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Attitudes on the Casual Wear and Characteristics of
Actual Purchasing of Male Consumer

Suh Youngjee - Lee Seunghee®
Dept. of Clothing & Textiles, Sookmyung Women’s University

Abstract

As men have started to show more desire to express themselves through clothing and
accessories also they learn by themselves and take diverse experiences about fashion. At
the same time, men’s fashion—-consciousness is growing together. The role of male
consumers’ is becoming significant in the fashion market, and there has been more
research on their clothes and fashion is increasing, however research on the male casual
clothing for their 30~49 years old group is still insufficient. This study aims to examine
the casual brands for men in their 30~40s and their characteristics among other men’s
brands recently appearing in Korea. The results of the study found: first, regarding the
guestionnaire  to give men’s casual brand names, 30s males’ answers showed clearer
recognition about the casual brand than those of 40s males. secondly, the factors
affecting attitude of male consumers’ towards casual brands are designed ‘aesthetics’,
‘surroundings and ‘price’, and the men in their 40s put more important than men in their
30s on ‘aesthetics' and ‘surroundings’. third, when men were actually buying casual brand,
they then took five characteristic factors into account namely: ‘the external environment,
‘functionality design ‘aesthetics’, ‘symbolic’ and ‘price’. Men in their 30s did not show
much difference in actual purchase characteristics in regards for the brand
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factors but men in their 40s showed interest when asked about ‘buying product with
noticeable brand logo or trademark item among ‘symbolic’ factors than men in their 30s

(p< .01 of significant difference).

Key words : attitude(Ei%), casual wear(BH=Z °2|&), characteristics of actual purchasing
(AR ROHEH), 30~40s male consumers(30~40CH =4 AHIXH)
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O|20f CHE =2 7200 SHOf 28 AR

1. QIS &N EH Table 10IM & == U= AXME, BY 2E= A
S0l 71%2 IJtE HUD, NFY 12%, HZH
= 79 Aol g AHIXF 30~49A1, 2349 °/° THOH- MHIA R, Ze|jiA 3%, 22X 2% = 0]
Ol CHOtOd o1 SHEE E4S A 2UE ¢ £5| 300H(30~34Al, 35~39AIMIA AHRZ!
02Dl SUh AAISH PITEA HIHE Table 12+ 2 OIEPE 20l 221 85%, 70%=2 JiE He HIss
CH XHXIGHACH 4000 AHECZ AIRAN Oist
S20 Ost S0l S8 AZUUA 30~3440F =01 Zaohd USHL JEX0 OEt G0I ==
28%2 & HUSM, 35~39M1IF 26%= 30CHIt 19~21%, 10~11%22 LIEIGCH & ASE 200
54%, 11 1292 40~44H1 24%, 45~49H| 22% ~4008t& 0]8+ 43%, 400~6008H2 0|2t 28%,
Z 40CHOt 46% = LIEFSECE. 600~8000H2 0|8t  12%, 2002+  D0|2H9%,
Table 1. Demographics of respondents n=234
Age 30~34 35~39 40~44 45~49
University or o o 9 9
Graduate student 0% 1 2% 0% 0%
Office Worker 55 85% 43 70% 34 61% 34 65%
Self-employed 3 5% 2 3% 12 21% 10 19%
Occupation | /oressional 2 | 3% | 5 | 8% | 6 | 1% | 5 | 10%
Sales or Service o o o o
worker 4 6% 5 8% 1 2% 1 2%
Unemployed 0% 3 5% 2 4% 0%
Freelancer 1 2% 2 3% 1 2% 2 4%
Under 2 9 14% 8 13% 3 5% 2 4%
between 2~4 43 66% 30 49% 15 27% 13 25%
Salary per
month between 4~6 10 15% 16 26% 20 36% 19 37%
(Unit: Million between 6~8 2 3% 5 8% 8 14% 12 23%
Won) between 8~10 0% 1 2% 7 13% 6 12%
More than 10 1 2% 1 2% 3 5% 0%
petween 40 | 62% | 40 | e6% | 35 | 63% | 34 | 5%
Spending oot
money for etween % % % %
fashion 300~500 21 32% 11 18% 11 20% 11 21%
items between o o 0 )
Ui 500~ 700 4 6% 6 10% 8 14% 2 4%
nit:
Thousand between, 0% 4 7% 1 2% 4 8%
Won)
More than 900 0% 0% 1 2% 1 2%
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800~1,0008t4 6% = OILCt 30CHOIM= 200~
4002+ 0I8F, 400H0IM= 400~6002H2 OIEtOlct
= B0l Ot HACHL W&o et 8 NE =52
10~308+& 0OIBt 64%, 30~502H& OIS0l 23%,
50~702H2 DOIBH0l 9% =22 LIEtRCH & HAH
25 RAE =F2Z2 10~302&0I2t= E0l 60%
olgez Iy w2 Hlgs AotdeH, 1 Us
O=F 30~508H& O 2 LEFSCH 40~44MI01A
50~708H& 14%2  LIEHSCY.

-

gd AHIAOF =Y Eitctd d2tol
OIS0l CHEr EEi=2 234%E |
204, 155€01 1012 g2 &
OB & 1550H0 CHotO! 202 RUCH

M < In

J

20| L2 2YERE E2, §lKIA(Hazzys),
EIAXIEI(TNGT), OIAEIZ(STCO), &El(Hangten), Xt
ct, MAOIE = OIRICH
OI2F BHEWAM AH=3IRE €4 HFE SaHs
|

o JHFY BRUC

sS=2
—_—— = TTT

gL 30~34MI=
75.4%, 35~39Ml= 85.2%Z LIEHL} W= EHE
Of CHEr QIAl0l EeEtet BEOIRASLE, 40U0IME &
Hez RHRGHH LEH2H, '2EL'E EX 45
~49AMI0IA 11.5%=2 It &0l S
0M= 300H= JHe! =ctel A-E, 40U= EF
g 0152 Hdst

g4 =g 2

TE2Z ME2t otof
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e
in
1
30
)
[w]

1
0x N o0

Table 2. Frequency response about the classification of casual brands by age n=234
Age 30~34 35~39 40~44 45~49
Numb Numb Numb Numb

Category er % or % or % or %
Traditional 18 27.69% 17 27.87% 18 32.14% 11 21.15%
Character 14 21.54% 9 14.75% 6 10.71% 6 11.54%
Towm 2 3.08% 4 6.56% 4 7.14% 5 9.62%
Unisex - 0% 3 4.92% 1 1.79% 2 3.85%

Casual

Jean 6 9.23% 3 4.92% - 0% 3 5.77%

Stylish - 0% 2 3.28% - 0% - 0%
Basic 6 9.23% 10 16.39% 3 5.36% 4 7.69%
S.P.A 3 4.62% 4 6.56% 5 8.93% 1 1.92%
Non o o 0 9
casual Formal, Etc 16 24.62% 9 14.75% 19 33.93% 20 38.46%
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Table 20IM & = Us AHE, U4 =g B 3. &4 I B0 CHS EHES AA
ez BREE EdUME, HEH, B2 =2 200 EM F=HE 24
BelEE Yot Y& = 30~34Mle 52.3%, 35~39
M= 49.2%, 40~44K= 50%, 45~49NI= 42.3% 3.1, =Y SACH O3t BIE Q0!
£ LIEMSCH S8t 30CHHIM= & =0 HIolX
HFg SS e BUEE JAUM Cst BdHES AR CHAIE0| M W= BT s Bl
g0 & = UL =Y 2oz A2-HeE B Of 25+ 171K 201 Cish Q0 ==S AlA|H Z
SJb Ofel LHE 20l Hots 2#E=8 EotiU "2 3 Qoie Table 30 LIER 240t 2201 & Al JHX
gt =9 Bl&= 40~44Ml 33.9%, 45~49A 2 22 ZACM, 2t QoI HEIK &=l QoI
38.5%2 300 ECH AROZ =H LIEFCH EHME QS 4ot 222 SH0 Mt
Table 3. Principal component analysis of the attitude regarding casual brands
) Component Eigen | Varianc | Cumulat
Factors Questions ive
1 2 3 Value e variance
Good fit 0.768 0.213 0.082
Good design 0.735 0.177 0.119
Coordination well with
clothes which | already 0.734 0.13 -0.163
have
Suitable for casual
gatherings 0.732 0.139 0.134
Good fabric 0.658 0.275 0.209
Factor1
‘Aesthetics Brand concept is clear 0.648 0.289 0.247 4.938 29.048 29.048
Various Styles 0.637 0.227 0.083
Suitable for leisure _
activities 0.622 0.252 0.075
Good fitting or silhouette 0.549 0.381 0.098
Different ages can wear 0.505 0.244 | -0.218
A famous brands 0.492 0.359 0.425
Store staff is friendly and a
) ) . 0.206 0.806 0.041
lot of information provided
i Store interiors that "l like" 0.346 0.7 0.111
Factor 2:
S di Imported or licensed 2,562 15.07 44.118
urroundings
g brands 0.243 0.591 0.369
Is suitable for formal
situations, such as in the 0.257 0.497 | -0.174
workplace
Factor 3: Cheap price 0.049 0.162 0.823
) 1.949 11.465 55.582
Price Expensive price 0.012 0.252 0.819
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2011, Q01 2, Q021 322 HHDIRULC LIEtE 240t 201 & OH JHKZ 22 DU,
RO 1R U2 1.94 0laC=z LIEILCeH, ™ 2 QOINl CH3IKW &=29 R0 2ANAME Re2
M 01 852 55.58%=Z LIEHSCE 4ot =52 S40 2t 22 1, Q0 2,
2 Q019 g5 UE2 4HEY, R 12 &5 0l 3, Q01 4, Q02 b HHGIACH
A, CIROL & AR ATH, BdE 2HE SO 26t RO 12 & A&, 2H2H, EF e s
280z Mg ez YU, R0 2= E 25t 2802 QEEA'OZ HWHGIY D, R0l 2=
N, OlH2I, BHE JAAX SO 28t BELZ =Z2, SN, Ot & S0 2 2=z
QEHA O HHBUSMH, RO 32 IHAN 2§ Jlsd'oz2 HEHIUD, K02 32 HEAd, HsE
2802 FHAE' o2 HHGIGL SOl 28t s=20=2 ‘Ao YHo|D, K0!
4= AME LE EXH BYC A5 SO U g=2
3.2, =g BHE AH F0 4 20 2 ‘MAM o2 HHGIRCM, 0 5= A &ol
o 28t 8202 ‘HHNAE' 22 HHGIHLH
H AXS0 24 =Y EMENM ASS Q019 1 S 1.814 0lA2=z LIEtLCH, ™
AME F0E M 1Hdt= sS4 191K =0 M 2ol 82 64.07%2 LIEHGC
of RO =AES AAlst 21 RCI2 Table 40
Table 4. Principal component analysis of the considered characteristics when the purchasing
Component . .
. Eigen g Cumulative
Factors Questions i 5 3 4 5 VA Variance riEnes
Purchase in a department
store because the staff is 0.856 |-0.074]-0.009 | 0.181 |-0.027
friendly
Prefer department stores,
Factor 1 because of possibility for the | 0.849 [-0.041| -0.01 | 0.219 | -0.024
actor 1: one-stop shopping
Surroundings — — 2.831 14.9 14.9
When | visit a store, it is
important the brand or store | 0.723 |-0.018| 0.285 | 0.217 | 0.119
interiors
| trust a brand or store with
keeps it prices fixed 0.566 | 0.198 | 0.257 | 0.107 | 0.16
Purchase products which | _
make me easier to move 0.013| 0.844 | 0.018 | 0.048 | 0.132
Should prefer the products
that can be worn comfortably | 0.118 | 0.802 | 0.009 | 0.044 | 0.188
in a variety of applications
Factor 2: | T0 buy clothing to fit my body| o 107 | 0706 | 0.428 |-0.043|-0.133
Functionality type 2.785 | 14.658 | 29.559
Should not change the color | _ . .
of shape of the product 0.006 | 0.555 | 0.491 |—0.144|-0.205
Although more expensive
price, buy the product that | | 0.328 | 0.403 | 0.311 | 0.36 |-0.073
can wear long time
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Table 4. Continued

g4 AHIXS = oKl CHet Bi=2F 708 S40il 2tet A7

ao

Component . .
Factors Questions i 5 3 4 5 \E/l‘glejg Variance O\./Jarnjalnage
Want to be shown stylishly or
fashionably to others 0.216 | 0.113 | 0.784 | 0.204 | 0.059
Paying attention to the overall
coordination of fashion 0.29 | 0.092 | 0.774 | 0.152 |-0.064
Factor3 - apparel, accessories, etc.
actors - 271 | 14.263 | 43.822
Aesthetics )
Look around various stores
and compare different 0.063 | 0.035 | 0.532 | 0.141 | 0.523
products and price
Color is important when | _q 156 | 0383 | 0.475 | 0.203 | 0.203
purchase clothes ’ ' ' ’ ’
Purchase a product that _
shows a visible brand logo 0.236 | 0.055 |-0.032| 0.808 | 0.133
Factor 4: )
Symbolic Preferapagtgg%lar brand or 024 | 0107 | 0.229 | 0675 | -0.195 2.035 | 10.712 | 54.534
Fashionable or trendy design _
is mainly purchased 0.3 0.117| 0.294 | 0.64 | 0.143
Tend to buy number of B .
affordable clothes 0.155 0.13 |-0.075| 0.014 | 0.758
Factor 5: | Mainly prefer to buy a lot of | _ .
Price discount brand stores 0.102] 0.381 [-0.022| 0.097 | 0.623 | 1.812 9.536 64.07
Regardless of the brand, buy .
good design product 0.061 | 0.236 | 0.416 |—0.294| 0.539
4, 4 JHFZ 2" OHol  LIEHL=
BRIt &K 00 SA0| st test?t Anova 40002 BRSO TS 29! 2t2] Xi0l= Table 501AM
20l= oiet 201, ‘A0l4’ ) ‘2 0l ool 40
24 =Y S0 et =2t A 0 S CHOF 30CHOl BISH Et0l Cra =H LIEtE 2L
A0l Chet Xt0IDF HFBEZ HEH LIEtL=A 20t 1 #Z0] DI0ISIH &MMELZ 228t XH0IE 20l
2] 2ot ttest?t AnovaE AAIGHICE A SLUCH =, &4 N0l st B0l Cioto
300HeE 400 &AM HEE X0l AA St 2

HEg e

SHEOl CHOHO! LIEHLH= 30CH 2

CHet xtol

= AACH
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Table 5. Results of t-test for the attitude of casual brands: 30s vs. 40s

Factor Age N M SD t P value
30 127 3.64 0.48
: 40 107 3.68 0.44
30 127 3.44 0.55
. Jactor 2 -0.161 0.872
+ Surroundings 40 107 3.45 0.51
F~agﬁ£63 30 127 3.13 0.38 © 35 .
: 40 107 3.06 0.33
*p<.05, *xp<.01, *%%p<.001
Table 6. Results of t-test of characteristics for purchasing: 30s vs. 40s
Factor Age N M SD t P value
30 127 3.0295 0.7738
_ SFaCtor d7 ~0.481 0.631
+ surrounaings 40 107 3.0748 0.6426
. 30 127 3.8803 0.5299
FFaCt."r 2|i -0.396 0.692
unctionality 40 107 3.9065 0.4729
. 30 127 3.6476 0.6004
AFafrt]Of" 1573 0.117
esinetics 40 107 3.5257 0.5786
. 30 127 3.147 0.7123
;adgr |.4' 1,973+ 0.05
ymooiic 40 107 3.3178 0.5906
30 127 3.4882 0.5309
Factor 5: Price 0.701 0.484
40 107 3.4393 0.5332
*p<.05, *xp<.01, *%xp<.001
42, AH 204 SAO IS X0l
) NN Q0 E OE 2EUM X0IE Y=
s¢ obwe =EsH Holol S00KS 400K orgpgri) Table 701 Ligtt 23t 201, aE
AR P0iGH= A0 8 XH0l= Table 60HIA = ‘BAC AMDL 200 B S0ls E oS00
LB Xk 201, 30CH0IA s JHFE 20 omy yai01 s0cHe 2,943, 400k 3.28F02
et SN T SSH eteh KSR yons; gosnr s UEOD < 019 2B
oA 300He  3.147H, 4OEHE 3317802 Ho(e SOE FO|= E’OIII SroiTH
400HDF 30CHECH = UEIL p < .05 98t

X0IE 20
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Table 7. Results of t—test of characteristics for purchasing: 30s vs. 40s

Factor Question Age N M SD t P value
Purchase in a department store 30 127 | 2.91 1.01 017 0.865
because the staff is friendly 40 107 2.93 0.87 ' '
Preffer de%gil(tm?nt srt]ores, because 30 127 | 296 | 1.01 0316 | 0750
of possi ”tgho%rp}ng one-stop 0 107 3 0.87 -0. .75
Factor 1:
Surroundings | When | visit a store, it is important |30 127 | 3.04 | 0.94 0706 | 048t
the brand or store interiors 40 107 3.12 0.82 : :
| trust a brand or store with keeps 30 127 3.2 0.84 ~0.365 0.716
it prices fixed 40 | 107 | 3.24 | 0.75 ' '
Purchase products which make 30 127 | 3.87 | 0.75 1477 0.141
me easier to move 40 107 4 0.61 '
Should prefer the products that 30 127 3.82 0.73
can be worn comfortably in a -0.14 0.889
variety of applications 40 107 3.83 | 0.67
Factor 2: To buy clothing to fit my body 30 127 4.01 0.66 ~0.018 0.986
acor < type 40 | 107 | 401 | 0.6t ' '
Functionality
Should not change the color or 30 127 4.05 0.65 0.932 0.817
shape of the product 40 107 4.03 0.61 : :
Although more expensive price, buy 30 127 3.66 0.89
the product that | can wear long -0.019 0.985
time 40 107 3.66 0.76
Want to be shown stylishly or 30 127 | 3.59 | 0.88 0.3 0.719
fashionably to others 40 107 3.55 0.77 ' '
Paying attention to the overall 30 127 3.48 0.91
coordination of fashion apparel, 1.29 0.198
Factor3: accessories, etc. 40 107 3.34 0.78
Aesthetics Look around various stores and 30 127 | 3,57 | 0.79
i .082
compare d|ffeg(rair(1:te products and 0 107 338 0.89 1.746 0.08
Color is important when purchase 30 127 | 3.94 | 0.58
clothes 40 107 | 3.83 | 0.64 1419 0.157
Purchase a product that shows a 30 127 | 284 | 0.9 ~3.039% | 0.003
visible brand logo 40 107 328 | 0.68 : :
Factor 4:
Symbolic Prefer a particular brand or store 28 }é; gi; 8% -1.044 0.297
Fashionable or trendy design is 30 127 | 319 | 089 | _
mainly purchased 20 107 | 325 | 0.73 0.589 | 0.556
Tend to buy number of affordable 30 127 | 3.13 | 0.83
clothes 40 107 | 3.08 | 0.83 0.458 0.647
Factor 5: Mainly prefer to buy a lot of 30 127 | 3.63 | 0.71 025 | 0.799
Price discount brand stores 40 107 3.65 0.74 ' '
Regardless of the brand, buy good | 30 127 3.7 0.71
design product 40 107 | 3.58 | 0.64 1.364 0.174
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Table 8. Results of ANOVA for characteristics of purchasing
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S0l CHoll XtHOl
Table 90l LIEFH 240t
gic AZU 21001 & 20
Ol CHOtOd 30~34Al,
LIEGS 2O,
A

LIHA
SO0IXl

Factor Age N M SD F P value
30~34 65 3.13 0.74
35~39 62 2.92 0.8

Sﬁﬁgfgdi‘nés 40~44 55 3.05 0.68 1.029 0.38
45~49 52 3.11 0.61
234 3.05 0.72
30~34 65 3.83 0.56
35~39 62 3.93 0.49

Factor 2 : Functionality 40~44 55 3.87 0.45 0.73 0.535
45~49 52 3.95 0.49
234 3.89 0.5
30~34 65 3.65 0.64
35~39 62 3.65 0.56

Factor3 : Aesthetics 40~44 55 3.55 0.55 0.909 0.437
45~49 52 3.5 0.61
234 3.59 0.59
30~34 65 3.17 0.64
35~39 62 3.12 0.78

Factor 4 : Symbolic 40~44 55 3.3 0.6 1.376 0.251
45~49 52 3.34 0.58
234 3.23 0.66
30~34 65 3.42 0.55
35~39 62 3.56 0.51

Factor 5 : Price 40~44 55 3.48 0.51 1.21 0.307
45~49 52 3.4 0.56
234 3.47 0.53
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Table 9. Results of ANOVA of characteristics for purchase
Factor Question 30~34 | 35~39 | 40~44 | 45~49 F |P value
Purchase in a department M 3.1 2.71 2.82 3.06 2.92
store bec?rtijesr?dlt;e staff is D 1 05 0.93 0.68 0.85 0.95 2.499 | 0.06
Prefer department stores, M 3.06 2.85 2.89 3.12 2.98
Factor 1: because Pf possibility for the D 0.95 | 07 0.9 0.83 0.95 1.039 | 0.376
Surroundings one-stop shopping
g When | visit a store, it is M 3.09 2.98 3.15 3.1 3.08 035 | 0.789
important the brand or store ['sp | 093 | 095 | 076 | 0.89 | 0.89 | '
interiors "M | 326 | 315 | 333 | 315 | 322
| trust a brand or store with 0.687 | 0.561
keeps it prices fixed SO 0.85 0.83 0.79 0.7 0.8
Purchase products which | M 3.75 3.98 4 4 3.93 1910 | 0.128
make me easier to move SD 0.83 0.64 0.61 0.63 0.69 '
Should prefer the products | M | 378 | 385 | 38 | 381 | 38
that can be worn comfortably 0.152 | 0.929
ina variety of applications | SO | 0.8 0.65 0.65 0.69 0.7
Factor 2: To buy clothing to fitmy | M | 394 4.08 3.95 408 L 40T 1og11| 046
Functionality body type O] o7 0.61 0.65 055 | 064 | '
Should not change the color M 3.98 4.1 3.96 4.1 4.04 0.848 | 0.469
or shape of the product | SD | 0.65 0.66 0.54 0.66 063 | ’
Although more expensive M 3.69 3.63 3.56 3.77 3.66
price, buy the product that | 0.598 | 0.617
can wear long time SD| 08 | 083 | 08 | 067 | 08
Want to be shown stylishly | M 3.58 3.6 3.62 3.48 3.57 0289 | 0.833
or fashionably to others SD | 0.88 0.88 0.73 0.8 083 | '
Paying attention to the overalll M | 3.51 3.45 3.31 3.37 | 341
coordination of fashion 0.635 | 0.593
Factor3: apparel, accessories, etc. | SD | 0.92 0.9 0.77 0.79 0.85
Aesthetics Look around various stores M 3.52 3.63 3.44 3.33 3.49 1332 | 0265
and compare different : :
products and  price SD| 077 | 081 | 081 | 09 | 084
Color is important when M | 398 3.9 3.85 3.81 3.89
purchase clothes SD| 06 0.56 0.62 0.66 0.61 0909 | 0.437
Purchase a product that M 2.92 297 3.24 333 81 3189+« | 0.024
shows a visible brand logo | sp | 096 | 096 | 064 | 073 | 086
f;?/%ggliﬁg Prefer a particular brand or | M 3.32 3.29 34 3.44 3.36 o4 | 0753
store SD 0.85 0.89 0.83 0.73 0.83 ' '
Fashionable or trendy design | M 3.26 3.1 3.25 3.25 3.22 0462 | 0.709
is mainly purchased SD 0.83 0.94 0.78 0.68 0.82 ' ’
Tend to buy number of M 3.03 3.24 3.15 3.02 3.11 0.968 0.408
affordable clothes SD | 0.81 0.84 0.78 0.87 083 | '
Factor 5: | Mainly prefer to buy a lot of | M 3.62 3.65 3.7 3.6 3.64 0255 | 0.858
Price discount brand stores SD 0.7 0.73 0.74 0.75 0.72 ' '
Regardless of the brand, buy | M 3.6 3.81 3.58 3.58 3.65 1607 | 0189
good design product SD 0.75 0.65 0.66 0.64 0.68 ) )

*p<.05, x*p<.01, **xp<.001
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