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Abstract

This study analyzed the factors determining fashion lifestyle of Uzbek students
in Korea and their clothing purchasing behavior and attitudes towards Hallyu,
the Korean image, satisfaction, preferences and purchasing intentions for
Korean fashion according to fashion lifestyle. The data collected from 260
Uzbekistan students in Korea were subjected to factor analysis, cluster analysis,
ANOVA, Duncan test, and y>-test using SPSS 25.0. The results were as follows:
1) Fashion lifestyle was analyzed based on brand orientation, tradition, fashion,
and personality. The fashion lifestyle group was classified as follows: brand,
fashion/personality, traditional, and fashion passive. 2) The evaluation criteria for
fashion products, information sources, and store selection criteria were varied
among the four groups of fashion lifestyle. 3) The attitude toward Hallyu and
Korean image, the satisfaction, preference, and purchasing intention of KFP
varied significantly between the fashion lifestyle groups. 4) The demographics
of fashion lifestyle groups showed significant differences in sex and residential
status. These results can be used as a basis for fashion companies targeting
markets for Uzbek people in their 20s.




68 O M| RL|A 233 58

1. M2

SzH|7| A8 gyt 219 WAs 7RAL glew,

a0 S B AASLE, Al B E
e FYotilot A shed] Y A WEEl gk
deloltk, Agzoz obiolel e o AazEd 5
Ao Feze] FAo] Isle] el steig Lotst o

AE 7L Qe 27| AR Y 29 FRte] A2
A, 2ot wRel B2et w9l FAAAJang, 2016).
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Table 2. Group Segmentation according to Fashion Lifestyle

Group Group 1 Group 2 Group 3 Group 4
Brand Fashion/Personality Traditional Fashion Passive F
Factor (n=109) (n=49) (n=54) (n=48)
Brand .58974 -.49892 -1.00867 .30486
. . 62.510
Orientation a C d b
Tradltlohal .50248 -1.34588 42635 -.24676 84.700""
Orientation a C a b
Fashion 27918 .52401 -.79479 -27477
. . 25.553
Orientation a a C b
Personality 31375 40074 .30380 -1.46334
. . 81.303
Orientation a a a b
Duncun multiple range test: adb>c  "p<.001
Table 1. Analysis for Fashion Lifestyle Factors
. Factor Eigen Cumulative
Factor Question It Value Var.(%) a Mean
Although it is expensive, famous brand's clothing is
.83
better.
| tend to trust more, if the brands advertise 83
Brand | frequently. 3475 | 3727 | 86| 321
Orientation | | keep buying clothes of the same brand 81
The famous brands are usually worth it. .60
| tend to accept new fashions or trend quickly. 52
| prefer the traditional and classic style. .83
| like clothes made in Uzbek better than those made 2
Traditional in foreign countries. )
Orientation | | think traditional Uzbekistan women's clothing is 75 2.681 20.05 82 3.56

better than Western style clothes.
| don't buy clothes that draw too much attention. .70
| like to go window-shopping even if | do not have

a plan to buy clothes. 78
Fashion | do not wear clothes that are out of fashion. 72
. . - - - - 2.535 58.25 .80 3.48
Orientation | | have lots of interest in hair styles and fashion. 72
When | choose clothes, | focus mainly on the
. .61
fashion trend.
| have a marked individuality when choosing clothing 78
and shoes. )
. | tend to express my individuality without hesitation. 77
Personality ' i ; - 2296 64.63 70 | 399
Orientation | Sometimes, | try to change my image with daring 57 . . . .
clothes. ’
| prefer clothes that can clearly show my
L ) 52
individuality.
U S EET Pdeletn Bustart. g

o B A, AEAFE 5O aAeA wfe WA vERd s
T st 44w Zhed Bis Sy
AEZTAGolg L Fstglon], A 4= FAAFA, A o] AA 260 T 42.9%= 7P§ = HlE&S AR5t
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Ao At 7+ gt Aolg HAt BHCEFTHTe

u}% Agse] W) RE 2912 A4 ko] Brksdon,
So] A& Boel ne/ME/RE, daZels o
ARG A AETATE Ao BAEET
go] ujste] RE @alo] stel Lefshe AR Weront
BE/SE Gt 2, FEDY, dABeold] of
3 el Wol sk A= Ukt ABETIVLS A4
G udelel We/HE/AE BAS F04 o7k 7
o= Uepith o4 Bolwrt & olRAEY AdAE

PRttt 57159 A Fadn golmat

dof oJ5f FF= T7] wEol(Engel & Blackwell, 1982),
HA7|ge] AYstr] floiM JME=7Ee] An|zte] gt &
AgElofof s o]of] whE AAgt Aftxd=to] agh

4, THH jo|mAEl Fclol WME $23} B3 Y FH
Tt Cigt EfE
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Table 3. Characteristics of Clothing Purchasing Behavior in the Segment Group

i Fashi Fashi
Purcha§|ng Brand as lon! Traditional as |.on F
Behavior Personality Passive
Color 456 4.67 461 4.17 72717
a a a b
. 451 473 4.44 4.21
Design ab 3 b c 6.013
Material 461 4.61 4.67 423 5 504"
a a a b
Fit 4_?)6 4.76 478 4;16 2 825
Apparel a a a
Selection Eachion 4.08 378 2.93 3.46 52221
Criteria a ab C b
Brand name 416 3.63 2.96 3.44 21935
a b C b
Price 439 4.45 4.26 417 1.654
Management 4.40 4.02 3.94 3.69 9706
a b bc C
. 4.40 3.92 3.87 3.75
Sewing 5 b b b 7.838
. 4.06 3.80 3.30 3.35
Store display 5 5 b b 16.985
Friends/ 4.05 3.98 3.61 3.79 .
3.721
people around a a b ab
, . 3.99 3.51 3.31 3.33
Salesperson’s advice 5 b b b 10.358
Information Celebrity dress 3.92 3.37 278 3.04 18.829"*"
Source a b C ab
Internet 4.02 3.80 3.54 3.48 5 295
a ab b b
3.94 3.45 3.33 3.21
Catalogue 5 b b b 9.327
3.86 3.22 2.81 2.94
TV 5 b b ab 16.981
4.02 3.41 3.50 3.44
Sales personnel 5 b b b 7.018
Store facilities 432 3.96 3.74 3.73 8.018™"
a b b b
4.41 414 415 4.00 x
Exchange/return/refund 5 b ab b 3.852
Store Customer need_s/ 4.48 4.16 433 4.04 4.437"
Selection complaint handling a bc ab C
o . 433 3.92 3.52 3.58
Criteria Display 15.411
a b C C
Fashionable clothes 4.27 3.73 350 352 13.579™"
a b b b
Price 431 4.04 4.02 4.00 2.440
. 423 3.78 3.54 3.60
Store reputation 5 b b b 9.216

Duncun multiple range test: adb>c  ""p<.001"p<.05 “p<.01 "p<.001
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Table 4. Satisfaction and Attitudes of the Segment Group toward Korean Fashion Products

>

s A&l o

Azl Ay 5

F8579

St Jeong and Park(2004)

Sl mAERQIL 4H]7} M

Fashion Fashion
Satisfaction and attitudes Brand ' I Traditional ' F
Personality Passive
Color 428 4.41 3.91 3.90 7 057***
a a b b
. 420 414 3.72 3.83
Design 3 3 b b 6.184
. 4.44 435 4.26 4.15
Quality 3 b b b 2.260
Price 3.94 3.65 3.15 3.42 8240
a ab C bc
Satisfaction of . 4.16 3.65 3.04 3.46
Korean Size a b c b 19.726
Fashion
Product Material 4_a27 4_a20 3_57 3_;31 9206
Fashion 432 4.02 3.52 3.96 11.312"
a ab C b
Activity 4.29 418 3.65 3.69 9 458"
a a b b
Management 434 418 3.96 3.83 4818
a ab bc C
Total 4.25 4.09 3.65 3.78 16.836"*
a a b b
Attitudes toward 4.29 416 3.86 3.78
12.636
the Korean Image a a b b
Attitudes toward 423 3.99 3.44 3.61 6.734"
the Korean Wave a a b b ’
Attitudes toward 417 4.02 3.25 3.46
. 15.746
Korean Fashion a a b b
Korean Fashion 425 3.90 3.19 3.40 19,532
Brand Preference at b C C ’
Purchase Intention 4.20 3.91 3.19 3.36
of KFP* a a b b 18.414
Awareness of KFP 424 422 3.46 3.56 10.946™
after Studying Abroad a a b b :
“KFP=Korean fashion product, Duncun multiple range test: a>b>c, “p<.001

% m

o
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Table 5. Demographics of the Segment Group

ltem Brand Fash|on! Traditional Fash|.on x*-test
Personality Passive
Male 71(65.1) 20(40.8) 34(63.0) 32(66.7)
Sex 9.815"
Female 38(34.9) 29(59.2) 20(37.0) 16(33.3)
Language training
- Jexchange students 10(9.2) 4(8.2) 1(1.9) 14(29.2)
Residency 22 450"
Status University student 92(84.4) 41(83.7) 47(87.0) 32(66.7) ’
Graduate student 746.4)8 4(8.2) 6(11.1) 2(4.2)
A=number of persons =%  *p<.05 **p<.001
ot fALATHHIET Fou|etA =4 YEeRdTh Park et & = Aol it JAE i ol AErY Ho
and Fei(2012)9] s grolmietd Mk 2 BAolA o= 3 Aolg wglon, HIAEFIAWR Y/ 4EF7AE
3t ShFof igh B4l AA/MAFTATo] Hul/EHiE AH|ZFE0] 3&5?01] o EQEE EI = oo oigt

ZpAent § o4 Aow ent B apdnst 4

ot AL & 4 glom, FF 20t JHANASHG
zi7| g fobise] BRI el tetel 24§ 3ol
Hal AL & 4 et

A 7 B el i HlEet ATE, Pujoles &
Agt A3 RE PG 2 O Aolg BT A
Aol thet BlEel BAEFETAG f/ AT Aol
AEE7A RALTAIGRT FHH 0w Bsnt.
ol F% 4HAEY dolmartel A 7 BAG Au
4 gaz7go] ued HARVAY 2uAEET B
Zol et el oiste] FHHoR kst & Ahn

and Kim(2010)e] Zztet dx|qict. ¢=H|7|A8 G535
o] 3= mdHEAE AsE P (3.82)0] 20~30t] AwY]
Aot 4HRFES] BH(3.3H)I 200 = AXNES
(BADEDE o, gt HHABEHE diste] 3ol AL
oF 4 QlgthNa & Lee, 2016; Park & Fei, 2012). =4
gro|Aety HehdR gt ﬁH*&H%ﬂE Aoz BAcE
FRTo] 7P solFoz Wrkelgy o2 §//MF
TG, AT AYY, AEFTHY o2 yERgth 20
o 23 oA AB|AEPark & Fei, 2012)% Alnj/BH=3
a\_—‘fl' ]/7“/37,?111:]-0] u_HA:]_,_JrAl 111:}&1—4. 6]»3—
HABHE ASwrt =4 vepdt, 2 dvet dx|ste
= AR ool W2 3.79=2 F= ohAYB.57)
TR AHRHG.08)EoH 29 {YES] T sfAE
Fo=rt o =9tom(Hong et al., 2007; Hong & Liu,
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So| Az 4 ARl AR5 AT gL 3 4] o ToS T AEATe] Wasl ¢ oy
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