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Abstract

Nowadays, sports and outdoor market has been popular and expanding since the implementation of the five-day
workweek and change of lifestyle. Outdoor clothing considered exclusive property of the middle-aged individuals in
the past. Recently there is a drift towards having outdoor looking at the age of 10-20. The purpose of this study
was to analyze the features of purchasing behaviors and demographics by each groups targeting middle school and
high school students. The study was conducted with questionnaires towards people who live in the city of Busan and
who have experiences of buying outdoor clothing. Data analysis was conducted via SPSS 18.0 with factor analysis,
cluster analysis, ANOVA, cross tabulation, frequency analysis and Duncan's multiple range test. The results showed
that there were five factors sought for outdoor wear benefits: Individuality/Fashion, Brand, Attractive appearance,
Economic value, Comfort/Functional. Cluster analysis showed that there were four groups of outdoor wear benefits
sought. Overall, the four groups were different in regard to purchasing behaviors and demographics. Based upon the
results mentioned above, this study summarizes the key features of each group and can provide applicable suggestion
for conducting strategic marketing activities.
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(Table 1) Factor analysis for outdoor wear benefits sought

. cumulative
Factor Eigen . Alpha
Factor labels and statement . variance .
loading -value coefficient
(%)
Factor 1 : Individuality / Fashion
1 oﬁeg look for the informations about clothes 1 want to wear on fashion 754
magazines.
I usually choose clothes that can attract people's attention. 719
I try to buy different products from others. 719
I tend to select clothes that can show my individuality. 713
6.727 29.250 .865
My clothes is a kind of meanings to increase my self-esteem. .655
I think ego is expressed by the clothes I'm wearing and various products 650
1 own.
I try to buy brand-new fashionable clothes or accessories earlier than 588
others.
Factor 2 : Brand
As products shows my dignity I select brands carefully. 779
1 buy one of famous brand clothes rather than many clothes like thirty 77
cents.
1 always buy clothes in the well-known outdoor wear shop. .688 2.867 41.717 764
For me, a brand is the most important thing in purchasing outdoor wear. .665
It is important for me to wear fashionable outdoor wear. 576
Factor 3 : Attractive appearance
For me, it is most important to consider brand when I select clothes. 821
[ prefer to b.uy. cl.othes.that can highlight the advantages of my body 760
shape, even if it is a little uncomfortable. 2.152 51.075 780
I dress an outdoor wear that makes me more attractive to the opposite 559
Sex.
1 buy clothes that make me attractive. 544
Factor 4 : Economic value
I buy clothes mainly by cut prices. 794
I wander around several stores to get clothes by reasonable price. 782
L. . . . 1.242 56.476 733
For me, it is the most important to consider the reasonable price. .689
I look at clothes carefully in order to buy resonable and good qualily 616
clothes.
Factor 5 : Comfort / Functional
I think that wearability is the most important characteristics in outdoor 309
wear.
The most important thing in purchasing outdoor wear is whether it is 797 1.063 61.099 .688
easy to move or not.
I think fuctional products have good quality than others. .602

A ATE(Cho, 2008; Hwang, 2004; Kwon et al, J 3t HA=SFT, HAFAFT 4o Yehd Aoz B

2012; Lee, 2002; Lee, 2007; Lee, 2012)3} AFSE 23} 2lth

2% ERA 292 PO Selon o <l
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(Table 2) Factor analysis for brand loyalty

Wit

Yang(2003), Yu(2006), Choi(2010) 5] 18] $i7-o]
/\1{_ @}E%)\JE% —Zri ;(]_1.;(4 )\}.J.XJ(JJ./\];G) 0;(4
(QA4) JF3Y 890 BiFdte] B A yrd
o2 YA ot & del ATl 5 - 5oy
& WA YE S IAH JEFYE FUsA et
ok, A% FE 34 »}EW] B9 ol 43

Wl e el 2154 A3
A eht Ao o), TEEAS tPtew
Lim(1997)e] AFoA= A
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=ehiA) oo Ao U,

OFRZO{90f F75i=of| wE H
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= 2 11, 71 Ay= <Table 3> 2t}
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1S 53 =5 &

. cumulative
Factor Eigen i Alpha
Factor labels and statement ) variance ]
loading -value coefficient
(o)
Factor 1 : Devoted brand loyalty
When there isn't my favorite brand in the shop I postpone to buy. 775
I buy my favorite brand although I can not get a discount. 762
4324 48.050 778
I buy my favorite brand although the price goes up. 750
I tend to choose among my favorite brands. .635
Factor 2 : Conspicuous brand loyalty
I am willing to recommend my favorite brands to my friends or 790
colleagues. ’
I prefer clothes in which logo or symbol are engraved on the buttons 743
or outside. '
When my friends and colleagues ask about the brand that I buy 735 1.007 59.240 808
repeatedly, I give them good points of the brand in detail. ’
I gain confidence in my favorite brand of clothes. .601
I like carrying bags or products in which logo or symbol are engraved. .561
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(Table 3) Cluster analysis of clothing benefit sought
Group
Group 1 Group 2 Group 3 Group 4 FVal
-Value
(n=70) (n=69) (n=75) (n=81)
Clothing benefit sou;
Individuality/ .001 -821 029 .670 38 166+
Fashion B C B A '
935 -431 463 -.869
Brand 103.230***
A C B D
. -.125 =717 .597 .166
Attractive appearance 27.906***
C D A B
. .669 -340 -.824 A74
Economic value 56.845%**
A B C A
Comfort/ 213 -.619 .186 .170 12.944%4%
Functional A B A A '
Brand Attractive Individuality/
ran
Name of Group ented Indifferent group appearance Fashion
-oriented grou
group -oriented group -oriented group

A, B, C, D means result of Duncan Test
*** p<.001
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(Table 4) Clothing Benefit Sought Group Differences in Source

Attractive Individuality/
Group Brand . .
. Indifferent group appearance Fashion
-oriented group . . F-Value
Source -oriented group -oriented group
M | sp M | sb M | sb M | sD
2.14
Fashion show 2.24 (1.160) 1.52 (0.698) 2.06 (0.859) (1236) 7 049
A B A
A
. 3.06
Newspaper and magazine 2.90 (1.105) 1.84 (0.949) 2.62 (1.112) (1399) 15,568+
article regarding fashion AB C B ’ A ’
3.34 (1.127) 2.30 (1.102) 3.01 (1.096) 298
Television advertisement ’ ’ ' ' ' ’ (1.409) 9.203%*x*
A B A A
2.10 (0.870) 1.63 (0.803) 1.97 (0.804) 182
Radio advertisement ’ ’ ' ’ ’ ’ (0.771) 4.205%*
A B A
AB
2.40 (0.954) 1.78 (0.921) 2.06 (0.905) 209
Newspaper advertisement ’ ’ ’ ’ ’ . (1.135) 4.534%*
A B AB
AB
2.81 (1.207) 1.98 (1.064) 2.61 (1.195) 293
Magazine advertisement ’ ’ ' ’ ' ’ (1.535) 7.921%%*
A B A A
2.70 (1.159) 1.79 (0.900) 2.46 (1.177) 219
Postal advertisement ’ ' ' ’ ) . (1.229) 8.244%*
A C AB B
3.38 (1.207) 2.30 (1.275) 3.21 (1.130) 351
Internet advertisement ’ ’ ’ ’ ’ ’ (1.342) 13.872%%*
A B A
A
2.87
SNS 2.84 (1.281) 1.89 (1.016) 3.02 (1.218) (1381) 12,2075+
advertisement A B A ’ A ’
Advice of salesperson 3.55 (0.911) 3.36 (6.771) 3.04 (1.019) (13'31;6) 0.329
3.54 (1.045) 2.31 (1.169) 3.21 (1.056) 337
Display ’ ' ’ ’ ’ ’ (1.269) 15.968%***
A B A
A
3.17 (0.977) 2.26 (1.133) 3.01 (1.071) 308
Catalog ’ ’ ’ ’ ’ ’ (1.142) 10.507***
A B A
A
. . . 3.86
Advice of family, friend 4.11 (0.843) 3.21 (1.135) 3.88 (0.837)
. (1.211) 9.813%**
and acquaintance A B A A
Observation of other 3.65 (1.005) 2.47 (1.301) 3.42 (0.988) 369
\ . ’ ' ) ’ ’ ’ (1.393) 16.180%**
person's fashion A B A A
. 3.86
Experience of past 3.82 (0.977) 2.82 (1.338) 3.62 (0.983)
(1.180) 13.083%**
purchase A B A A

A, B, C means result of Duncan test

% p< 01, *** p<.001
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AT-E ARG SFARE Yu(2006)9] 717 -3
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QIth= Aol Hwang(2008)9] <d7ollx] o5
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2 7o) et Qe e
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4. OFREOIR0] ETRE MlEEEH oS
=y

oholglo] Zpaldl Alwgerol wet SlTEAsHY
Exo] Aol QA Slolur] Sls) mAMA(Cross
Tabulation)& AA15}1aL, I A= <Table 6>3} 7t}
o] wWE Ajol2 HY, T Hwe dehol Wk
M - f AR oletael
Hlgo] 0 Jepsieh ol ojshale] datgel e &
< AeE v tixjele wol wefsha, fad wilo] B
o, FYHEE HadtE A(Jung, 2003)27)<} A
R FRE A HEe Hlgol =1, /3
A Fe] B9 ode] nlge] EAET X =
= AiKLee, 2012)9F AA|gHt. aFAIRE FotAd o] 75
A fde] grls A= Park(2001)9] o ddA] F
THET FAFTHES G vlgo] =4 vEht
I, T He A RS FE, AR
FTAEE oAt HlEo] Erhe AT AdRE H=2
o). shrgol Wb nEshael A9 N - fa
Heko] Bk, FoHel AS 7l Hge] ulgo] &
A Vebte. ol = A3} Aol 4
H3 Aaeke] e EHekIA SHe 8771 AA A3}
W - FTAEY Hlgo] AXE AR Helth
Park(2001)9] ATollxe AAREFFY FT7EEH 133
FTHEE Fo] 2 &S Bl AR
TR ol gy FrYES AT NAA F2 H]
&5 BoeEd ol # 79 WES AR AAg
th. A dofl wehA= fEdE FTHE QA &

o - =

o 255

(Table 5) Clothing benefit sought group differences in brand loyalty

Group . Attractive Individuality/
Brand Indifferent )
. appearance Fashion
-oriented group group . .
-oriented group | -oriented group F-Value
M SD M SD M SD M SD
Brand loyalty
2.87(0.715) 1.95(0.751) 3.05(0.634) 2.32(0.815)
Devoted brand loyalty 34.360%**
A C A B
Conspicuous brand 3.36(0.692) 2.13(0.765) 3.18(0.686) 3.02(0.788)
38.399%**
loyalty A C AB B
A, B, C means result of Duncan test

% p< 001
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(Table 6) Clothing benefit sought group differences in demographics
Group . R
Brand Attractive Individuality/
. Indifferent appearance Fashion 2
-oriented : ; Total X
group -oriented -oriented
O
Demographics group group group
Male 27°(18.5)° 47°(32.2)° 36%(24.6)° 36%(24.6)° 146
student 34.6° 34.1° 37.1° 40.1° (100)
Female 43(28.8) 22(14.8) 39(26.2) 45(30.2) 149
Gender 13.806**
student 354 349 37.9 40.9 (100)
295
Total 70(23.7 69(23.4 75(25.4 81(27.5
0 (23.7) (23.4) (25.4) (27.5) (100.0)
Middle
34(25.9) 45(34.4) 36(27.5) 16(12.2) 131
school
31.1 30.6 333 36.0 (100)
student
High
School ol 36(22) 24(14.6) 39(23.8) 65(39.6) 164 32.93 1%
Senoo 389 38.4 417 450 (100)
student
Total 70(23.7) 69(23.4) 75(25.4) 81(27.5) 295
otaj o d g o
(100.0)
Academic
i 33(28.4) 11(9.5) 23(20) 49(42.2) 116
1
g 255 17.0 27.6 46.0 (100)
school
School Vocational
. 3(6.3) 13(27.1) 16(33.3) 16(33.3) 48 18.092%***
type high
10.5 7.0 11.4 19.0 (100)
school
Total 36(22.0) 24(14.6) 39(23.8) 65(39.6) o4
O 5 b 0 b
(100.0)

** p<01, *** p<.001

2 . b .
".observed frequencies, :percentage, “:expected frequencies
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