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Evaluative Criteria and Brand Preference by Motivations for

Clothing Purchases among Chinese Female Consumers
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Dept. of Clothing and Textiles, College of Human Ecology, Seoul National University, Seoul, Korea

ABSTRACT

The purpose of this study was to investigate the differences of evaluative criteria and
brand preferences by clothing purchasing motivations of Chinese female consumers. Data
were obtained from 350 Chinese women in the 20°s and 30’s who were living in Shanghi,
China. Data were analyzed by factor analysis, ANOVA, Duncan test, cluster analysis, and
descriptive statistics using SPSS WIN 12.0. The results of this study were as follows. The
clothing purchasing motivations of consumers were classified into ‘hedonic,” ‘utilitarian,” and
‘economic’ motivation. The evaluative criteria of clothing were classified into ‘aesthetic/
quality,” ‘service/care,’” and ‘social status symbol’ evaluative criteria. Chinese female consumers
were divided into four groups by cluster analysis of clothing purchasing motivation; economic,
practical hedonic, utilitarian, and inactive groups. There were significant differences in
evaluative criteria of clothing, brand preference of foreign brand and Korean brand, and
purchase intention among four groups. Practical hedonic and economic groups showed the
highest means of evaluative criteria of clothing, foreign brand, Korea brand, and purchase
intention of Korean apparel brand. This study provides implications into Korean fashion
marketers for developing marketing strategies in China.

Key words: clothing purchase motivation, evaluative criteria, China, clothing purchase behavior,
brand preference
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Figure 1. Consumer decision process model (source
from Engel, Blackwell & Miniard 1995)
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Table 1. Factor analysis of motivations for clothing purchases

Factors and Items

Total Cumulative
Variance Variance

(%) (%)

Factor Eigen
Loadings  Value

Factor 1: Hedonic motivation

I purchase clothing because of fascinating advertisement or advertising

2.442 30.531 30.531

model. 807
When 1 like displayed clothing in the store, 1 purchase it. 795
If I have unexpected money, I purchase clothing first and foremost. 720
1 purchase clothing for blowing off stress or relaxation. 689
Cronbach’s o 0.7969
Factor 2: Utilitarian motivation 1.584 19.805 50.336
I purchase suitable clothing for special occasions. 811
I purchase clothing when T have no wearable dress. 805
Cronbach’s a 0.5887
Factor 3: Economic metivation 1.354 16,922 67.258
I usually purchase clothing during clearance sale. .881
I usually purchase clothing at seasonal changing term. 705

Cronbach’s o 0.5176
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Table 2. Cluster analysis by apparel purchase motivation

. Group 1 Group 2 Group 3 Group 4
P“rchasfeac':)‘:nvauon N5 N-116 N5t N=80 F value
(17.7%) (38.6%) (17.0%) (26.7%)
Hedonic .010b .490a -1.484c .169b 90.38***
Utilitarian -1.396¢ .643a 416a -273b 123.36***
Economic 961a .362b .130¢c -1.244d 168.88***
Group name economic practical hedonic utilitarian inactive
*rxp< 001
Alphabetical characters mean the Duncan test results.
Table 3. Factor analysis of evaluative criteria for clothing
. Total Cumulative
Factors and Items Facfor Eigen Variance Variance
Loadings Value %) %)
Factor 1: aesthetic/quality 3.962 28.301 28.301
design/style .822
color/pattern 797
image suitable to me 736
quality(sewing) .654
fit .621
price .604
fabric 537
comfort for acting 481
Cronbach’s a 0.8612
Factor 2: servicefcare 2.853 20.378 48.679
easy of exchange and refund .831
easy of care(cleaning and ironing) .808
alternation service 760
Cronbach’s o 0.8225
Factor 3: social status symbol 1.649 11.775 60.454
brand name 851
manufactured country .670
fashionability 521

Cronbach’s a 0.5846
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Table 4. The difference of evaluative criteria by purchase motivation groups

Group  Economic

Practical hedonic

Utilitarian Inactive

F value
Factor N=53 N=116 N=51 N=80
Aesthetic/quality 4.55a 4.41ab 4.26b 3.89%¢ 13.96%**
Service/care 4.00a 3.83ab 3.57b 3.44b 4.05%*
Social status symbol 3.58b 3.86a 3.22¢ 3.67ab 8.35%#*
wxEp< 001
**p<,01
Alphabetical characters mean the Duncan test results.
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Table 5. The differences of brand preference by purchase motivation groups

Group  Economic Practical hedonic Utilitarian Inactive F value
Factor N=53 N=116 N=51 N=80
General brand awareness 3.94a 3.74ab 3.45bc 3.30c 6.03%**
Foreign brand preference 3.53a 3.48a 2.96b 3.21ab 4.54%**
Korean brand preference 3.85a 3.60ab 3.37bc 3.16¢ 6.70%**
Efer:f;nbmnd purchasing 387 3.50b 3.36b 321b 6.06++*
***p<.(x)1
Alphabetical characters mean the Duncan test results.
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