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Effect of Clothing Attitude and Average Monthly Expense on the Perception
and Buying Desire on Clothing Made in Korea
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ABSTRACT

This study was conducted by surveying 300 female college students in Yanbian
University and 248 surveys were considered for final analysis. Each question was rated
according to S point scale in which 1 means ‘not at all’ and 5 means ‘definitely’. The
data of this study was statistically analyzed by SAS PC program, the factor analysis,
cluster analysis, ANOVA and Duncan-test and t-test. The results are summarized as
follows; The clothing attitude of the college students is classified into four factors:
fashionable, brand-oriented, aesthetic and modest. The behavior pattern was categorized
into four groups: conservative modest group, aesthetic modest group, fashionable
aesthetic group and brand oriented group. The perception and buying desire of the
fashionable aesthetic group and the brand oriented group on clothing made in Korea
were higher than those of the other two groups. As the perception and buying desire on
clothing made in Korea depended on the average monthly expense for clothing, the
group with high expense for clothing showed higher means compared to the low
expense group for clothing.
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Table 1. The clothing attitudes by factor analysis

Factors and Items

Factor loading Factor Factor Factor Factor
1 2 3 4

The women shall not wear the clothes making excessive exposures 781 120 044  -068

Modest I don’t buy the low cut dresses

740 -013 153 071

It is better to avoid the clothes that are well fitted but sex-appealing 616 -105 -166 .073

I frequently talk about the latest fashion with others -093 766 -139 -027

I enthusiastically read the articles about the fashion on the newspapers

Fashionable . -159 724  -060 .208
or magazines
I am very interested in the popular styles 296 720 -056 085
I tend to buy the clothes of famous brands for the outdoor clothes 055 -062 772 107
Brand- I like and frequently buy the clothes from famous brands 080 -002 .750 -249
oriented : :
I buy the expensive and. well recogmze.d .brands rather than the cheap 091 -154 629  -002
clothes although the designs are very similar
The people who .wear the accessories that don’t fit to their clothes such 243 -053 002 742
as necklaces or rings look funny
Aesthetic I wear the chic clothes fitting to me although they make me feel

uncomfortable

-290 051 -117 .644

I am very interested in whether the clothes of other people fit to them .089 .291 015 581

Eigen value
Total variance
Cumulative Variance

1.827 1.773 1.648 1443
15.225 14.777 13.734 12.025
15.225 30.002 43.737 55.762
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Table 2. The clothing attitudes behavior groups by
cluster analysis

Groupl Group2 Group3  Groupd

n=57) (m=64) (@©=68) (n=57) F
Fashionable 2';0 2'38 3':2 3 és 94.39™
OBrrizr:ti‘;d 3;1 3.;9 2.33 3.:1 8327
Aesthetic 2'27 ij;) 3 fj 3'](3)6 13.90™
Modest 3i4 3;30 3.;9 2é;3 820"
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Table 3. Perception on clothing made in Korea depending on the clothing attitudes

Clothing attitudes

Perception on clothing

Conservative
modest group modest group aesthetic group  oriented Mean F

Aesthetic Fashionable Brand

made in Korea @©=57) (n=64) (n=68) group(n=57)

Price is high 3.72 3.83 3.84 4.12 3.88 2.456

It is easy to find the design that you want 3.46 3.13 3.44 3.37 334 2.179

337 3.47 371 372 .

The col tt i 3.57 3.105
e color or pattemn strikes your fancy B AB A A

The quality and mass are good 3.61 3.66 3.84 372 371 1.066

To be your size 3.33 3.28 3.51 3.44 340 1.256
. 3.16 327 3.57 3.09 -

It mfortable t i 329 3971
is comfortable to be active B B A B

After services are good 2.96 297 3.09 295 300 .378

Look elegant in those clothes 337 3.28 3.59 3.49 3.44 1°.798

** P< 01 * P< 05
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Table 4. Buying need on clothing made in Korea depending on the clothing attitudes

Clothing attitudes Conservative
modest group modest group aesthetic group oriented group Mean F

Buying need on

Aesthetic

Fashionable Brand

clothing made in Korea =57 (n=64) (n=68) 0=57)

If the prices are same, you prefer Korean 2.96 3.06 3.51 3.23 3.19 3612
clothes to Chinese B B A AB ) )

It is apt to purchase Korean clothes 2.67 2.73 3.12 2.96 288 3517
frequently B B A AB

Want to purchase Korean clothes when 2.60 258 3.01 2.84 276 2.789"
you see B B A AB

* P< 05
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Table §. Buying desire on clothing made in Korea depending on the monthly expense for clothing

Monthly expense on clothing Lower group Higher group

Buying need on clothing made in Korea (n=111) (n=137) Mean ¢

If the prices are same, you prefer Korean clothes to Chinese 3.03 3.33 319 2309
It is apt to purchase Korean clothes frequently 2.67 3.04 2.88  -3374"
Want to purchase Korean clothes when you see

2.67 2.84 2.76 -1.339

** P< 01 * P< .05
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