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Abstract

This study understood what effect was produced on the purchasing decision making of outdoor wear by a
shopping orientation, fashion involvement and demographic characteristics offered practical suggestions as to what
effect was produced on the store selection criteria, product selection criteria for purchasing decision making in
purchasing outdoor wear. This research was conducted through a questionnaire survey, and 397 males in were
collected for analysis. The results were as follows. First, shopping orientation group was classified into hedonic
shopping orientation group and utilitarian shopping orientation group. And it was classified into high fashion
involvement group and low fashion involvement group according to fashion involvement. Product selection criteria
were classified into 2 factors such as intrinsic attributes and extrinsic attributes. And store selection criteria were
classified into 4 factors such as store atmosphere, store environment, promotion and salesmen. Second, there was
partly significant difference in product selection criteria, and store selection criteria between utilitarian shopping
group and hedonic shopping group. Third, there was significant difference in product selection criteria and store
selection criteria between high fashion involvement group and low fashion involvement group. Finally, there was
significant difference in the and according to age, job, and income among demographic characteristics.
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Il. Theoretical Background

1. Current state of outdoor wear market
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2. Purchasing decision making of outdoor wear
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3. Personal factors having an impact on a
purchasing decision making of outdoor wear

1) Shopping orientation
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2) Fashion involvement
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I1l. Methods

1. Research questions
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3. Data collection and analysis
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IV. Results and Discussion

1. Difference in purchasing decision making of
outdoor wear according to shopping orientation
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{Table 1> Factor analysis of shopping orientation
% of
. variance \
Ttems Fact.or Eigen % of Cronbach's
loading value . a
cumulative
variance)
Factor 1: Hedonic shopping orientation
- I feel better by going shopping when I need a change. .85
- I enjoy shopping. .84
- I go shopping when having time. .83 703 54.07 93
- I think shopping is one of leisure activities. .83 ’ (54.07) '
- I like window shopping even though I have no plan to purchase. 78
- I like shopping. 73
- I prefer to continue shopping even after I purchase desired products. .67
Factor 2 : Utilitarian shopping orientation
- I purchase after careful comparison for no regret shopping. .85
- I prefer to go shopping during season for bargain sales. .80 1357
- I assess whether I make wise purchase, wearing shopping clothing. 77 1.76 ( 67. 64) .89
- I prefer shopping in fashion outlets. 75 ’
- I invest much time for no regret shopping. 74
- I look around several stores for shopping with in my planned budget. 72
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{Table 2> Clustering of shopping orientation factor scores

2) Factor analysis of product selection criteria

and store selection criteria
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Pursuit group Group [ Group I rvalue
Factors (N=197) (N=200)
Hedonic shopping orientation —.139(1.03) 137(.95) 2.78%*
Utilitarian shopping orientation .831(.51) —.819(.61) 29.19%**
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{Table 3> Factor analysis of product selection criteria
N .
Factor Eigen Vo of vanance Cronbach's
Items . (% of cumulative
loading value . a
variance)
Factor 1 : Intrinsic attributes
- Color .85
- Design .84 44.49
- Fit .82 45 (44.48) 84
+ Functionality 71
+ Price 53
Factor 2 : Extrinsic attributes
+ Country of origin .84
- Sales promotion .79 160 16.03 g
+ Quality assurance 74 ’ (60.51) ’
+ Brand reputation .64
- Matching with other clothes .61
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3) Difference in purchasing decision making
of outdoor wear according to shopping orientation
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{Table 4> Factor analysis of store selection criteria
% of variance
Factor Eigen (% of Cronbach's
Items . .
loading value cumulative a
variance)
Factor 1 : Store atmosphere
- Store lighting .87
- Store display .84 45.87
- Store interior design .83 688 (45.87) 92
+ Music in the store 81
- Store fragrance 75
Factor 2 : Store environment
- Convenient transportation .83
- Accessibility to residential areas or workplace .80 1.98 13.21 29
- Convenient purchasing associated with efficient store layout 5 ' (59.08) '
+ Convenient facilities including a lounge 75
- parking lots 74
Factor 3 : Promotion
- Bargain sale and special sale .87 139 9.24 0
- coupon and free gift 82 ’ (68.32) ’
- various brand products .65
Factor 4 : Salesmen 6.93
- Salesmen attitude .86 1.04 a 5 25) .82
- Salesmen after-sale service and exchange .86 ’
{Table 5> Difference in purchasing decision-making of outdoor wear according to shopping orientation
Shopping orientation Utllltar.lan sboppmg HedorTlc sh.oppmg
Purchasing decision-making orientation orientation t-value
(N=197) (N=200)
Product Intrinsic attributes 4.42(45) 3.96(.76) 7.42%%*
selection Extrinsic attributes 4.02(.72) 3.59(.82) 5.61%#*
criteria Total 422(47) 3.77(.69) 7,55
Salesmen 4.39(.69) 3.89(.94) 6.03%**

Store Promotion 4.16(.72) 3.70(.81) 5.95%%
selection Store environment 4.12(.77) 3.66(.86) 5.67%%*
criteria Store atmosphere 3.79(.92) 3.19(.90) 6.53 %k

Total 4.11(.54) 3.60(.67) 8.22%4*
#HED< 001
A 29 HM=380)0] ula) AwHom w o olx gk 7k FABR Aol 2 Ao setEigi
£ HE AE72S FASHe A0 Uehtiu,  olo} 28 AT oh2mol flolk 715 44
S5 AEEOVIALH: M=379; HEa: M319), & FA] ojr] B2 F Sl AR olLEol
o] M A(IGA: M=439; A M389)  glo] iAol Qi AMAES BHOR o}
U R BEIGE: M416; WA MBT0) ol flof T A Mol Awl & A )%
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2. Difference in purchasing decision making of
outdoor wear according to fashion involvement

o I=of fof Ftuf Al SERke] o] o
et AlF e 9 Hx AdE7)Eo] o]t QL
SAE wepsy] el WA, Bt % HEEAS
st} SRR ST Ht(M=3.54)= F
Moz ol gL Al el YTHN=209)3 ¥
T kg Aol HTHN=188). 0.2 Leoleh Tk
o2, wjHptolwo] uet AlEE Yok 7k Fjelat

l

7129) 2ol 2 uhopsly] $18) rtest AAIEE ATHe
(Table 6)3} o] Lrertey.

AAH 0=, obgwo] gof ol Al SEALY| 1)
Aol o] wheh AR AE7]E(=—8.78, p<001)
W HE HEY7IE=—576, p<0Dol A BAHOR
Fo15 Fol7h Qe Ao= Vept). Eo AAE
qzo] Aoz |4 Tke] ko] Aol A
Sl ula) 7} FEH B W47t e 7
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hol: M=4.39; Aol M=3.97)3} H|Z2H 4 &

%
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SAQ TAel A, Bl 7154 2 7 5
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gol 7o Al AEE e o e WA
Aulzs, ThFe 95 9 AR B9 5 4P
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oo} 2L AThe ToIET} &
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o FA o7l Ao s, el Ag 7t
ofm ez FEAY FRE} ok Tuj57]o|
glolA] §olg Aol Bolt Ryu(1991)9] A7
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3. Difference in purchasing decision making of
outdoor wear according to demographic factors

AFEAN B4 SR A, A, 50
utet ofgmol glo] ol A AE AE7)E @
= AE7|Z9] 2ol zhofaly] 95| ANOVA &
A& AAF AoHe (Table 73 o] tpehgeh
Aoz, dgol wah M derje Ad 5
LA (F=3.42, p<05)o ATt SA A2 {3t

{Table 6> Difference in purchasing decision-making of outdoor wear according to fashion involvement

Fashion involvement High involvement Low involvement rvalue
Purchasing decision-making (N=209) (N=188)

Product Intrinsic attributes 4.39(.46) 3.97(.78) —6.51%**
selection Extrinsic attributes 4.09(.68) 3.49(.81) — 8.32%xx*
criteria Total 4.24(.46) 3.73(.69) — 8,78

Salesmen 4.23(.76) 4.03(.96) —2.35*
Store Promotion 4.11(.75) 3.74(.80) —4.62%**
selection Store environment 4.04(.79) 3.71(.88) — 3,99
criteria Store atmosphere 3.76(.89) 3.18(.94) — 25wk
Total 4.03(.59) 3.67(.68) —5.76%**

<05, **%p<.001
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g7} EeAL 1A FAseH, teoe 4ot
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{Table 7> Difference in purchasing decision making of outdoor wear according to demographic factors

Purchasing decision making of outdoor ware

Factors
Product selection criteria Store selection criteria
Def;(;%raphlc Intrinsic Extrinsic Store Store Promotion Salesmen
(N=397) attributes attributes | atmosphere | environment
Twenties 4.12 376 341 371 391 4.14
(N=100) (.65) (75 (.81) (.92)B (.81)AB (.90)
Thirties 425 3.96 3.60 3.94 3.96 4.11
(N=100) (49 (.69) (1.03) (.76)AB (.80)AB (.82)
Age Forties 4.19 377 334 3.82 3.80 4.14
(N=100) (.66) (71) (.87) (.73)B (.80)B (.84)
Fifties 425 3.85 3.60 4.07 4.07 4.15
(N=97) (77) (75) (1.08) (92)A (75A 91)
F-value .83 2.07 1.99 342% 1.96 .06
Management office 4.21 3.76 3.17 372 3.78 4.09
(N=T77) (.58) (.75B (95B (8B (.81)B (.87)AB
Professional skill 4.14 3.85 3.55 4.02 3.94 4.03
(N=169) (.70 (.76)AB (99A (.80)A (.75)AB (.85B
Job Service sales 4.31 4.07 3.78 4.05 4.08 4.34
(N=97) (.56) (.63)A (.86)A (.80)A (8DA (79A
Student 4.16 3.62 322 3.40 3.86 4.15
(N=54) (72 (.79B (.84)B onc (.85)AB (.99)AB
F-value 1.53 4.90%%* 7.74%%% 10.37%%* 221 2.63*
Less than 3,000,000 won 4.14 372 333 3.65 3.85 4.08
(N=120) (.67) (.76)B (.90)B (.93)B (.86) (95)B
LESZ 3331103 (’)OOV(V)(’)?IOON 422 3.94 3.44 391 3.92 4.05
Income N (:56) (.63)A (.96)B (78)A (:81) (:85)B
(N=151)
More than 4,000,000 won 423 3.88 3.69 4.08 4.04 429
(N=126) (.73) (.79AB (96)A (DA (.70) (78)A
F-value 73 3.01* 4.64%* 8.54 %k 1.87 3.25%

*p<.05, **p<01, ***p<001, Duncan test: A>B>C>D
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V. Conclusion
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