ads, than their lower-
group counterparts.

4y Level of Satisfaction und Cawses of Di-
ssatisfaction toward Apparel Ads Information in
Magazines

Only a few respondents (6.75%) claimed that
they were not satisfied at all with the ads found
in magazine; many more {47.1%) were mode-
rately satisfied with them.

When the results were broken down accor-
ding to respondents’ sensc of physical sclf-
concept, in the higher group generally more
often expressed satisfaction with the ads, than
their lower-group counterparts. (refer to Table 2)

Some of the negative aspects of fashion ads
in magazines cited by respondents were a lack
of information on items (33.58%), models of un-
realistic body types (34.38%), a lack of variety

{Tabhle 2> Atlitude toward Apparel Ads in Magazines according to Physical Self-Concept of

Respondents (7=419)
. Physical
v
Attitude Self-Concept{) M SD value
Low(287) 3.96 0.71
Level of interests in ads in magazine 2.48%*
High({132) 4.15 0.80
Level of believing the message of apparel Low(287) 3.04 0.68 5 14
ads in magazine High(132) 3.20 0.69 ‘
Perceived usefulness of apparel ads in Low(287) 3.29 0.89 3 gonks
magazine High(132) 3.67 0.99 o
Level of satisfaction with apparcl ads in Low(287) 3.21 0.70 2 16*
magazine High(132) 3.39 0.85 '
#EP<QO01,  **P<0.01, *P<0.05.
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of styles in presentation (49.63%), the imprac-
ticality of (he clothes presented for everyday
wear (27.74%), a surfcit of ads (18.91%), and
the poor quality of print (4.08%).

Respondents showed quite a high level of
dissatisfaction with the lack of practical infor-
mation such as price and the place where they
can buy. This trend might mcan that consumers
expect apparel ads in magazines to be a source
offering them the information which is more
closcly rclated to real purchase as well.

When the results were broken down accor-
ding to respondents’ sense of physical self- con-
cept, the lower group expressed a greater level
of dissatisfaction with unrealistic body types of
models appearing in magazines. (refer to Tablc 3)

3. Benefits of Apparel Ads in Magazine Versus
Other Media as Perceived by High School Girds

About 75.94% of respondents listed the pros-
pect of getting idcas on kceping up with fashion
trends as the greatest benefit of magazine uds.

Students also read magazines to get ideas on the
kind of clothes to buy (39.34%) or how to coor-
dinate and accessorize outfits {52.74%), to rcfer
back to picturcs when the need arises (44.34%),
as well as to enhance their designing skills
(8.43%), all benefits not offered by othcr media.
When the results are broken down according
1o respondents’ sense of physical self-concept,
the higher group showed a greater consideration
to the enhancement of designing ideas and skilis
than did the lowcr group. (refer to Table 4)

4. Frequency and Type of Utilizing Apparel Ads
in Magazines

As shown (Table 57, high school girls con-
sult magazines for fashion trends often, with
67.30% saying they consult them frequently
("often" or "very often").

Overall results show that most respondents
used the ads to get specific information about
an advertised item or style and about general
fashion infonmation about a style/design. In the

(Table 3) Causcs of Dissatisfaction with Apparel Ads in Magazines by Physical Self-Concept ot

High School Girls (n=419)
Causcs of dissatisfaction Physical setf-concept(#) n (%) x’

Low(287) 142 (49.48)

Lack of style presentation 0.003
High(132) 66 {50.00)
Low(287) 18 { 6.27)

Poor quahity of print 12.04%**
High(132) 12 ( 9.09)

Lack of information on the item Low(287) 220 (76.66) 2 .44

(price, location etc.) High(l32) 55 (41.67) ’
Low(287) 55 (19.16)

Too many ads in magazines 0.81
High(132) 30 (22.72)
Low(287) 197 (68.64)

Unrealistic body types of model 28.92% %%
High(132) 57 (43.18)
Low(287) 107 (37.28)

Lack of reality for cveryday wear 0.09
High(132) 53 (40.15)

*rxp<0.001.
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{Table 4) Pcrceived Bencefits of Apparcl Ads in Magazinces according to Physical Sclf-Concept of

High School Girls (n=419)
Bencfit Physical sclf-concept(n) n (%) x’
Low(287) 132 (45.99)
Referring back to the pictures 0.51
High(132) 56 (42.42)
Getting ideas on new fashion trends Low(287) 198 (68.99) 0.48
{color, textiles, styles) to buy High(132) 96 (72.73) '
Getting ideas on coordination Low(287) 181 (63.07) 0.17
(accessorizing outfits) High(132) 81 (61.36) )
Getting 1deas to enrich my Low(287) 45 (15.68) 7119+
designing/merchandising skills High(132) 37 (28.03) )
Low(287) 216 {75.26)
Getting ideas to keep up with fashion trends 0.29
High(132) 103 (78.03)
Low(287) [l 3.83)
Others 1.98
High(132) 10 { 7.58)
*p<0.0l.
{Table 5) Typc of Utilizing Apparel Ads in Magazines by High School Girls {n=419)
_ Never Rarely  |Occasionally Often Very often
Utilizing type (%) (%) (o) (%) n(%)
Purchase 51 130 182 40 16
the advertised item (1217 {31.03) (43.44) ( 9.55) ( 3.82)
Purchase any product made by 36 11 184 70 18
the advertised company { 8.59) (26.49) (43.91) (16.71) ( 4.30)
Get specific information about 26 101 173 78 41
the advertised item or style ( 6.21) (24.11) (41.29) (18.62) ( 9.79)
Get general information about 6 46 85 172 110
style/design in the ads ( 1.43) (10.98) (20.29) (41.05) (26.25)

case of purchasing the item advertised, 43.44%
of respondents answered they purchase the item
advertised occasionally, 31.03% rarcly, whilc
9.55% do so often, and 12.17% never. In the
casc of purchasing products seen in ads made
by a specific company advertiscd, 16.71% of
respondents answered they purchasc the product
scen in ads made by a specific company ad-

vertised often, while 43.91% do so sometimes,
26.49% only rarely, and 8.59% ncver.

When the resulis are broken down according
to respondents’ sense of physical self-concept,
students with a low sense of physical self-
concept showed a greater possibility to purchase
the product seen in ads made by a specific
company, and to buy any product madc by the

_]9_
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{Table 6> Typc of Utilizing Apparcl Ads in Magazines according (o Physical Self-Concept of High

School Girls (n=419)
Utilizing type Physical sclf-concept (n) M SD #-valuc

High (132) 2.51 0.84

Purchase the advertised item 4.98%**
Low (287) 3.01 0.87

Purchase any product made by High (132) 278 0.90 2 40%*

the advertised compasy Low (287) 3.05 0.83 '

Get specific information about High (132) G it 1 .84

the advertised item or style Low (287) 3.55 0.89 o

Get general information High (132) 4.09 0.77 5.04%%

about stylc/design in the ads Low (287) 3.6l 0.86 )

*rp<(.001, *¥P<0.0l.

company scen in ads. Meanwhile students with
a high sensc of physical self-concept showed a
higher tendency of getting general information
about stylc/dcsign in ads. (rcfer to Table 6). The
percentage of respondents who admitted to con-
sulting magazincs very often for fashion trends
was smaller in the low group than in the high,
as well.

V. Conclusion and Implications

(1) The majority of rcspondents rcad maga-
zines, and admitted to a favorable bias toward
ads in magazinc. Voguc was the most popular,
followed by Elle Girl.

(2) Respondents showed less tolerance for a
lack of varety of styles in presentation, and also
demanded greater information on the items pre-
scnted. Respondents consult magazines for fa-
shion trends.

(3) According to physical self-concept, signi-
ficant differences were observed in amount of
magazine read, affective attitude, perecived be-
nefits, causcs of dissatisfaction, type of utilizing,
and frequency of consultation apparel ads n
magazines.

Among those who read regularly three or
more magazines, a group with more positive

sense of physical self concept read more maga-
zines than those with less positive sense of phy-
sical self-concept. On the other hand, there was
no correlation found between physical  self-
concept and the amount of magazines read
among respondents who read [ewer than three
types of magazines.

High school girls with more positive sense of
physical sclf-concept had higher level of interest,
usefulness, satisfaction, and consule apparel ads
more often, and show a higher tendency of get-
ting general information about style/design in
ads. Mcanwhile, the group with less positive
sense of physical self-concept expressed a grea-
ter level of dissatisfaction with unrealistic body
types of models appcearing in magazines than
did the group with more positive sense of phy-
sical self-concept, and showed a greater possi-
bility 1o purchase the product seen in ads made
by a specific company, and to buy any product
made by the company scen in ads.

(4) Based on the results, following recom-
mendations were suggested:

In the light of observed tendency of higher
physical self-concept group to read many types
of magazines, advertisers should atempt to pain
a deeper understanding of the socio-psychologi-
cal characteristics of this spccific readership in

- 20 -



Vol. 8, No. |

order to mecct its needs better.

Magazine targeting teenagers should pay more
attention to providing its rcaders with more
information rcgarding gencral fashion trends,
and improving the varicty of stylc presentation.

In light of the obscrved tendency of low
sense of physical sell-group showing higher frc-
quency of purchasing items seen in ads made by
advertiscd company, and scarching for specific
information on the advertised itcms, the apparel
ads targeting tecnagers should consider the im-
portance of company ads along with specific
item ads.

[n order to improve a function of commu-
nication with readers, there should be further
studies on apparel ads in magazines, focused on
a specific type of magazine classified by its
characteristics or content.
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