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Abstract

This study was aimed to investigate the differences in satisfaction and
repurchase intention of leggings focused on women who have ever worn
leggings. The participants were women in their 10s-50s who were residing in
Busan and Gyeongnam, Korea. The survey was taken between July 3rd and
28th, 2021. A total of 313 questionnaires were completed and used in the
statistical analysis. The data were analyzed with y*-test, t-test, ANOVA, etc.
using the SPSS. The leggings wearing by demographic characteristics were
significantly different for age, monthly income, and occupation. The factors
related to leggings postpurchase satisfaction were identified as reshaping body
type and utilization, wearing sensation and functionality, design and price,
colorfastness to laundry, and quality. As a result of analyzing the difference for
leggings postpurchase satisfaction by demographic characteristics, colorfastness
to laundry, and quality were significantly different by marital status, reshaping
body type and utilization, design and price, and colorfastness to laundry, and
quality were significantly different by age. All postpurchase satisfaction factors
were significantly different by monthly income. Design and price, colorfastness
to laundry, and quality were significantly different by occupation. The variables
influencing the level of leggings satisfaction were wearing sensation and
functionality, followed by design and price, reshaping body type and utilization,
and colorfastness to laundry and quality. The repurchase intention of leggings
was significantly different by age and monthly income. The variables influencing
repurchase intention of leggings were design and price, followed by reshaping
body type and utilization.
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Table 1. Demographic Characteristics of Respondents n(%)
Demographic Variables Frequency(%)
. Single 212(67.7)
Marital status :
Married 101(32.3)
10s 84(26.8)
20s 69(22.0)
Age 30s 41(13.1)
40s 72(23.0)
50s 47(15.0)
1,000,001-2,000,000 77(24.6)
2,000,001-3,000,000 40(12.8)
Monthly income 3,000,001-4,000,000 56(17.9)
(KRW) 4,000,001-5,000,000 40(12.8)
5,000,001-6,000,000 50(16.0)
6,000,001-7,000,000 50(16.0)
Sales and service 43(13.7)
Office 31(9.9)
. High school student 84(26.8)
Occupation —
University student 50(16.0)
Specialized 61(19.5)
Housework 44(14.1)
Total 313(100.0)
and Lee(2010)¢] A9} A4E Falste] 2 49 HA%t 224G 5ol Aolg AWE Ait ATRFo wetde
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Figure 1. Frequency Analysis for Leggings Wearing Situation

(drawn by author)

Table 2. 7he Difference in Leggings Wearing Situation by Age

Age
. 10s 20s 30s 40s 50s
Wearing _ _ _ = _ Total
Situation (n=84) (n=69) (n=41) (n=72) (n=47)
Sports and leisure 32(31.7) 33(26.0) 17(15.5) 16(27.1) 20(17.7) 118(118.0)
activity
Staying at home 30(27.1) 14(22.3) 12(13.2) 29(23.2) 16(15.2) 101(101.0)
Going out 12(16.6) 18(13.7) 2(8.1) 22(14.3) 8(9.3) 62(62.0)
Everyday life 10(8.6) 4(7.1) 10(4.2) 5(7.4) 3(4.8) 32(32.0)
Total 84(84.0) 69(69.0) 41(41.0) 72(72.0) 47(47.0) 313(313.0)
F=34574" df=12
<001
% Observed frequencies(expected frequencies)
njgke] Yok o1& A 7Pg Wol #gsilrh Ao e 2. Y244 J0f S o=E
zto] A3} Table 40]A41et o] wuf & AH|AZ] 11584,
J=1 HEA2 QG 7FE Bol Z-8ateen, At D A4 Fof & g5 a9l 24
T2 o1& A 7P Hol g5t s &5 ¥ 10toll A S0th7hR]9] oA iAoz Juf & Ao of
7 &5 Al 283 FRELS oA 7Y wol] 285k g TEELE AEET] f8] WA a9l < AASHH
Aoz Ve HAA T SR i 991 &S] 9l 178
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Table 3. 7he Difference in Leggings Wearing Situation by Monthly Income

Monthly
Income 1,000,001-2, 2,000,001-3, 3,000,001-4, 4,000,001-5 5,000,001- 6,000,001-
(KRW) 000,000 000,000 000,000 ,000,000 6,000,000 7,000,000 Total
Wearing (n=77) (n=40) (n=56) (n=40) (n=50) (n=50)
Situation
Sports and leisure 31 16 15 9 24 23 118
activity (29.0) (15.1) (21.1) (15.1) (18.8) (18.8) (118.0)
Staying at home 26 13 15 21 14 12 101
ying (24.8) (12.9) (28.1) (12.9) (16.1) (16.1) (101.0)
Going out 12 9 19 7 5 10 62
9 (15.3) (7.9) (11.1) (7.9) (9.9) (9.9) (62.0)
Everyday life 8 2 / 3 / > 32
yaay (7.9) @) (5.7) 41) (5.1) (5.1) (32.0)
Total 77 40 56 40 50 50 313
(77.0) (40.0) (56.0) (40.0) (50.0) (50.0) (313.0)
¥=25088" df=15
K01
Table 4. The Difference in Leggings Wearing Situation by Occupation
Occupation High .
Sales §nd Office School I Specialized e
. Service _ Student _ k Total
Wearing (n=43) (n=31) Student (n=50) (n=61) (n=44)
Situation (n=84)
Sponsaé’t?v‘?ty'e'sure 20(16.2) 7(11.7) 28(31.7) 27(18.8) 242300 12(166)  118(118.0)
Staying at home 10(13.9) 14(10.0) 32(27.1) 7(16.1) 19(19.7) 19(14.2) 101(101.0)
Going out 7(8.5) 9(6.1) 13(16.6) 13(9.9) 11(12.1) 9(8.7) 62(62.0)
Everyday life 6(4.4) 1(3.2) 11(8.6) 3(5.1) 7(6.2) 4(4.5) 32(32.2)
Total 43(43.0) 31(31.0) 84(84.0) 50(50.0) 61(61.0) 44(44.0) 313(313.0)
1=25.649" df=15
“0<.05
P2 FHOR varimax Aus|H-S 9 Q90 BEN9 ZF g APEY] #AA o & Tk it a9l 24 Ayt
I AFE BAS AASHE I AT IfgE 1 o]l ZEH 4h9] 8”12 okt o] UETE 891 12 SHA
Qole M2 TEEHor £ AYde oF 7%= UErd 7} do] BV, A AW, & 84 <]
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Table 5. Factor Analysis for Leggings Postourchase Satistaction

Variance
Factor Name Details Fact.or Eigen Explalnefi Cronbach’s @
Loading Value (Cumulative
Variance)%
Lower body looks longer 846
Reshaping body Cover of body type 818
18.806
type and - - 3.009 879
Utilization Looking slim 805 (18.806)
Utilization in coordination 611
Easyness of wearing and 853
undressing
Wearing Pressure of lower body 731
sensation and 2.815 17.592 843
L Convenience of management 686 ) (36.398) :
functionality
Covering of Y zone 659
Material elasticity 546
Style 835
Trend 710 15975
Design and price Price 709 2.556 (52.373) 810
Color 607
Size 601
Shape strain after washing 873
Colorfastness to 14.940
laundry and Discoloration after washing 790 2.390 ' 827
) (67.314)
quality
Sewing state 728
P, wel W, YE AN, A 450 el BY Aolg RmolA gsieh Table 6ot 2ol @zl dia
oz Y 8Be T4 TP o)y BgF 2 wlEAp} /jEAEc A Ae W B o s}

715w stglon dEEe A 24 17.592%=
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Table 6. 7he Difference in Leggings Postourchase Satistaction by Marital Status and Age
Marital Status Marital Status Age
& Age
Single Married ¢ 10s 20s 30s 40s 50s F
Postpurchase (n=212) (n=101) (n=84) (n=69)  (n=41) (n=72)  (n=47)
Satisfaction
Reshaping body
type and 3.50 3.46 0.454 3.357a 3.65b 3.60ab 3.48ab 3.39ab 2.409"
utilization
Wearing sensation 5 ¢ 351 1.131 357 3.70 356 354 346 0980
and functionality
Design and price 3.53 3.45 1.252 3.41a 3.65b 3.61ab 3.46ab 3.42a 2.661"
Colorfastness to
laundry and 3.58 3.38 2.331" 3.52ab 3.74b 3.49ab 3.34a 3.50ab  3.006™
quality
“1<.05, “p<.01, Duncan multiple range test : a<b
Table 7. 7he Difference in Leggings Postourchase Satistaction by Monthly Income
Income(KRW)
1,000,001~ 2,000,001- 3,000,001-4 4,000,001-5 5,000,001- 6,000,001-7
2,000,000 3,000,000 ,000,000 ,000,000 6,000,000 ,000,000 F
Postpurchase (n=77) (n=40) (n=56) (n=40) (n=50) (n=50)
Satisfaction
Reshaping body
type and 3.37a 3.30a 3.67b 3.53ab 3.48ab 3.67b 2.928"
utilization
Wearing sensation 3 4o 3.34a 3.74cd 3.66bcd 3.44ab 3.89d 3,594
and functionality
Design and price 3.40a 3.33a 3.63b 3.52ab 3.51ab 3.64b 2.794"
Colorfastness to 339 331a 3.53a 3.34a 3.55a 399 6579
laundry and quality
“K.05, “p<.01, " p<.001, Duncan multiple range test : a<b<c<d
SI mjh PEe WEES} b ) Uehd e 9 A5 B deRd W 9 A5 1008 ool 3002 mpel
1009H ol/dellA 3008t wgh Hete] Lot 7Py W Aol L7t 7P 9 vt AEaEe 9 F4o
A vttty 283 9 7l TSk zjo] Ax 4 & gt TSE zlo] Ait d A5 6007Hd o4 7009 o]

5 6002 ol 7008 elet g
Ut w9 45 200991 o)
= Aol A A A%

4 45 6007t o

pal

o WEwst 4 B
300591 o]t Wkl
WEEr} ¥ vl debdeh TRl @ bl o

N

St o=

=

3008k o) 4008k Wik gk
7009 ol o] wEEs} by

O

g Fee] BEE} 1 B et v
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] W2 Az Pl F WEE Ffo] At Table 83}
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Table 8. 7he Difference in Leggings Postourchase Satistaction by Occupation

Occupation .
Sales and . High University .
. Office School Specialized  Housework
Service (1 _31) Student Student 1) (n=44) s
Postpurchase (n=43) (n=84) (n=50)
Satisfaction
Reshaping body 353 335 334 3.65 3.56 353 1.878
type and utilization
Wearing sensation 3.64 3.39 3.56 3.76 3.46 3.62 1.707
and functionality
Design and price 3.58ab 3.47a 3.42a 3.73b 3.49a 3.37a 3.012*
Colorfastness to 3.49 3.44a 3.53ab 381b 3.49 3.32a 2522+
laundry and quality
“<.05, Duncan multiple range test : a<b
ztolg Hejouw Ay x4y 9 844w 28 4 754 Hrh & o §-85t1 thshA 85t Sl AR oA
o= Fogt ztolE Holx] oottt fogt zlolE EH<l At @74 BEAE olfst AukE Farste] Tzl

Ang Fiow AMuY thet Pt oA 9 A4 @ 3 A
Zxo] g Aol Azt MRS WEEA M B U B S09E

= 3 2 @t ge Ao
SR U AR, BER AR, AR50 MEEE A} 2 AREH @ A Afs 2 E49 F9oe 59
Ul et Al AsE 9 Ege] g mEE 4 ZlEA 400, @ 45 S00%el ol 600wl wigke] Kigk
of A3} eriSe WEESL AV B el e w2 Aole oiRE) U ASSI RN, AR SolA e
W OAlA, AR, ARA, 2RSS WEEAL R W UEEE BT olefd vk da) 44 544 AR
veRdt Agoe U] $elgol &g 4471 gon ojea

ol ol ATEAA S0 wE dha pul F A4 9 A S A el web SoluAd g
WEE Ao] A3t njEApt e wrt ASARE 9 E b S5 E: olg Sol WA 4 Urkim, 2020,
Aol o B WEES wor od At Uehd A e dUs HASOME olid Al el tha A
o AEEE 9 B it B} A et A9 A9AE ARl AR Ak ARa U $ uEes
o 20det djsbAER UeRten] olse 2 uEAss kol ¢ el 9 4 e ZoE Awer,

T Q7] whEQl Aoz oAZILE HEtHog 10thE
[e]

T ALEZA BEEZE 9A e Qles F S Sl 3. Y22 NELof| FEE 0j3j= #Hy

th. 5] Ao mE XolE HH AP B @ &84 1

23 g7l 9 FHFolA BE 10t REETE 7Y WA oJE9 fAA HA wEE L nAe HEE B4
U glom 200)e] wREETE JPE = dEi g St7] el HAA REEE FEHUSLR, GAA o) =
A2 B 7)Aol oJ5FHBae, 2022; Kwon, 2021). @742 L 4 89S SHHTE Sfo] AY AEAS AR
= T8 20th7F 7P Wol oflgstar glom, HAA BHE A3 Table 99} Zol Uehglth. & #l4A ko] o3t
ANME FQ B2IE 20009t 30H09] ool F= AUt © FFS HAE P42 A9 o) & R gQlog
det ol & 97 ARt duiEcls WEoR oA Bttt 1 F dds ©Eke] s 3A 9L uAE
o wEh @A AlFellA BuiE gl A AR A HA4E 284 9 7154o1glen oo st fal 2 vt
& HARIeIG ZeE SHA 20t ¢f/de] 10thH 50 A Ag By 9 284 T8y AEdEe 2 34O &
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Table 9. Variables Influencing Satisfaction of Leggings
De%:':g i?: Satisfaction of Leggings
T : P
tyFs)eeShaanpc;nStiliS:t?Zn 166 3.3597
Wearing sensation and functionality .364 6.700""" 711% 78,706
Design and price 187 3.685™"
Colorfastness to laundry and quality 155 3.459™
K01, 7 pK.001
o Uehgtt oty d7s BEEE ko] S Z 4, #1Ae] 2ol ol
8% 9% 7154L B $HHoE Tesior & Aol
Ao 2ga @ A15Ael e BERS Rolrl 9 1) ATBAtA Sl ui2 @9 A7) o] Hol
Side Ao FE, AR ASA, A8 e [y JAFFASTH Edol w2 iAo Al o] zjolE
YZ3} Wakele] AW 53 2o Aol tig 71 Aol RAG At Table 1or+ Zo] Qejah 9 Ao ks
g o2 AUt B AL UEE] GFES wH 4T FolS HYoL BT A wetdE fo
L 9910% Ul B sbze] eRtid ol A @ AolS Mol 1 et = el e Aol A
o5 A FHY olEdA AT Bl Ao 74 O o] Aol Azt 30the] AT o=rt 7FE A vERd
2 TS WA= 84 F P Wt B4 vEd A2 gH 10thet s0the] Al k= 7P WA Vet €
tARlol itk AWATChoi, 202009] Aol PFFS Sl wWebAl @ &5 3009 o 4005H wlgke] 4
L Aom AmHth Bok ohjat T Y AgA AFS O U A5 6009 ol 7009 gk eke] Aoy
29 o] gRFo g mjEo] 129E dlishe 7kl o7t Pt =A vEhd W A A5 2009 o] 300
43 Biee] 54 o Shit gl sbdnt 4E wk oje el Al sk 2R A v,
9] Aef 28& #Fch= Zeolti(Hong, 2021). ¥H = olge] Aufolla] AT =Tt EA vehd e @7
i BAHE F Q=T 22 4R dr|deNE dAAE 2 UL B3 = Vet gEE Al vt WAl uet
SRE9lo} Jba el 4E il Aol Eol AW ¢ HHe s BEE wg ) vehdth g 87
ol FAI Tok=d|(Hong, 2021), £ 97 Ao M= & A0] HELL A ot olgke n|x|1 gle-S mjolst
AR A BETO] GFS ML WAR Jbdolt BA 4 Uglom AT Y=g Roly] gsiAt dA wE
I g gelo] tehty gt RS 1l ) A vl & ATF Afselor & Aotk E@ A7l o= 2%
9] HAL LS Foli AR IS sl 1A T2 o 2RoR FAH ATl uiRt SE3 s
F2e Zash] Dol T A0S & 4 gtk B &SPl the BESe] g A0 oAXM $4
ozt &2 AT Aot o] AL TEER] JFE TFolAe ol2fgt Hid Bzt gt
X W Ay 2 9 284 B3 foF WeE U
Btk olF Foll A =l AL Al wHlee] ¢ 2) AL AT o] Fe Al W
AE AAekL e AAYA, o=, FeglojoAE 4 A AT ool Feke mAE HaE AWET] 919
AT Bl 8L Sde Asee] 24 Fa Ak 7l AHA A oRE FENSE, ds o) FoUEE
AKim, 202DE 13 o A2 HEEE £o]7] 99 28 EYHALE sto] HF IAARAS AAG A
Ae APEA E3F Fa3 JAdS T 4 gl Table 113+ 2t} & #7349 A oo gk m|A|
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Table 10. 7he Difference in Repurchase Intention by Age and Income n(%)
Age
Age 10s 20s 30s 40s 50s F
& (n=84) (n=69) (n=41) (n=72) (n=47)
Repurchase intention 3.19a 3.46ab 3.76b 3.32a 3.36a 2.560"
Income
1,000,001-2  2,000,001- 3,000,001-4, 4,000,001- 5,000,001- 6,000,001-
Monthly Income
(KRW) ,000,000 3,000,000 000,000 5,000,000 6,000,000 7,000,000 F
(n=77) (n=40) (n=56) (n=40) (n=50) (n=50)
Repurchase 3.08ab 3.03a 361c 3.45bc 3.40bc 3.80c 5.381""
intention
*0<.05, "p<.01, ""p<.001 Duncan multiple range test : a<b<c
Table 11. Variable Influencing on Repurchase Intention of Leggings
Dependent h .
Variable Repurchase Intention
Independent Beta t R F
Variable
Reshaping body 144 2.249°
type and utilization
Wearing sgnsat!on and 077 1098
functionality
40.9% 15.438™"
Design and price 228 3.472"
Colorfastness to laundry and 055 855

quality

*p<.05, *p<.01

L gofe W AEng 9 884 297 o) L b BRY Zolrk dAl A s A7 xS &
Aom e ol2id W % dlds A olme] 7 ol] 9IF FAF 2okt AL £Y & 9= W4t
A 27 G A WAL A9l U Abdelglon] By E & & Aol olie AFAIE ) 4 o
o AYRA U BHHOR tehit A 9101 A% Fuh A 200) R 308 obgol A $HAL

Aoz RAgET glon Agu 2 vEshe gole fAles yehdtiy she
7 Z (Lee & Lim, 2021)9] Aol oju]7} AHEdhe ZACR o

AR

2HIZP7E S7tehAA RS HIRS ofsElA A AR AR 9 B84 ale Ak AL AlFA

Aol tl& A FoA 2 Qltt. ojet T AAS THT o £ 8% gdlojgt & £ glom ol AT HAA A
AHASS] VEEE ATSL AT ololAs] e A WL 9918 Axskn gt AN, e, B
souact dpael OARIT A digt Adsta o] feld] Xz HeINE Roke 4 gtk & o|F HAs
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(Kim, 2021), o]&]
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