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Abstract

The purpose of this study was to classify male consumers and examine their
clothing consumption values and the perceived importance of store attributes.
Using Internet-based research service, survey data were collected from 651 male
consumers aged between 20 and 40. The questionnaire included questions
regarding respondents’ preference of different store types, clothing consumption
values, perceived importance of store attributes. According to the results, the
respondents were categorized into 5 distinct groups based on their store type
preferences: discount store preference group, multi-channel preference group,
store indifferent group, brand store preference group, online store preference
group. Multi-channel preference group was the largest among these groups.
The five store type preference groups statistically varied in clothing consumption
values, i.e., epistemic value, brand/conspicuous value, and economic value. The
groups also differed in the importance they placed in the store attributes of:
service and product quality, promotion, fashionability, salesperson and store
environment, store atmosphere, convenience, and website image. The results of
this study have direct implication for retail marketers of fashion companies who
are targeting male consumers. Marketers can apply findings of this study in
implementing retail strategies for different types of stores.
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Table 1. Demographic Characteristics of Participants

Variable Category n(%) Variable Category n(%)
2029 212(32.6) Less than 1 million 23(3.5)
1-1.99 million 54(8.3)
30-39 221(34.0) 2-2.99 million 117(18.0)
Age
9 3-3.99 million 147(22.6)
40-49 218(33.5) Monthly income
4-4.99 million 112(17.2)
Total 651(100.0) 5-6.99 million 120(18.4)
7 million and above 78(11.9)
Seoul 302(46.4)
Total 651(100.0)
Incheon 85(13.1)
Place of Less than 50,000 won 86(13.2)
. , W .
residence Kyeonggi 264(40.6)
50,000-99,999 won 174(26.7)
Total 651(100.0)
100,000-199,999 won 209(32.1)
single 327(50.2)
Monthly clothing 200,000-299,999 won 89(13.7)
Marrital status married 324(49.8) expenditure 300.000-399 999 won 56(8.6)
Total 651(100.0) 400,000-599,999 won 24(3.7)
highschool graduate| ¢ (g o) 600,000 won and above 132.1)
or less
some college 98(15.1) Total 651(100.0)
Less than 50,000 won 67(10.3)
Education level| graduated college 433(66.5)
50,000-99,999 won 203(31.2)
graduate school 64(9.8)
100,000-149,999 won 195(30.0)
Total 651(100.0) | Average clothing] ~ 150,000-199,999 won 72(11.1)
expenditure per
management 40(6.1) purchase 200,000-259,999 won 62(9.6)
professional 66(10.1)
250,000-399,999 won 30(4.6)
office worker 289(44.4)
sales or service 416.3) 400,000 won and above 22(3.4)
manufacturing 17(2.6) Total 651(100.0)
Occupation
student 100(15.4) once 368(56.5)
freel 25(3.8 twi 205(31.5
reetancer G8) Monthly clothing wice ( )
no job 32(4.9) purchase three times 60(9.2)
f
others 9(1.4) requency four times or more 18(3.7)
Total 651(100.0) Total 651(100.0)
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Table 2. Differences in Store Type Preferences by Store Preference Groups

Discount Store Multi- Store Branded Store| Online Store
Total Preference Channel Indifferent Preference Preference
Store Type m(sd) Group Group Group Group Group F
(n=651) m(sd) m(sd) m(sd) m(sd) m(sd)
(n=91) (n=223) (n=82) (n=155) (n=100)
Internet 3.50(.98) 3.62(1.04) 3.59(.78) 3.01(1.19) .19(1.01) 4.05(.73) 19.60"
Shopping Mall B B C C A :
3.41(.92) 3.51(.91) 3.70(.75) 2.39(.89) 3.52(.83) 3.35(.86) .
SPA AB A C AB B 39.44
3.38(.93) 3.62(.95) 3.57(.71) 2.54(1.01) 3.52(.89) 3.22(.93) .
Qutlet Stores A A C AB B 25.96
Brand Agency 3.28(.90) 2.73(.90) 3.62(.70) 2.37(.90) 3.52(.78) 38(.74) 54,80
Stores C A D B B )
Department 3.12(.98) 2.09(.74) 3.45(.70) 2.46(91) 3.81(.68) 2.76(.94) 102.90°*
Stores E B D A C ’
Discount Stores 3.08(1.05) 3.6OA(.95) 3.50A(.88) 2 SSQ 02) 2 24E§.85) 3.37E§.79) 6533
Bonded Stores 2.84(1.04) 3.56(.78) 3.46(.71) 2.18(.88) 1.94(.76) 2.76(.93) 118,55
A A C C B
TV Home 2.63(1.06) 1.70(.74) 3.12(.87) 2.22(.88) 2.10(.91) 3.55(.72) 9583

Shopping D B C C A )

. 2.52(.95) 1.91(.66) 3.33(.67) 1.74(.73) 2.40(.81) 2.09(.70) .
Tailor Shops D A D B C 122.05
Multi-brand 2.47(.92) 1.93(.80) 3.24(.64) 1.76(.64) 2.46(.78) 1.87(.60) 122 217

Stores C A C B C '

Lifestyle Shops 2.32(.87) 1,75é.57) 3.13A(\,66) 1,54é.55) 2 14B(,65) 1,98E§_59) 157 30"

“*p<.001, A>B>COD(Tukey's Test Result)
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Table 3. Factor Analysis Results of Clothing Consumption Values

Eigenvalue
Factor Name Item il VL b
Loading |(Cumulative %)
Cronbach’s «
When | see a new style of clothes | have not seen before, | usually buy it. 76
Even if | do not have to wear it, | buy clothes that are pretty, interesting, 7
or of limited version. ’
When | see clothes with unique designs, materials, or colors, | usually buy 71
it. :
When | buy clothes, | try to buy a brand that is newer rather than the 70 7.14
Factor 1: conventional ones. : 16.56
Epistemic value| | tend to buy clothes that are considered difficult to reorder. .70 (16.56)
When | see new and interesting clothes, | try to learn more about it and 68 86
buy it. :
If some product | like is expected to be out-of-stock in the future, | buy it
. o .62
even if | do not need it right away, ) )
| buy brands with clear and discriminative design philosophy, concept, and 57
story. )
When | buy clothes, | consider whether it would make me look like an 74
economically wealthy person. :
When | buy clothes, | consider whether it is of a brand with tradition. 72
Factor 2: | buy products of brands that are specialized in certain items. 71 3.58
Bra‘nd/ | buy products of brands that are specialized in certain fashion styles (eg 70 13.87
CONSPICUOUS | American casual wear). ’ (30.43)
value When | buy clothes, | consider whether the brand would be recognized by .85
) . ; 68
others, through its brand logos or specific designs. )
When | buy clothes, | consider whether it would make me look like a 65
socially successful person. :
| consider it important whether the apparel product | purchase is suitable 79
for a special event (wedding, meeting, etc.). o :
| consider it important whether the apparel product | purchase is suitable 78 175
Factor 3: for a special meeting (interview, blind date, customer contact person, etc.). ’ 16 75
tuational ) | | consider it important whether the apparel product | purchase is 41'1
Situational value appropriate for special gatherings (alumni associations, clubs, family 76 ( 8'38)
gatherings, etc.). o '
| consider it important whether the apparel product | purchase is suitable
) . 74
for special places (church, music venue, theater, art gallery, club, etc.).
| buy durable clothes that last longer. .81
I buy long-wearing designs that are not affected by fashion change. 81 149
Factor 4: When buying clothes, | try to buy clothes that are useful compared to the 66 936
. price. ’
Functional value | consider the product’s functionality (comfort, stretch, warmth, 55 (507'24)
breathability, etc.) important. ’ :
| consider the product’s quality (material, cutting, sewing, etc.) important. 42
| usually buy clothes during the promotional sale period. 73 1.01
Factor 51 || try to compare prices and pay less on clothes if possible. 63 7.04
Economic value i . o (57.58)
| buy clothes that fit well into my existing wardrobe. .59 55
ol ol wH2] fl= gAY & PRt EEER 3. AE&HEZ2T QQRM
TaEo] 7sA IR Fstairh 89 59 A AR
7.04%, Cronbach's @ 552, AI/IZME olgsbAut 71 WA auAe] MESEFaEY] AU W] $isle] &
AUDE olo] £ PRI BYER TAHel AN exdkl 35 WES, omelel ¥Eay, eellyms
2 s, Aol s Zhzt FARRAT AEs)ag olgslel BAH
I= A
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Table 4. Factor Analysis Results of Importance of Store Attributes

Eigenvalue
Factor Name ltem s UEDEDGED
Loading (Cumulative %)
Cronbach’s a
The exchange, return and refund system of the store is 77
good. '
The price to product quality is adequate. 77
Factor 1: Quick alteration is provided. 73 4.79
Service and | Customer service is handled quickly (complaints, Q & A, 71 20.30
product etc.). : (20.30)
quality The design and fit of the products are excellent. .68 .83
The store carries products at various price. 54
The quality of goods sold is excellent (craftmanship, good 52
materials, etc.) )
On-/offline Factor 2: The store carries various sizes of products .76 2.71
’ It is displayed to make it easy to find the product. .66 13.24
common Product . : .
. The store carries a variety of designs and styles of product. .64 (33.54)
attributes assortments . -
Products in store are coordinated well. .63 72
The store constantly provides sales information and new 81
. product information (e-mail, mail, KakaoTalk service, etc.). : 1.27
Factor 3: . .
The store advertises heavily on the Internet, newspapers, 12.57
Sales ) 75
romotion | magazines, etc. (46.11)
P The store uses SNS (Blog, Facebook, Instagram, Cacao Story, 75
- : ) 75
Twitter, etc.) to communicate with consumers.
The store carries fashion products that are rare. 78 1.16
Factor 4: The store updates to new styles compared to other stores. 75 12.31
Fashionability The store carries up-to-date fashion products. 73 (587';”)
There is no unnecessary interference of the salesperson or
. .82
the pushing of the purchase.
The salesperson aptly finds the products that | need. 78
Factor 1: The salesperson is friendly and has abundant product 476
71
Salesperson | knowledge. 39.64
and physical | The brightness and color of the light do not distort the 62 (39.64)
environment | product. ’ .82
It is close to where | live or work and easy to access. .60
. It is convenient to use the changing room in the store. .59
Offline ing faciliti . .
attributes Parking facilities are available and convenient to use. 46
The background music of the store goes well with the store 73
atmosphere. ’
The show window is well decorated to suit the store
. . 72 1.38
Factor 2: image.
. . o 11.46
Store It is convenient to use amenities (coffee shop, restaurant
. .65 (51.10)
atmospherics | and rest area) around the store. 75
The interior of the store matches the atmosphere of the 65 )
store. '
The store atmosphere is bright and pleasant. .57

23
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Table 4. Continued

Eigenvalue
Factor Name ltem iy EDEDGER
Loading (Cumulative %)
Cronbach’s a
It is possible to find pictures of models similar to your body 73
shape wearing the products. ’
Provides product images in a variety of ways (video, 3D 7
stereoscopic images, etc.) ’
Factor 1: Description of the product is detailed (description of the 7.31
' product, description of the material, advice on coordination, 72 20.39
Product
information etc.)_. . . . (20.39)
Provides a detailed image of the product similar to the 7 87
actual image (pictures taken from different angles, etc.). ’
Product images stand out than the images of the model. .59
It is easy to search for desired products. 57
The shopping mall has good reputation and reliable. A48
Various online payment methods are allowed to use 77
(electronic payment system, bank, credit card, etc.). )
The payment system is safe and trustworthy. 75
Online The procedure for purchasing goods is simple and 185
. Factor 2: ; 71 17.07
attributes . convenient.
Convenience S . . . (37.46)
Shipping service (fast delivery, check delivery progress,
; . . .70 .83
accurate delivery, booking delivery, etc.).
You can see the purchasing history written by the actual 55
dealer. ’
Shopping mall website composition and images are unique. 71 120
Factor 3: It is fun to look around the website because a variety of .
. . ) ! .69 12.13
Website entertainments and musics are provided. (49.59)
image They operate both online and offline stores. .64 6'5
The website is registered in major search engines. .55 )
Shows images of the products coordinated with other
75
Factor 4: products or worn by models. 1.09
Shows the apparel product worn by a model. 74 10.67
Product . L
resentation Product photos are presented with moods (pictorial (60.25)
P photography, vintage photography, overseas photography, 67 .76
etc.).
Hog AFoAY SNSE 2d3the 2@or FAxe] z} Bo7)'s stk
ol WiEWoR wWslurh aou: Ay B eolel Amage AEYE, Weld, AE olulx), g
12.31%, Cronbach's a 7308, 3|44 T $845k= 1 oluz]o] 47]| QloR FZEY F AYL 60.25%%
AAES FEskL AV tE Aol vl =g AF o} QQl1o] Ay BARS 20.39%, aFhe 872, A o
2 w2s gadels drke Baor PAs] glof A @ AR ARE AL 4Bl digt ojulg L83}
oz mushedt, 4ol 49 4 Sl ol ST g2 AT

Mo

SmeRel Hadde vl B o, uiPd w91719] Fer FH AFEEE PPsidth. ade A
%A=L 51.1%94. 8912 BA 17.07%, aFre 8302, thokstal ohugh %am A

270 QQlog BRI

A BA 30.64%, o=.82=, wufjde] Mujafl HE AEe LS vl HAT S56itie Belse
2o, A FH] Sl W 2EE A ) Aeel Hegor wwsiyth Q%13 AW B4
A 9 ugEdor W@wsiylrh adl2e AW &4t 12.13%, a2 652, £BE 74 2 omA7t S5t

1146%, a=752, HE] ¥7gEe}, £es, gl thoFst AIEERIHE, HiASel 52 AlFste] £ o}
g E971eh & olgReAle] uY 2ER FAdHo i A ot 7] FrL Lefeligt o mapluigS
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Table 5. Clothing Consumption Values and Importance of Store Attributes by Store Preference Groups

Discount Store Multi- Store Branded Store| Online Store
Preference Channel Indifferent Preference Preference
Variables Grou Grou Grou Grou Grou F
m(sdg m(sdg’ m(sdg m(sds’ m(sd?
(n=91) (n=223) (n=82) (n=155) (n=100)
epistemic -.53((:.90) .57/&90) - 41B( 94) -.18é.91) -.18é_90) 3614
Clothing brand/ - 70(.99) 22(87) -41(.99) 32(.95) -.00(.96)
Con\s/L;rlTl]gUon conspicuous "B A "B A A 24.38
economic .17(}1&01) -.14}&.97) _'105&'10) . (,l\ 00) _16/&95) 270"
service and
.13(1.06) -.09(.92) -.39(1.24) .28(.91) -.05(.90)
product 7.36
quality AB BC C A BC
sales -.15(.95) .30(.93) -.30(1.05) -.22(.95) .05(1.06) 990"
promotion B A B B AB :
fashionability -.61(C1_08) '34,(6\86) -_27(B1.12) .0616(\897) -.O7é_85) 18 50"
Importance | salesperson _ _ _
of Store and store ,12g305) ‘12é,87) ‘17(8‘”9) 312\91) ,20(81.07) 6.56™"
Attributes | environment
store -21(1.27) 19(.88) -.59(1.03) 11(.92) .08(.88) 1143
atmospheric B A C AB AB :
convenience ,11(A18_OO) -_21é,86) -.14}&18,22) _17g97) .21(;.03) 546"
store image -.15E(;.98) ,37(;\,00) -,38(81.01) -‘10é,91) -.21E(;,90) 13.38™

“p<.01, <001, ASBYCOD (Tukey's Test Result)
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Table 6. Demographic Characteristics by Store Preference Group

H]o]

Al i

Discount Sore Multi- Store Branded Store |Online Store
Variables Preference Channel Indifferent Preference | Preference Total 7
Group Group Group Group Group
(n=91) (n=223) (n=82) (n=155) (n=100)
Highschool 14° 18 11 5 8 56
graduate or less (7.8) (19.2) (7.1) (13.3) (8.6)
Some college 16 39 10 25 8 98
Educa- (13.7) (33.6) (12.3) (23.3) (15.1)
tional Graduated 56 150 55 99 73 433 30.30
Level college (60.5) (148.3) (54.5) (103.1) (66.5)
5 16 6 26 11
Graduate school| (g q) (21.9) 8.1) (15.2) 9.9) o4
Less than 1 6 9 3 2 3 3
million (3.2 (7.9) (2.9 (5.5) (3.5)
- 18 14 5 7 10
1-1.99 milion (.5) (18.5) 6.8) (12.9) (8.3) >4
. 15 39 16 33 14
" 2299 millon | 16 4) (40.1) (14.7) (27.9) (18.0) 7
Monthly | _ - 26 54 15 30 22
Income | >>99 million (20.5) (50.4) (18.5) (35.0) (226) 147 | 78.49
- 12 39 23 17 21
44.99 milion |45 7) (38.4) (14.1) (26.7) (17.2) 12
- 9 44 15 34 18
5699 million |16 ) (@1.1) (15.1) (38.5) (18.4) 120
7 million and 5 24 5 32 12 73
above (10.0) (25.7) (9.8) (15.7) (11.9)
Less than 50,000 26 15 22 10 13 86
won (12.0) (29.5) (10.8) (20.5) (13.2)
50,000-99,999 32 50 22 44 26 174
Monthly won (24.3) (59.6) (21.9) (41.4) (26.7)
clothing |100,000-199,999 23 76 21 52 35 209 6875
expendi- won (29.2) (71.6) (26.3) (49.8) (32.1) ’
ture  |200,000-299,999 7 35 7 25 15 89
won (12.4) (30.5) (11.2) (21.2) (13.7)
300,000 won 3 47 10 22 11 93
and above (13.0) (31.9) (11.8) (22.1) (14.3)
Less than 50,000 20 16 13 6 12 67
won (9.4) (23.0) (8.4) (16.0) (10.3)
Average | 50.000-99,999 38 66 29 35 35 503
expendi- 100,000-149,999 22 68 18 56 31 195 60.52°**
P won (27.3) (66.8) (24.6) (46.4) (30.0) '
ture per [150,000-199,999 11 36 13 29 14 103
purchase won (14.4) (35.3) (13.0) (24.5) (15.9)
200,000 won 0 37 9 29 9 83
and above (11.6) (28.4) (10.5) (19.8) (12.7)

2Observed frequency(Expected frequency)

"*p<.001
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