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Abstract

The purpose of this study is to offer a base line data to facilitate entrance of a
Korean fashion company into the Uzbekistan market by conducting a survey of
the Uzbekistan students in Korea. This is done in order to gather data on their
clothes wearing condition and factors affecting the purchase intention for
Korean fashion products. In this study, a survey was conducted to 260
Uzbekistan students in Korea. The results of the study were as follows: 1)
Uzbekistan students bought clothes mainly from road shops and the Internet.
They bought a lot of pants, shirts, jackets, jumpers, and preferred to wear
black, white, blue, and red color. The dissatisfactory parts were shown in order
of the width of trousers, the length of the sleeve, and the shoulder. The most
unsatisfying products were the pants and T-shirt. 2) They considered the
aesthetics of the fashion products evaluation criteria, the human source and
the internet advertisement of the fashion information source, and the customer
service of the store selection criteria. These students showed very favorable
attitude towards Hallyu and Korea. In addition, their preference and purchase
intention for KFP were high. 3) The level of satisfaction on 'quality’, 'color',
and ‘care' of KFP were very high, but lowest on the 'size' and 'price' of the
clothes. 4) It was revealed that the attitude toward Hallyu and Korea, the
satisfaction and preference of KFP, and demographics have a significant impact
on the intention toward purchasing fashion products.




26 IjMH|ZL|A 2233 1&

1. M2

Ag}t FAel wet ghtoll gt AT} =
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Table 1. Demographics

Item Frequency(%) N(%)

Male 157(60.4)

Sex Femnale 103(39.6) 260(100.0
19-21 years old 122(46.9)

Age 22-23 75(28.8) 260(100.0)
24 and over 63(24.2)
Language training/exchange students 29(11.2)

Stay Status University student 212( .5) 260(100.0)
Graduate student 19( 7.3)
Less than a year 122(46 9)

Length of One’s Stay 1-2 years 67(25.8) 260(100.0)
More than two years 71(27.3)
Less than 200,000 93(35.8)

A Monthly Allowance 210,000-400,000 108(41.5) 260(100.0)
More than 410,000 59(22.7)

SZH7| A8 FAELS 2 2TAR} QEY, 4T E
< ol8ste oES Fufsty qlow, 19 H ojEH|E
5-109kdo] 7P¢ Wil o2 11-207t¢lez  uepgth
(Table 2)
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Table 2. Clothes Wearing Conditions

ltem Frequency(%)
Road shop 125(48.1)
Internet shopping mall 107(41.2)
Large shopping mall 82(31.5)
Place of Purchase Department store 62(23.9)
Brand specialty stor 57(21 9)
TV-home shopping 22(.8.5)
less than 50,000 won 46(17 7)
50,000-100,000 won 103(39.6)
A Monthly Clothing Expenses 110,000-200,000 won 69(26.5)
210,000-300,000 won 27(10.4)
Over 300,000 won 15( 5.8)
less than four 35(13.4)
. 5-6 41(15.8)
Number of Clothing Purchases/1 year 7-8 44(16.9)
Over 9 140(53.8)
Pants 195(75.0)
shirts 171(65.8)
underwear 141(54.2)
Purchase Item/1 year socks, hat 127(48.9)
Jacket 126(48.5)
Jumper 126(48.5)
One piece, skirt 93(35.8)
Coat 28(10.8)
sportswear 138(53.1)
Suit 126(48.5)
Preferred Style Casual 112(43.1)
Ethnic dress 25(9.6)
Black 122(46.9)
White 89(34.2)
Preferred Color Blue 58(22.3)
Red 40(15.4)
Pink 24(9.2)
Table 3. Size Unsatisfactory Product and Unsatisfactory Area
Unsatisfactory Product Frequency(%) Unsatisfactory Area Frequency(%)
) . Satisfaction 73(28.1)
Satisfaction 94(36.2) -

Width of Legs 38(14.6)
Pants 89(34.2) Sleeve Length 34(13.1)
T Shirts 41(15.8) Waist 33(12.7)
Jaket 89(34 2) Shoulder 30(11.5)
Blouse 10( 3.8) Length of Legs 23( 8.8)
Hip 15( 5.8)

Coat 8( 3.1 -
(3.0 Breast Width 14( 5.4)

260(100)

260(100)
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Table 4. Clothes Purchasing Behavior
. . Mean . Variance
Purchasing Behavior (5.D) Cronbach’s a (%)
Color 4.52(.62)
Aesthetics Design 4.48(64) 76 25.03
Fit 4.67(.62)
Apparel Material 4.55(.63)
Selection Management 4.10(.87)
Criteria Practicality Sewing 4.08(. 97) 74 23.23
Price 4.33(.72
) Brand name 3.68(1. 0)
Symbolism - .80 19.95
Fashion 3.67(1.1)
TV ad 3.35(.98)
Catalogue 3.58(.98
Media g (.98) .86 41.81
‘ ) Internet 3.78(.95)
Information Celebrity dress 3.42(1.1)
Source -
Friends/people around 3.90(.84)
Human Store displa 3.72(82) 78 29.06
/marketer play : . ) :
Salesperson's advice 3.64(.93)
Store reputation 3.88(.97)
Fashionable cloths 3.87(94)
Store Sales personnel 3.69(1.0)
) atmosphere - .82 35.18
Store Selection Jfacilities Price 4.14(.87)
Criteria Store facilities 4.03(. 87)
Display 3.95(.90
Customer Exchange/return/refund 4.23(. 79) %0 573
srevice Customer needs/complaint handling 431(.77) ' '
S TUs] A otk JEUoR WWFY  AoPt e & 4 ek
AFE (B 3907 BL ARHRAS 7Y Wol Mg} 2 WAAE WEE] disjo] “B'0] o] 4334,

I tgoe=

Moz QU HAEAE

I3

(Nam et al., 2013)7} g ot}

18,
372)E Wol olgsh= AR Yepyith i FEEA HF
7Fg Adosks = 5 o= ‘/}E}‘XK}EU%, Afo]
A= (Park, 2016)°] H|SHH, YtHTable 5).
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Ae & 4 et Aotk sigom, B8 £F oltfENam e al,
WAAES oIS o neehs AEAS EeRE WA 2013)0] W olsAEe] diele] ‘A WAH v}
QTEVAAS WAE/AE 5 A O AHAS T A U BEEE WA BASIAR FHdel oste]
a3k JEsidon, theoR b, WEAM, dasdel b W wolslgh ol Bel sEdlse] ¥ o
e @l 337}—63 o= Aow L}E}w AEAENES A o Lol WY 29l e Aolde 1w
WAS JElm @ @ 4 gglen, F oue AudSe] pEAoR §R
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(Hong & Kang, 2003)% aef AlEa SfFAlE 7HA] distel WAl Brkshs A2 & 4 Slth



32 IjMH|ZL|A 2233 1&

Table 5. Satisfaction of Korean Fashion Product

Frequency (%)
Satisfaction of - Total Rank
KFP? Very Much Normal A little Not Mean(S.D) an
much SO S0 much
Color 91(35.0) 126(48.5) 37(14.2) 5(1.9) 1(0.4) 4.16(.76) 2
Design 69(26.5) 142(54.6) 35(13.5) 14(5.4) 0(0.0) 4.02(.79) 7
Quality 113(43.5) 125(48.1) 19(7.3) 1(0.4) 2(0.8) 4.33(.70) 1
Price 48(18.5) 118(45.4) 53(20.4) 30(11.5) 11(4.2) 3.62(1.0) 9
Size 49(18.8) 131(50.4) 1(15.8) 31(11 .9) 8(3.1) 3.70(1.0) 8
Material 77(29.6) 133(51.2) 36(13.8) 13(5.0) 1(0.4) 4.05(.82) 4
Fashion 84(32.3) 118(45.4) 43 ) 12(4.6) 3(1.2) 4.03(.88) 5
Activity 86(33.1) 118(45.4) 39(15.0) 114, 2) 6(2.3) 4.03(. 93) 5
Management 98(37.7) 117(45.0) 33(12.7) 7.7 5(1.9) 4.14(.88 3
?KFP=Korean fashion product
Table 6. Attitude towards the Korean and Korean Fashion
Mean S.D Variance(%) Cronbach's «
Attitudes toward the Korean Image 4.08 .80 80.17 .88
Attitudes toward the Korean Wave 3.91 91 78.44 .86
Korean Fashion Brand Preference 3.82 1.02 88.65 87
Purchase Intention of KFP* 3.79 1.34 89.49 .88

*KFP=Korean fashion product

3. S2HPIAL febol =} SRIiMAERo) Chigt Ef:
SEFot eholl didt Bl W2 27t 391, 4.08= et
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Table 7. Effecting on the Purchase Intention of KFP
Dependent Variables
B t R? F
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