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A Study on the Consumption Value and Clothing Pursuit Benefits of Genderless Fashion
based on Gender Identity

Hyun Ji Lee'

Dept. of Fashion Design & Merchandising, Kyungsung University; Busan, Korea

Abstract: This study aimed to analyze the consumption value and clothing pursuit benefits of genderless fashion based on
gender identity. The study questionnaire was distributed to and collected from men and women in their 20s and 30s living
in Seoul City and the Gyeonggi province. The collected data were analyzed by using Cronbachs o, factor analysis, K-means
group classification analysis, and ANOVA. The study results were as follows. First, gender identity was categorized into three
groups: the genderless group, the traditional gender rejection group, and the traditional gender acceptance group. Therefore,
it is necessary to subdivide gender identity rather than acceptance and rejection of traditional gender roles. Second, an anal-
ysis of consumption value based on gender identity showed significant differences in terms of fashion value and expressive
value. Therefore, it is important to establish a differentiated strategy based on the relevant gender identity group when estab-
lishing genderless fashion design or marketing strategy. Finally, the study results showed that clothing pursuit benefits based
on gender identity, there was a significant difference in terms of individuality pursuit, deviation from the norm, and fashion
pursuit. In particular, since the genderless phenomenon agrees with the characteristics of the MZ generation, it will be nec-
essary to share brand information or product information through digital media or to utilize a sharing culture—that is, ‘mean-
ing out’ tendency and ‘flex culture’ (i.e., conspicuous consumption).
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Fig. 1. Genderless conte mporary brand
comgen(2021). https://fashionn.com.
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Fig. 2. Launch of men's line of women's
brand Tomboy(2020). https.//funews.com.

Fig. 3. Schoolgirl uniform pants(2021).
https://hansrbiz.co.kr:
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Fig. 4. Aero K Air's genderless
uniforms(2021). https://insight.co.kr:

Fig. 5. Genderless cosmetics brand
‘Laka’(2020). https://fashionbiz.co.kr.

Fig. 6. Genderless perfume brand
‘ETSAE’(2021). https://.apparelnews.co.kr.
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Table 1. Factor analysis of gender identity

Factors Items Factor loading
Traditional gender roles mean nothing to me. .81
Work should be shared equally at home and at work. 19
Genderless , e
accentance I don't feel the burden of traditional gender roles. 74
P I don't care how people react to traditional gender roles. 72
My personality and taste are more important than traditional gender roles. .68
Eigen value: 4.28 Cumulative: 17.41% Cronbach’s o: .89(3.79)
There is no awareness of traditional gender roles. .87
No gender recognition I don't feel the need for traditional gender roles. .83
I've never thought about gender roles. .80
Eigen value: 2.57 Cumulative: 27.60% Cronbach’s a: .83(3.02)
Traditional cender I feel rejected to conform to traditional gender roles 16
re'ectioi I refuse to be evaluated as a traditional gender role. .69
J I reject traditional gender roles in order to break away from social norms. .60
Eigen value: 2.48 Cumulative: 38.53% Cronbach’s a: .72(2.92)
.. I feel pressure from negative reactions when I break away from traditional gender roles. .85
Traditional gender . . .
ressure I feel oppression or obligation to follow traditional gender roles. 77
P I feel burdened by the perception that I should follow traditional gender roles. .68
Eigen value: 2.22 Cumulative: 48.38% Cronbach’s a: .80(3.85)
.. It is efficient to distinguish between traditional gender roles. .88
Traditional gender . .. e . . ..
It gains positive recognition in society when it follows traditional gender roles. 79
acceptance .
I try to follow the traditional gender roles. 77
Eigen value: 2.12 Cumulative: 58.09% Cronbach’s a: .78(3.30)
Traditional gender .I like oy gender. 74
reference I am satisfied with my gender role. .70
p Living as my gender is enjoyable. .65
Eigen value: 1.82 Cumulative: 66.07% Cronbach’s a: .64(3.73)
< F&FoIp, HE A < T ) ARRlelM 7 THEAS AN A3K(Table 2) T V) HEo 2 EFEHAC
A AAHS ey T 3EFOE ojFojx] HEH AY & e ZF felg xelvt e AR vERgth Jdk 12 A
2t FREAL, Aleslle el AEE Folsith, el A T APl ouE A QAL ARle] AW FH el T8t
ool WSty 5 3% |Fold deA Ag A il Azbsle ke w Adels 58 Febolt ERsii
2t BHslth. ol Choi(2010)2] A7-ellA] oJujale] AL A 3719 F 1088 (29.1%)°] EFEJTH Jek 2= HFH
Ade she] stealer ERS Ad & By gD T 49l AR FEs e A 28 FA5E B A
o A8H A Fe A8 AY w80 HWEA A T4 A AR FGebole} HHEIIAL 1348(36.0%)°] EoH
H dzeedldt, sidE 4 Fe Avels 5803 1 Atk Fk 32 HAEH AT aEHoE A7l Fo4x

4.12. AGAAd] w33}
AEZALY SRS 7%

Table 2. Group segmentation according to gender identity

2 FFE Ho HEH A
o 8 Febolgt HWHEIYL 1299 (34.1%)0] EFHATE ©]

= 200H, 300 A3 o439 A
e e e e AN | AY ] FA, AEH A A

A Aed A 8-,

PS5 Al A fEeE 2R

Group

Groupl Genderless

Group2 Traditional gender Group3 Traditional gender

Gender identity acceptance (n=108) rejection (n=134) acceptance (n=129) F
Genderless acceptance 77 A 35B -82 C 148.958""
No gender recognition -12 A -10 A 14 A 2.208

Traditional gender rejection -89 C 75 A -2 B 129.619™
Traditional gender stress -30 C 45 A —18B 20.028""

Traditional gender acceptance .02 B =27 C 23 A 8.338"

Traditional gender preference .06 B -21C 14 A 4118
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Table 3. Differences in demographic characteristics according to gender identity groups

2

Variables Groupl (n=108) Group2 (n= 134) Group3 (n=129) Total X
Male 45(12.1) 57(15.4) 78(21.1) 180 I
Gender 22.588
Female 63(17.0) 77(20.8) 51(13.7) 191
Age 20s 57(15.3) 70(18.9) 69(18.6) 196 6778
30s 51(13.7) 64(17.3) 60(16.2) 175
High school graduation 16(4.3) 10(2.7) 26(7.0) 52
Education College school student 35(9.4) 46(12.4) 31(84) 112 26.349™
level College school graduation 47(12.7) 64(17.2) 57(15.4) 168
Graduate school student/graduation 10(2.7) 14(3.8) 15(4.0) 39
Student 36(9.7) 39(10.5) 29(7.8) 104
Office 12(3.2) 18(4.8) 31(84) 61
Occupation Sales/service 24(6.5) 34(9.2) 19(5.1) 77 24.256"
Professional 21(5.7) 29(7.8) 31(84) 81
Owner-operator 15(4.0) 14(3.8) 19(5.1) 48
Less than 2 million won 31(8.4) 32(8.6) 26(7.0) 89
Monthly 2-4 million won 28(7.5) 40(10.8) 43(11.6) 111 17786
family income 4-6 million won 32(8.6) 41(11.0) 44(11.9) 117
More than 6million won 17(4.6) 21(5.7) 16(4.3) 54
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Table 4 Factor analysis of consumption values

Items
Factors Factor loading
When I buy clothes,
I consider whether they are fashionable among my peers. .84
Fashion I consider whether it is a trendy style these days. .82
value I consider whether it is a brand or style worn by a popular celebrity. .80
I consider whether I saw them in magazines or TV commercials. .69
Eigen value: 3.29 Cumulative: 19.52% Cronbach’s a: .87(3.50)
Epistemic I consider whether the design, material, and color are unique. .82
pvalue I consider whether they are limited editions. .80
I consider whether there is a clear and differentiated design philosophy, concept, and story. .66
Eigen value: 2.09 Cumulative: 31.83% Cronbach’s a: .73(4.05)
. I consider the reactions of people around me towards the purchased product or brand. .76
Social . .
value I consider what people think of me. 71
I consider whether I can be recognized by my friends. .63
Eigen value: 1.74 Cumulative: 42.07% Cronbach’s a: 59(3.58)
Expressive I consider whether it is well suited with my appearance. .89
value I consider whether it is well suited with my image. .87
Eigen value: 1.70 Cumulative: 52.19% Cronbach’s a: .85(2.82)
Conditional I consider whether it will go well with the group I belong to. .88
value I consider whether they are suitable for a special meeting. .84

Eigen value: 1.59 Cumulative: 66.42% Cronbach’s a: .72(2.90)

Table 5. Factor analysis of clothing pursuit benefits

Factors Items Factor loading
I purchase genderless fashion because of different from others. .83
Individuality I purchase genderless fashion because of unique style. 78
pursuit I purchase genderless fashion because it shows my personality. 71
I purchase genderless fashion because it is a stand outstanding style. .66
Eigen value: 4.01 Cumulative: 22.45% Cronbach’s o: .89(3.84)
. I don't think it's necessary to distinguish between men's and women's clothing. .76
Deviation e
from I purchase genderless fashion if it suits me. .70
the norm I buy genderless fashion because I want to try wearing clothes designed for the opposite gender. .67
I purchase genderless fashion because I think the clothes of the opposite gender look better on me. .63
Eigen value: 3.79 Cumulative: 39.75% Cronbach’s a: .87(3.25)
Fashion I purchase genderless fashion because of trendy style these days. .82
ursuit I purchase genderless fashion because it makes me look fashionable. .70
P I purchase genderless fashion because it's the latest trend. .60
Eigen value: 3.13 Cumulative: 52.73% Cronbach’s a: .68(3.36)

Refresh I purchase genderless fashion to show my new image. .85
pursuit I purchase genderless fashion because it makes me look confident person. .82
Eigen value: 2.13 Cumulative: 62.33% Cronbach’s a: .77(3.52)

Style I purchase genderless fashion because of my fashion style or taste. 87
pursuit I purchase genderless fashion to keep my style. 78

Eigen value: 1.89 Cumulative: 70.91% Cronbach’s a: .71(3.42)

A Fojgch, Asde S5G sudolehd Ttk A4S Qb APOR HeFER Pt § 3EGOR of
5 4EgoR olfolA JIHETE FHSAh A28e  Fold RAFTE PHslkch. A4 el Az ol

AE BoAF7] 2l Aveode e, s AR

A & P melFEE AR T 5 2RYOR ol
SPgEs] Aol Btk A3esle APLARE & oA ma F7e 3R, Asasle Ate e
% fske o8 2ulolehd Tolgk, AsRAS B & Yo HzElelt Heleh] Pl § 2pgew
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Table 6. Differences in consumption values and clothing pursuit benefits

of genderless fashion according to gender identity groups

Group
Consumption values Groupl (n=108) Group2 (n=134) Group3 (n=129) F
clothing pursuit benefits
Fashion value 354 A -25B -12 B 11174
) Epistemic value 12 .04 —-.08 1.134
Consumption Social value 03 10 —12 1554
values s
Expressive value -11B 38 A -24 B 12.476
Conditional value 18 —-.08 -.07 2.534
Individuality pursuit 27 A 08A -26 B 8.466
_ ~ Deviation from the norm 26 A -08 AB -16 B 57627
Clothing pursuit Fashion pursuit 35 A -12B _2 B 13.432""
benefits
Refresh pursuit -.00 .01 .09 1.286
Style pursuit -.02 .04 .01 118

#5p<0.01 ***p<0.001 aE JHH HFHF, be Scheffe-testd 5 FAE EA] A>B
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