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Abstract

This study examined size combination suitability of the underwear sets in home shopping and discussed the
degree of consumer satisfaction as well as purchase criteria and evaluation after purchase of women's underwear.
The survey was conducted from 1st to 15th September 2010 on a total of 300 women aged between 20 to 50,
living in Seoul and Gyeonggi-do region who had bought women's underwear through home shopping. The
completed data, 245 out of 300, was used for the final analysis. The analysis conducted in the study with SPSS
statistics package includes frequency analysis, reliability analysis, factor analysis, chi-square analysis, ¢-test, ANOVA
and Duncan's Multiple Range test. Evaluation items on purchase criteria and evaluation after purchase were
processed with factor analysis. The results of the present study showed that product differentiation strategies are
required based on age in order to improve consumer satisfaction and repurchase intention in home shopping
underwear. Moreover, most of underwear products sold in sets in home shopping are provided based on the
brassiere size. As a result, women who do not fit into the home shopping underwear size combination may be less
satisfied. When consumers choose their own brassier and briefs size or combinations of various brassier and briefs
sizes, it would increase consumer satisfaction.

Keywords: products satisfaction(X]|# HFEX), size combination suitability( X5 2] $}%), purchase behaviors(7*
FE), TV home shopping(TV Z+9), women's underwear sets(0]4 42 AE)
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II. Background

1. Development of TV home shopping and
underwear industry
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2. Purchase criteria for underwear
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3. Satisfaction with underwear after purchase
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1. Research questions
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Data collection and data analysis
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3. Measures
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IV. Results and Discussion

1. Sample characteristics and usage patterns
of TV home shopping

ATl ATEAN B L TVELTY o] §
A (Table DI} 2o, 20007} 1299 (52.7%)
o7 7P Wty thgo g 307k 759 (30.6%),
40t o] o] 417g(16.7%)0]lem, AE o f = 7]
£ 9078(36.7%)T} 1] & 155%(63.3%)0|ltt EH
&% FHE oA AEshe A 4uhed w
(46.9%)°] 74 WAL, th&- 8T wwh(31.0%)
ojlon, £22 FAIZ(41.6%) T stA L 1df
Y ME6.1%) Folshe gl &9t 8% B
S AFAIZEE 10~308 wgto] 33.1% & 7Hg
=/ WEb L, 30~602 mRE30.6%)0] 1 FE
o]t} CJ L4 (37.1%)T} GS shop(21.6%)2] Al
S&7t A UEEed, ol B &4 AR
o= A F4F &AL 7E Hep HHE Q1A
7} B3, 14 0A0] B| fRoe BAHEG o
A EaB PAASE 50.6%9 24 AT
o 1~28)5 Fojst, Frjole o 209l vt
(543%)0] Tht4: o]0 = yehyet.

H—I

{Table 1> Sample characteristics and usage patterns of

TV home shopping (N=245)
Variables Frequency(%)
20's 129(52.7)
Age 30's 75(30.6)
Over 40's 41(16.7)
Amount of Less than ¥40,000 | 115(46.9)
purchasing 40,000 ~80,000 76(31.0)
underwear 80,000 ~ 100,000 24( 9.8)
month Over ##100,000 30(12.2)
Less than 10 min. 47(19.2)
Home shopping | 130 i, 81(33.1)
watching time -
day 30~60 min 75(30.6)
Over 60 min. 42(17.1)
ao 91(37.1)
GS shop 53(21.6)
Preferred Hyundai 37(15.1)
home shopping
channel Lotte 20( 8.2)
NS 2( 0.8)
Etc. 42(17.1)
Marital Married 90(36.7)
status Single 155(63.3)
At any time 102(41.6)
Once/month 25(10.2)
Frequency of 4 times/year 64(26.1)
purchasing -
underwear Twice/year 40(16.3)
Once/year 11( 4.5)
Etc. 3(1.2)
1~ .
Frequency of 2 124306)
home shopping | 3~4 46(18.8)
purchasing 5~8 37(15.1)
/
et More than 9 38(15.5)
Less than ¥200 133(54.3)
Amount of W200~500 63(25.7)
home shopping | W500~1,000 26(10.6)
purchasing 1,000~ 1,500 15( 6.1)
[year(000) 1,500 ~2,000 4 1.6)
Over ¥2,000 4 1.6)
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2. Underwear purchase behaviors as determined 2 FQ £ JLujA 9 o] WAEAS £
by marital status and age AT E A= (Table 2)9F Zom EAAOR &
TV £4% &% Fijdss dotir] do 4% ojgt Aol 7b vrebyttt.
ol fof Aol wE dutAl £ FuEAL + AE olflo] ;g &9 o FHAHE HuE
o &, e o, Stejehe & FEj ok ool At H 7] W (32.2%) T F42TP(32.2%)0 A F
o5 dofE it 2 st glar, delvtE, e i, Al
&, YA 7L I HE o]l HlE oA
1) Purchasing places for underwear > E%E 2] A (25.8%) 0 A 71 Wol] &£ £
A 24 A 29 8 A= S mfstla, I otheE WEky, 49, IelntE, ¢
Bol 7HE wRAG47%), WFH(25.7%), HHE B, HEHAW woz Fusgich. dgo e &
2 H0212%) «o2 YENT 2E offet dF %9 F8 FHE AuEE 200 EHE i

{Table 2> Underwear purchase behavior differences as determined by marital status & age (N=245)
Marital status & age Married Single 20s 30s Over 40s
(N=90) (N=155) (N=129) (N=75) (N=41)
Underwear purchase behavior Frequencyl % [Frequency] % [Frequency % |Frequency, % [Frequency| %
Department store 29 |322| 34 [219| 25 |194| 31 |413 7 17.1
Traditional market, etc| 4 44 7 45 5 39 3 4.0 3 73
Home shopping 29 322 31 |200] 22 |171| 23 |307| 15 |366
Place of 1"y ount store 12 133 22 |142] 20 |155| 7 93| 7 |171
purchase
Brand store 12 |133| 40 |258| 36 |279| 9 120 7 17.1
Internet 4 44| 21 |135] 21 |163 2 2.7 2 49
2 =14646%  df=5 2354260 df=10
. Less than W40 36 |400| 79 |510| 71 [550| 27 |360| 17 |4l5
Spending on|
underwear | ¥¥40~80 30 |333| 46 [297| 38 |295| 25 [333] 13 |3l7
/month Over W80 24 |267| 30 [194| 20 |155| 23 [307] 11 |268
(1000%7) 2 : 2 N :
2’=3.086  d=2 22=9.673 dF=4
Full cup 35 389 17 |1L0| 16 |124| 17 |227| 19 |463
Purchase | 3/4 cup 40 | 444| 87 |561| 75 |581| 39 |[520] 13 |3L7
bra cup 1/2 cup 6 67| 27 |174| 21 |163 9 120 3 73
shape Sports 9 100 24 |155| 17 [132| 10 |133 6 14.6
2 =08.573 %k gf=3 220326200 df=6
Brief 4 | 51.1| 118 |761| 103 |798| 42 |560| 19 |463
Purchase | Maxi 12 |133 1 0.6 2 1.6 0 0.0 11 |268
brief shape | Hem, draws 32 |356| 36 |232| 24 |186| 33 |440| 11 |268
270571804 gf=D 27=61388%*  qf=4
Separate 30 (333 33 |213| 26 [202| 19 |253| 18 |439
h
Pur‘]‘jrtc BT Set 60 |667] 122 |787] 103 |798] 56 |747] 23 |s61
2%=4323%  dr=l 279.913%  gr=4

#p<0.05, **p<0.01, ***5p<0.001.
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2) Amount of expenditure for underwear

A 24 AR AR S Pl A
H gt 4kl wigho] 46.9% % 7P w3, 4~
$UHA(31.0%), 8THY 0] 4K(22.0%) 9] Frfo] 1 ¥
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S AR ArE Al (Table 2)9F 2o
H, A EPEW EAR R S5 Anrt
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3) Design and units of frequently purchased
underwear
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3. Purchasing behaviors of underwear through
TV home shopping

1) Motives of purchasing underwear through
TV home shopping
TV 46308 428 ool §71& (Table
DI} 2ol 22, v 5 o] We)(53.5%)7} 7t
4 9T, tAkelo] chebal shelelth3. %)
Ae) ol Aol otk Eak 7] Folx
S E(14.3%) 5% TV

=

27t 4% 59 74
Fujete 5712 2AE Y

1o ofl ot

A

34

THYOR £33

NepelAo Rt heo] B4 oW wEel Ay
§3, ozt Hgo] Ash, A2 Eo| o}
2o SolA ol Ydiek T TV 5432 F
o GULELY O]BS B 428 4 5 UTH29%)
Loge 2o FE/E Bg8A ot ok

{Table 3> Motives of purchasing underwear through TV home shopping

2 d4s,

2) Self-estimated underwear sizes

AH| 2 7L A 219 A48 He|Lep B
Aol o] A5 Gobit Ail= (Table 4)9F o],
Hejzjof 247k 800]aL, Helx A4 90& Y=
2H|2H28.6%) 50 7MY wWekeH, Bz A4
750w, HEX 24 90(26.5%)Q A7 1 HE
ol Altt.

A TV FagolA dafEa gle dyk o4
S22 i B Ao 2]4x(75, 80, 85)9F Hejx
2142(90, 95, 100)7} Z+Z 37FHA| 2 L EE W Bz
ol A4E 7lEor Bz X7t FoAA AE
OB BufEE 497t gkl HejAo] 24
B X <2 75(A, B, C)x90, 80(A, B, C)x95, 85(A,
B, C)x100). (Table 4>l 7xE HEL A7 TV
Tagolq BojH L At 529 Aat] 4o

N(%), (N=245)

Marital status & ageivI = Queilclty’ C(Ej:;i‘iie Design Ceflai]:ll;:lty b:;cgts Total
Marital Married(N=90) 2(14.3) 51(38.9) 20(34.5) 4(57.1) 13(37.1) 90(100.0)
status Single(N=155) 12(85.7) 80(61.1) 38(65.5) 3(42.9) 22(62.9) 155(100.0)
20s(N=129) 12( 9.3) 66(51.2) 31(24.0) 3(2.3) 17(13.2) 129(100.0)
Age 30s(N=75) 2(27) 42(56.0) 17(22.7) 1( 1.3) 13(17.3) 75(100.0)
Over 40s(N=41) 0( 0.0 23(56.1) 10(24.4) 3(7.3) 5(12.2) 41(100.0)
27=10.705 dr=8
{Table 4> Respondents' self-estimated underwear sizes N(%), (N=245)
Bra size 70(A,B) 75(A,B,C) 80(A,B,C) 85(A,B,C) 90(A,B,C) Total
Brief size \ |Frequency| % |Frequency| % |Frequency| % |Frequency| % |Frequency| % |Frequency| %
85 5 2.0 28 114 3 1.2 1 04 0 0.00 37 15.1
90 3 1.2 65 26.5 70 28.6 13 53 2 0.8 153 624
95 0 0.0 6 24 32 13.0 13 53 0 0.0 51 20.8
100 0 0.0 1 04 1 04 1 0.4 1 04 4 1.6
Total 8 32 102 40.8 106 433 28 114 3 1.2 245 100.0
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3) Satisfaction with size combination suitability
of underwear purchased on TV home shopping

AFUEES SH Likert S 53] Lopr
A, WS BEUHES 1Hor F57 5275 A
FUHELTF Eos Yulstes AoR, A4 Y &
HIAFO] SE = 2,900 1, 20t = 2.94, 30th
£ 2.88, 40Tf ool A= 2769 BAULZEE H
pil=g

2 AEe TG A4 =
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UATHIL ST E7E, FT AR & HH =M=
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Ageb gk A 2 He|Z Fof A LuATE AH
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4. Purchase criteria for underwear on TV home
shopping

AT o]Hol dFof| 2 £L0 ALVEREE 1) Factor analysis on purchase criteria for
AAEAS A= (Table 5)0 UERY vl9} o) underwear on TV home shopping
o Eolu, dgo] FE4E VjEoln Aol & &2 A Tl 7)o gt sHEAUS o
Ae-Hoh Aol B A wEEsh E3A ezl sl 15l Waf feledS AARE 2
EUET anA7t o g2 Ao 2 UEyth Park b= (Table 603} Fom, 47§9] a¢lo] F&E4]
(1988) A& &% Fuf Al A8 7M. o 29 12 249 w9 Z54, 745, 44
TR A stgledH, A TV S48 = g9 #1459 wFE= FAHA A
A BE s £ A5 LT A AFIA 9 Hok ez, a9l 2 = A 2 F714,
gk, Az AR whek 2a=7F 2ol 7F AAY, Aol Al g Hed & F43% B9 e@deR SR
A3 A% ByAolst HelLsk A FHoR  wwsdth a9l 32 AT By, dRel, Aol 2
Ao Qo Mol Fag cuABRReR o BAW Ygoz Artd Y A2 Bt
AR 97 o], ApAAY FAB oY & 3, 29 4k HAS ARG QAo It £F
2 HE FUA 2u2e) HEle 2 YY Wast o ‘BT goloR Fusgn.
{Table 5> Size satisfaction with underwear on TV home shopping determined by marital status & age

Marital status & age Married(N=90) | Single(N=155) 20s(N=129) 30s(N=75) Over 40s(N=41)
Size combination Frequency| % |Frequency| % |Frequency| % |Frequency| % |Frequency| %
Very dissatisfied 2 22 3 1.9 2 1.6 1 1.3 2 49
Dissatisfied 28 31.1 30 194 23 17.8 21 28.0 14 34.1
Moderate 46 S51.1 98 63.2 85 65.9 40 533 19 46.3
Satisfied 12 13.3 23 14.8 19 14.7 12 16.0 4 9.8
Very satisfied 2 22 1 0.6 0 0.0 1 1.3 49

27=6.016 df=4 2 7=15.692% dr=8

#p<0.05.
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{Table 6> Factor analysis of purchase criteria for underwear on TV home shopping

35

Variables Factor loading Eigen value % of total variance Reliability
Factor 1: Activity & Comfort
Ease at action 0.831
Make up for physical defect 0.748
Skin irritation 0.746 2778 19.844 0802
Ease at wearing 0.715
Factor 2: Quality
Sewing state 0.777
Ease of washing 0.740
Hygroscopicity & permeability 0.737 2.634 38.600 0.800
Price 0.645
Material/ composition of fabric 0.488
Factor 3:Style & Size
Color & pattern 0.916
Design 0.912 2.485 56.410 0.834
Size 0.636
Factor 4: Brand
Brandwidth 0.815
Place of origin 0773 1414 66.512 0.521
2) Purchase criteria for underwear on TV home EAHEAS AAJste] ot A= (Table 7)3} 7+
shopping as determined by marital status and ot HF AT} 2842 JLujA] A oE o F
age 23 BZsHe 71202 AE oo wetd §
49 Poj7|ze] e RAAANE olgate]  AHOR FT Ho|Z WO RS AT I 4
2008 FRFYSE Yoluy, 0Q1Y BRHSE o o|Aqth nlEo| JlERT Avtd W Ao]2E F
&oto] A oo WE & Fujr|Ee Bt A 25 AAste Aor yeyth Ao wE A
ojef A 7+ £ 7|z tigt AolE 42 oS AuiEd, e 9 gy FH2 A o

{Table 7> Differences in purchase criteria for underwear on home shopping as determined by marital status and age

Factor Activity & comfort Quality Style & size Brand
Age Mean S.D. Mean S.D. Mean S.D. Mean S.D.
Married(N=90) 3.978 0.617 3.887 0.609 3.874 0.601 3.378 0.724
Single(N=155) 3.942 0.573 3.955 0.543 4.095 0.674 3.265 0.788
Mean 3.960 0.595 3.921 0.576 3.985 0.638 3.322 0.756

t 0.211 0.819 6.593%* 1.247
20s(N=129) 3.940 0.598 3.905 0.534 4.054 0.688 3.217B 0.770
30s (N=75) 3.990 0.512 3.952 0.537 4.062 0.569 3.293B 0.740
Over 40s(N=41) 3.939 0.691 3.966 0.721 3.797 0.670 3.610A 0.738
Mean 3.956 0.600 3.941 0.597 3.971 0.642 3.373 0.749

F 0.189 0.257 2.736 4.215%

#p<0.05, **p<0.01.

*A, B: Groups with significant differences according to Duncan's test were noted with different letters.
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5. Satisfaction with underwear purchased on
TV home shopping

1) Factor analysis on satisfaction with underwear
purchased on TV fome shopping
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2) Satisfaction with underwear purchased on
TV home shopping as determined by marital
status and age

A4S0 ELBOR FHI S0 UEE £ T F BEEo] 3 LARHARE of
{Table 8> Factor analysis on satisfaction with underwear purchased on TV home shopping
M 0,
Variables Factor 1 Eigen | % of total | p vility
loading value variance
Factor 1: Quality
Easy to fade or change color after washing 0.807
Removable shoulder straps easily fall out from brassiere 0.716
Easy to get out of decorative motifs(lace, ribbon, etc) after washing 0.698
Easy to run shoulder straps down 0.621 3453 17.263 0.829
Easy to break or wear out of the span of the bra wing 0.587
Dyed color badly take off while washing 0.535
Elastic cord tighten around legs and waist 0.493
Uncomfortable bra wire 0.472
Factor 2: Diversity
Lack of color 0.810
Not sexy design 0.764 2.532 29.923 0.770
Lack of design 0.701
Unpolished design 0.665
Factor 3: Skin Irritation
Unpleasant to the skin 0.807
Lace materials cause skin allergy 0.778 2406 41950 0763
Itchy skin due to press or rub strongly to the skin 0.684
Factor 4: Match with outer garment
Lace or embroidery motifs affect silhouette of outer garment 0.814 1.744 50.671 0.628
Underwear pattern and color appear over outer garment 0.730
Factor 5: Size
Difference of size depending on brand 0.715
1. .921 X
Lack of brief size 0.608 650 589 0609
Size differ even if same company & same size depending on design 0.561
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{Table 9> Differences in satisfaction with underwear purchased on TV home shopping as determined by marital status

and age
Factor p T e Match with .

Quality Diversity Skin irritation outer garment Size
Age Mean | SD. | Mean | SD. | Mean | SD. | Mean | SD. | Mean | SD.
MarriedN=90) | 2.811 0.664 3.306 0.656 3.100 0.714 2.528 0.812 2.626 0.661
Single(N=155) 2.958 0.603 3.215 0.719 3.239 0.712 2.797 0.823 2.811 0.635
Mean 2.885 0.634 3.261 0.688 3.170 0.713 2.663 0.818 2.719 0.648

! 3.141* 0.973 2.154 6.141* 4.686*
20s(N=129) 2.19479 0.607 3.244 0.707 3.253 0.693 2'i45 0.795 2.773 0.666
30s(N=75) 2'2‘98 0.557 3.247 0.692 3.164 0.740 2';20 0.887 2.787 0.599

2. 2.561

Over 40s(N=41) 6BSO 0.765 3.262 0.687 3.024 0.724 ]536 0.743 2.570 0.667
Mean 2.852 0.643 3.240 0.695 3.147 0.719 2.642 0.807 2.710 0.644

F 3.596* 0.01 1.66 4.452% 1.787

*p<0.05, **p<0.01, ***p<0.00
*A, B: Groups with significant differences according to Duncan's test were noted with different letters
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