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[Abstract]

The purpose of this study was to apply the Q methodology to type subjective perceptions of virtual
clothing and to examine the characteristics of each type. Perceptions of virtual clothing were analyzed into
four types. The first type was the "virtual clothing trusting fit grasping type," who preferred to use virtual
clothing and believed that virtual clothing would help them grasp the fit. The second type was the shopping
mall adoption-positive design understanding type, which believes that virtual clothing is useful for design
understanding and that all shopping malls should have a virtual clothing system. The third type was the
environmental pollution reduction virtual clothing purchase type, where the virtual clothing reduces
environmental pollution and the user wants to purchase virtual clothing that cannot actually be worn. The
fourth type was the actual clothing-like fun-seeking type, in which the virtual clothing resembles actual
clothing and the shopper believes that the virtual clothing will make shopping more enjoyable. Depending
on the type, the avatar was required to adjust the dimensions of the avatar, enhance the design expression

of the garment, equip the avatar with decorative items, and produce virtual clothing for sale.
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I. Introduction
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II. Theoretical Consideration

1. Virtual Clothing and Virtual Wearing
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Fig. 1. Virtual Fashion
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Fig. 2. Virtual Fitting Room Market Size
https://www.fortunebusinessinsights.com/ko/industry—re
ports/virtual-fitting—room-vfr-market—100322
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Fig. 3. Virtual Fitting Room Market Share
https://www.fortunebusinessinsights.com/ko/industr
y-reports/virtual—fitting—room-vfr—-market-100322

2. Existence and Immersion of Virtual Fashion
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2. Process of Study

# A79 W 5712 ol2olsch. MATet 714
248 53 Q DAL PYSIE 1), Q BT 3 Q
1ES 23510 83 WPSH: 20, M@k P BES
MYSHe 3, P EEo] Q EES LRt 4w,

QUANL pe B2 I3 A1g5lo] 278 Alag #4ats
5E2 FAECIFig. 5.

‘ Q population ‘ Prior study/ Analysis of articles ‘
; ] Sampling modification &
E e RN, e [ Q sample supplementation
Ably Golden Dew | Select of P sample | Subjects \
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and/main.php \ Q sorting | Forced classification by P sample |
Fig. 4. Virtual Fitting 4
’ Type of QUANL pc program
Analysis usage

ITII. Study Methods

1. Q Methodology
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Fig. 5. Process of study

3. Q population and Q sample

© 979 Q 2T 7HoROl et Aawo A
Ao, Aot A|A|K(self-referent) Alawolt. 72l F
U JpgEelo] oist AeEe AAT6-11] ¥ 7]Ab
[1-5] 59 #A42 &M 46T & A4 &
607 E’SE&E 35t

Q 222 Q 2AEM £5€ Aawoz, Q 2AY
& ot SEHAY fAR Alew2 A FoF Aert
o] Alzof et At FAlo] FHEUA Pt go=
Ffstnt. 3% F&2d Q 229 HIES FAkk] ¢
3 2024 3Y 18URE 3Y 22U7HK] RAQ|2 AAH
TR} SPoIA APIE71S BAISHIT AMIRE7HS &3l
315 3UH9] Q 22 ATt 215 A8 Q 222
<Table 1>0]] HA[5IICY.
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Table 1. Q sample

Statement

I think virtual clothing to be similar to real clothing.

I can see virtual clothing and buy real clothing.

I think of myself as an avatar in a virtual space.

I am willing to buy virtual clothing that I can’t actually wear.

I am willing to purchase clothing through the mall’s virtual fitting
system.

I think a virtual garment would help me figure out the colors.

I think a virtual garment would help me figure out the material.

I think a virtual garment would help me figure out the design.

V|0 (NN O (AR WN[—

I would like my avatar to be based on me wearing virtual clothing.

I think virtual clothing compensates for the limitations of online
shopping in terms of not being able to try things on.

o

I like the existing photo presentation of the mall better.

I think the introduction of virtual clothing in shopping malls
has lowered the return rate.

N

w

I find that virtual clothing helps me figure out the fit.

i~

I think virtual clothing makes shopping fun.

ol

I will continue to use shopping malls with virtual clothing.

o~

I want to buy luxury virtual clothing.

~

I think the virtual garment adds to the credibility of the product.

oo

I think virtual clothing reduces environmental pollution.

I'll use a mall that has virtual clothing, even if it's a little more
expensive.

~0

N
o

I think virtual clothing is alive.

N

I think virtual clothing is less realistic

N
N

I like virtual clothing because it allows customers to participate.

I think virtual clothing is a great service for younger generations
who are used to being non-face-to-face.

N
w

I find virtual clothing convenient because I can try it on without

24 )
going to a store.

25| 1 believe virtual clothing can help increase online shopping sales.

26| 1 think the avatar's body is unrealistic.

27| 1 enjoy looking around shopping malls in virtual space.

28 I think the interaction between the consumer and the brand
takes place through the virtual garment.

29| I am inconvenienced by the use of virtual clothing.

30| I prefer to use virtual clothing.

I think virtual clothing should be introduced in all online shopping

malls.

4. Selection of P sample
TPgelgol thgt Febde ofwy] ¢ist P BRL A
259 3179 Q ERS 25517 I3t mgxielct. Q
HEoM e AmEo] Al met 20~307 Uilz P &
B9 MRS} P mE0] 27 Wolk|H QolEMS Ay
g o 539 E/dol 2PHGHAL e Byt =EH
CH24]. & AT ThgelB) s L2 9t 200
gk ofde HMojuy Wer F&Este A5 2099 P

RS MY

o|~>4

i

5. Q sorting
2R P 2 HIAP} IPOIR] Bat 14 8S
91 ooz Bojste AR ugolsi: Fe2
Y02 AEE NeR S Vo 1go BEsi
2RE Yl 1§ § S5l NERe WA Biu
Pelo) Q B2 Bucol o2mWuE vzt goe
Folot AP FEEO] PHVE lxlgich ojx|o}

T o

08 FYoz AL ALLL sher] B s
k. Bhx7E 92T Sol ChAl g T uhR Ale b
A MRES ) IV SISl K2R 47} 71 v
Sofo 142 UhE Aslo] e 082 ASHA
2 EoI4 =astoct B

o $-8% AlR2 BRI APEAS Walw by
CIfl B HEE HAATIL-0)S UFOL s
o], Uol, Xlol, 1ujA3, o]&73] & J

o= 7} 99l] £

0

Bt Q 275 HshQ B2 iE— <Fig. 6>9} It}
Neutrality
<Disagree Agree—

Q sample 2 3 3 4 5 4 3 3 2

Score -4 -3 -2 -1 0 +1 2 +3  +4

Computing
score 1 2 3 4 5 6 7 8 9

Fig. 6. Q sort and score table

6. Data Analysis
P ZEo] ofgt
CEE @8@6}%. 1 ol
7P SR %e Alewd 1d, 52 550 ol
R3psteit}. ¥9El A2 = QUANL pc program o]-&
slo] BA519ict ofo]Al ZHEigen value)o] 1.0 o]AkQl
g 71ZE0= sl 209 BMLS AJslia, 7 8219
ciegelrl Yeten 71 = zsm FElo] 54
e fdoz f3sts A
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IV. Results

1. Classification of Types

B AT Q WHES AMgslel ZIMelR % Tl
A 20f] s Ll AU ARESH 2 7dFo] Qe 200 A
gt ojido] 7ol U Fhadatel Aul2of il of| s
X3S 7RI QT Bafslln) Mol Rol Tiat Q1Alg:
&ol| tiliA] 471K] Qelo] ZE&E|Iti<Table 2>. A|129]1
2 38, 79, 128, 149, 2041 P H-E0] &35}9c} Aj290]
2 19, 89, 139, 174 P B2o| &algirt A3Age 4
9, 69, 109, 119, 18H, 198 P mEo] &5t A4
Rl 2%, 581, 9, 15W, 1681 P o] &3gich
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Table 2. Q Factor Loading and Variance

Division Type 1 Type 2 Type 3 Type 4
Factor 4477 | 2302 | 2080 1535
loading
Variance 0.224 0.115 0.104 0.077
Cumulative |50 | 0339 | 0443 | 0520
variance
Table 3. Correlation of 4 Types
Division Type 1 Type 2 Type 3 Type 4
Type 1 1.000 - - -
Type 2 0.115 1.000 - -
Type 3 0.230 0.131 1.000 -
Type 4 0.242 0.088 0.286 1.000
Vg Age 2900 28 AR Uk Tolge] 29

AR R](factor loadlng)g
o 229 4 29102 TPyl gFt AL BAR
At oho] 902 B TPyolEol it 474 &

Table 4. General Characteristics of 4 Types

&2 JA| W] 95.49%S AHstict. ZF 99l 7to] A}
THAIE AmEY, ARt AdRFe] 17117} 7}
A =2 AR AlAREY AT P Ee AL
2 UERGTTable 3>.

xﬂl P2 58 x12%632 4‘%‘, Kﬂ3%6é% 6%, Adw

Hele 1950] A, 4 % )
o Tiiet ALgZ O] A9 4ne gl 1He
o)go] Waro] A 5% 85 Basiln sig
7PgolRel Ba olgol CiiA: JPIES st 3
o, AIQLE Els] AL 19, FEol ot chelat
%2 oBIAr} 102 $ARQIC JPgelge] Do) Y
o 19 9 UojA] 42 giglom, 7hgels 7o) 7}
Ajol] EIAlE 25 10009 ol 50009 nlgtolg]
2, 3% 50009 ol4 10,0009 lgolgitt. THel
Fa) Al TA] A 4B At 19 ule

s

Exper_1ence Need for Vlrtu_al Cost of Virtual clothing
. Sub| Factor using ; Reason of need clothing .
Div. ) . Age Job . virtual ) ) . purchasing purchase
ject | loading virtual . virtual clothing purchasing . . . .
. clothing . virtual clothing | considerations
clothing experience
3 1.089 23 Student No Yes Virtual fitting No 1,000~4,999 Design
Satisfaction by
7 0.527 23 Student Yes Yes proxy for luxury No 5,000~9,999 Brand
Type 1 goods
(n=b) 12 1.403 20 Student Yes Yes Check design Yes 5,000~9,999 Design
14| 1501 | 24 | COMPAY |yl Yes Virtual fitting No 1,000~4,999 Design
employee
20 1.259 25 Student Yes Yes Virtual fitting No 5,000~9,999 Design
1 1.469 23 Student Yes Yes Virtual fitting No Under 1,000 Design
8 1.200 25 Student No Yes Check design No 1,000~4,999 Design
e 2| g3 | qag7 | 25 | COmPAY |yl Yes Virtual fitting No 1,000~4,999 Design
(n=4) employee
17| 0337 | 26 | COMPAY |y Yes Virtual fitting No 5,000~9,999 Design
employee
4 0.838 23 Student Yes Yes Check design No 1,000~4,999 Design
6 1.075 24 Student No Yes Virtual fitting No 5,000~9,999 Brand
Company . .
10 0.723 24 No Yes Check design No 10,000~29,999 Design
employee
Type 3 Satisfaction by
(n=6) 11 1.181 23 Student No Yes proxy for luxury No 10,000~29,999 Brand
goods
Satisfaction by
18 1.061 22 Student Yes Yes proxy for luxury Yes 5,000~9,999 Brand
goods
19 0.737 20 Student No Yes Virtual fitting No 5,000~9,999 Price
Satisfaction by
2 0.692 21 Student Yes Yes proxy for luxury Yes 5,000~9,999 Brand
goods
5 3.507 22 Student No No Check design Yes 1,000~4,999 Brand
Type 4 9 0.997 21 Student No Yes Virtual fitting No 10,000~29,999 Design
(0=5) 1 45 | 419 | 25 | Company No Yes Virtual fitting No 5,000~9,999 Design
employee
Satisfaction by
16 0.539 22 Student Yes Yes proxy for luxury Yes 1,000~4,999 Design
goods
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o 50009 Dlgto] 1%, 5,0009 o]’ 10,0009 ulgto
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5 70} Al TR0 A Ciafelo] 25, BREs}
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Ajdo] 1%ol9ick. 7hgelg AHgZdol chsix
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2230] gshHE Bagickn At 397} 19019
Lok st et ~els Raclgel o
aw: CAfel Eele SIsAL 19, hgES Slshat

o, BB et GAEL AshAvt 202 BAE 9

3. SAr AHEEE U= B Ur. 7VFe) R ol Al AAFC 2= TARQlo] 3T, B
7t 2%, Q= 790t 4golict JHAkelEo] oo of &t 23og UEhdtiTable 4>
e 63 5 Basith geigde TRl B4R aold 939 BFELE $AU Aske <Table 59|
ol-7ol tisliA= 7HImE S HAsiAZE 28, YA &9ls Zoh Allg3e Ue 7PdelF7 22101 479] Joj=X]
HshiA7E 27, ol oigt eSS oAzt 280l X8he At g Bl &ohl AZstH(No.10), U &
Table 5. Standard Score of 4 Types
Statement Type 1 | Type 2 | Type 3 | Type 4
1 [ think virtual clothing to be similar to real clothing. 0.1 -0.8 -1.0 1.4
2 I can see virtual clothing and buy real clothing. 1.0 0.0 1.6 1.0
3 [ think of myself as an avatar in a virtual space. -0.1 -1.0 -1.9 0.6
4 I am willing to buy virtual clothing that I can’t actually wear. -05 -2.3 1.7 0.7
5 I am willing to purchase clothing through the mall’s virtual fitting system. 0.9 1.5 -0.0 15
6 [ think a virtual garment would help me figure out the colors. -04 -0.2 0.2 -1.2
7 I think a virtual garment would help me figure out the material. -1.5 -1.3 -14 -1.2
8 I think a virtual garment would help me figure out the design. 0.5 1.5 15 0.3
9 | I would like my avatar to be based on me wearing virtual clothing. 03 1.5 -1.9 0.7
I think virtual clothing compensates for the limitations of online shopping in terms
10 . . 1.0 0.3 -0.1 03
of not being able to try things on.
11 | I like the existing photo presentation of the mall better. -2.0 -0.2 -1.3 -0.8
12 | I think the introduction of virtual clothing in shopping malls has lowered the return rate. 2.0 -0.6 -0.4 -1.7
13 | I find that virtual clothing helps me figure out the fit. 1.4 1.0 0.5 -1.1
14 | 1 think virtual clothing makes shopping fun. -0.3 0.6 0.2 1.6
15 | I will continue to use shopping malls with virtual clothing. 0.2 -0.2 -0.2 0.0
16 | I want to buy luxury virtual clothing. -1.3 -1.0 0.8 04
17 | I think the virtual garment adds to the credibility of the product. 0.3 -0.5 -0.7 -1.1
18 | I think virtual clothing reduces environmental pollution. 0.8 2.0 1.7 1.8
19 | T'll use a mall that has virtual clothing, even if it's a little more expensive. -1.1 -0.3 =12 -0.3
20 | I think virtual clothing is alive. 0.4 0.6 -1.0 -0.2
21 | I think virtual clothing is less realistic -1.5 0.9 0.6 -0.6
22 | 1 like virtual clothing because it allows customers to participate. -0.1 -0.2 -0.1 0.9
23 I think virtual clothing is a great service for younger generations who are used to being 04 0.8 13 0.0
non-face-to-face.
24 | 1 find virtual clothing convenient because I can try it on without going to a store. 1.3 -0.7 0.2 0.7
25 | I believe virtual clothing can help increase online shopping sales. -0.9 -0.1 0.6 -0.2
26 | 1 think the avatar's body is unrealistic. -1.3 0.4 -0.2 -0.7
27 | 1 enjoy looking around shopping malls in virtual space. 0.5 -14 0.8 1.4
28 I_think the interaction between the consumer and the brand takes place through the 01 06 06 13
virtual garment.
29 | 1T am inconvenienced by the use of virtual clothing. -1.1 -0.3 -0.6 -1.7
30 | I prefer to use virtual clothing. 1.6 -1.7 0.2 -0.3
31 | I think virtual clothing should be introduced in all online shopping malls. -0.5 1.0 0.7 -0.9
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Table 6. Characteristics of type 1
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2. Consist of Q Types

1) Type 1: Virtual Clothing Trust & Fit Grasp Type
A1gde & 5goe PHEYU AIGHS 4520
71440lg EQo] SHEES WA A2l (No. 12)
7ML 088 A EalelrHNo.30). E, Thelf7t B e
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Items strongly agreed in type 1

Standard score

12. I think the introduction of virtual clothing in shopping malls has lowered the return rate.

30. I prefer to use virtual clothing.
13. I find that virtual clothing helps me figure out the fit.

24. 1 find virtual clothing convenient because I can try it on without going to a store.

2. I can see virtual clothing and buy real clothing.

2.03
1.60
1.40
1.34
1.02

Items strongly disagreed in type 1

Standard score

29. 1 am inconvenienced by the use of virtual clothing.

19. I'll use a mall that has virtual clothing, even if it's a little more expensive.

26. 1 think the avatar's body is unrealistic.
16. 1 want to buy luxury virtual clothing.
21. I think virtual clothing is less realistic

7. I think a virtual garment would help me figure out the material.
11. 1 like the existing photo presentation of the mall better.

-1.10
-1.12
-1.25
-1.28
-1.51
-1.52
-2.04
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Items strongly agreed in type 2

Standard score

10. I think virtual clothing compensates for the limitations of online shopping in terms of not being

able to try things on. 128
9. I would like my avatar to be based on me wearing virtual clothing. 1.52
8. I think a virtual garment would help me figure out the design. 1.51
5. T am willing to purchase clothing through the mall’s virtual fitting system. 1.47
31. I think virtual clothing should be introduced in all online shopping malls. 1.01
Items strongly disagreed in type 2 Standard score
3. I think of myself as an avatar in a virtual space. -1.02
7. 1 think a virtual garment would help me figure out the material. -1.27
27. 1 enjoy looking around shopping malls in virtual space. -1.40
30. I prefer to use virtual clothing. -1.72
4. T am willing to buy virtual clothing that I can’t actually wear. -2.25
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Table 8. Characteristics of type 3

Items strongly agreed in type 3

Standard score

18. I think virtual clothing reduces environmental pollution.
2. I can see virtual clothing and buy real clothing.

23.
non-face-to-face.

4. T am willing to buy virtual clothing that I can’t actually wear.

8. I think a virtual garment would help me figure out the design.
I think virtual clothing is a great service for younger generations who are used to being

1.73
1.72
1.63
1.47

1.27

Items strongly disagreed in type 3

Standard score

20. 1 think virtual clothing is alive.
11.

3. I think of myself as an avatar in a virtual space.

19. I'll use a mall that has virtual clothing, even if it's a little more expensive.
I like the existing photo presentation of the mall better.
7. I think a virtual garment would help me figure out the material.

9. I would like my avatar to be based on me wearing virtual clothing.

-1.07
-1.14
-1.16
-1.22
-1.32
-1.69

Table 9. Characteristics of type 4

Items strongly agreed in type 4

Standard score

18. I think virtual clothing reduces environmental pollution. 1.76

14. T think virtual clothing makes shopping fun. 1.60

5. T am willing to purchase clothing through the mall’s virtual fitting system. 1.47

27. 1 enjoy looking around shopping malls in virtual space. 1.38

1. I think virtual clothing to be similar to real clothing. 1.37
Items strongly disagreed in type 4 Standard score
17. 1 think the virtual garment adds to the credibility of the product. -1.07

13. I find that virtual clothing helps me figure out the fit. -1.14

7. 1 think a virtual garment would help me figure out the material. -1.16

6. 1 think a virtual garment would help me figure out the colors. -1.22

28. I think the interaction between the consumer and the brand takes place through the virtual garment. -1.32

29. I am inconvenienced by the use of virtual clothing. -1.68

2. 1 can see virtual clothing and buy real clothing. -1.69
gro] oY1l 51, 1 o/ US4 gHete di2] A o8-S Fuid 4 Qlok st &, 7Yl R

O0pES ©

152 9lah ofe A 27] e ojeky shgic. “IHY

ojzr} BeAlS molst o mgo] Tk n AyZlshL,

O

o] “7IAIO]22 W7 Alo|RZ2 AEHEF A 917] w2 o]
2}y sigt &, “7Hdolest nE galel Ao £9
ojo} 3} 1 5191, o= “RE AmEo| £olEr}H
|75 Aeisly] golsly] wlR olzta sigich. It

CIEE A 7}}\}4] 27} 9l yiy=Eo o]8sK]=
A= 1 201 511, o] “BIRCHH Zo] 7patelE

HE| 28 o|@3tA] e A 27 He olakn stgict. “of
slete] goj7} wl@AAolek A7tetA] ek 819l
1, ol "Xjo]x £4o] 7Hssto] AR ARe] Bujet u]

2317] 02 of2} 1L sfgick “7}@%% A8 ofutet
7h ) 240 ool WYL RL S, ol "2
24 GOl Al £ sl 952 A 2] 9
Eroleln slolch =, A AR 210lEt o
WP R ST, ol “AECE AR 243 Hald 4
9] 2 olet sjgick

A3GFL Mol BAQES FolzT, AN UL
2 Qe JMolRE Pusta Alojsie, Jhyelas ww

k

7} tiatel mpeto] £80] g 50| £ Aujazta
ST A3SAS BA0Y Ta Tyl Tohd
olet Wslort.

av

4) Type 4: Similarity with Real Clothes & Enjoyment

5 dor /dE Ut A3RES MR
Oﬂlzth A7¥s11(No.18) 7He 77t
shiEcha *“7P6}0ﬂt$(No.14>. 4120 7}
2 ol&3l AFAIES Ui ol U

H(No.5), 7Vd=5<tolxe] agZ o]&o] Aju]iral A2}
B, 7PIYRIT AR o Ea fAsR AL
o.1). 22y 7ol Rt AR Al de
2R ?;%Em 3199 1(No.17), 71ate] 27} grerfe
ofshe Hl =30l HA] gethal A2sHAHNo. 13).
O 77t AR mefsl= d &go] HA] %i(No.7),
= ookt =80] HA] A9tthNo.6). E, 7}*&4
e %811 AH|RIQL HEHEO] AFSAEZO] O] ROJA|A] OF
1

7¥5}1(No.28), 7HAolE o]go] EWEHK| &

Ji' B



200 Journal of The Korea Society of Computer and Information

QLom(No.29) 714l B8 1w Al o2
T} (No. 2) *@7%}04E%<Table 9.

=9 5H(3.507) P BEL2 A48
59 P BES VMRS 4WE &

oh & 4 9 2
A SEY I AL, ol THIETINN o2 g &
AL 4 97 W oleka ik THYolRt Ao
2 FojEcy . AISHL ol Mol ARSY) 4
B8 $5A7 i A Qoly #4edg Folk Yk
©30] B7] TR ol sloick. “THelF7t AA] o

3} Sl 1 Bl ol “AERolLt CixfelS mpo}

shlo] WasA] o] theolek slirt. E, IR

oM 4W2e Eelut Zo] AU T sRw, of

A UH%% PP ofPl 397} gres) el o
b £ B0k stk

<3, AR o=

3 Al sisitt. . s1elest 4SS o

£W2Y 085 Zlo] AUIYLL, TPy

o8 ojato] QIoirt. AUGHL ‘A of=

F7oleta stk

q }\] AHEILS

—uaa

84t 5718

V. Conclusion

2ol Q wuEe A8slol 14
3}

aae ool 1
Al o2 qofat 4 glon], Fhaelg7t ool 71A] o
D& &S 2 4 Qlold A mefshe o 280
ok AZEsIeITt &, 7HAke] 2 AJAE]D £Qo0] 4m=o]
YL g9 Lhxo] Zrhy AIZNSHe pARolE AlR] ke
morgd o]t} A2 7Rt tARIES mhetsh=
H =50l i 229l 2839 YojBA] Rsh= Al
o weld) 30}, RE Lol 4x2o] EYlolo} et
SIS . OIS AL 8alE oSIEP] ) 24
oz siel £ 7 2k sen, 4880 e
AAES o) g3lo} QRAIES Fol gl gl ‘4T
= E%‘ _—m E,]K}Ol J_ﬂro}oé o]g)il:}, A3 3
7t e de FoED, AN UL 4 g MRS
A

Fale Alof Slo, 7PYelRE W UK o) g T

do 4>

(@)

— 30
i
£l
oX
N
ﬂ
)
%)

oy

P

N

S Sl

12wy
rlo
o
=2
0\1
rlo
E
ﬁ
=]
oX
\I
l
rir
k&
ﬁ
' o
of

]4voao 7}/\}4 E7} 9}74
B, A o3 Safeictn stk &, 7}
& W] A50 eI SBEE 018
91, 7HgALe] A|AELS o83 ofgfo] 9}

2 91} 348 £7Folot,

T 7Pgelgel Ut AL S, &
}Hﬂi}ﬂ 7Pdelg Aol 279k byl Rol
| PdolR Aol T AAEE ket

lo

o
1o 0@
du o
)
Fﬁ

ol
——
rr
pa
i)
=2
=

rr
>
>,

)]

I-HJ
i

my 2 ogh
T rhz
ro
>

S, AL FHelE A8 oA Holel 4
Pgelg A2ES 085t F03 A F st by
Ao| A|2E1S B FeA) SHelojck, Tehd Aulabt of

ulete] |4 278 S8 ARl AFet o) A4S A
23 4 TS sk AL 50| 27 7|EY
F1sEel slalgd 59 71EAQl A4wet oha} of
BlER] ChRt 9jo] gt A4 Aol TR otES Tt
Ao AAES e Wast 9lg oz Az,

S, A2EY £ £ 3 ORI DY) 7
Qo= 7PgoIF AlAELS o] g5t BAo] o=l LA}
Q1S mfots}] 9t Zlolck. wetAl ofuters slfstel o
2o] UE|US L SHQIF 4 QTS AAHNS PEY Wa
7} Itk €, AHE0S th) FEolt Fejo] Wat 52
TR 4 9l 712 Lol eper

W, FI39RY THE 24 HYIF PR A
PR oo UelolLt BreAlE Slsh] i3t =
Ko] offe} ApAII} ofslelg To)7] $13t TPolR 7
OhS 93t BAOR o] §ICk We spgAte] Alasm
ot ohUje} Chsst 7Pdels CiAlole) Al U mojt We
g 7oz AtEn, JPoR 4B edo] aPHck

WA, A9 AR o At 5718 ET0] AL
TPgOlR 0182 ste] olx 271k gdoldlt. ¢
2 7PgolE a8 20] 548 Aol & 4 9
S92 x71et "WQut Q1S 7oz AzkElct JHAr
oA ORIELE Y & g dol, ool o
A@) 50] hgt ool 18]S 53t 548

PgolE T A Bt ATE TP W AxEe
Agap] 9t o) R4S =55P] U3 A3 7}
A QM IR QA o} AR} UAITEIVE]
P Aol 280l Al AulAp7L ofd QIALS: o}

L ik oebd Tpgelg 2



A Study of Subjectivity about Virtual Fashion 201

aujRle] QAle gt 1

= # o] 9o} gkn &
ok

# A7 @A cheut 2ok A, Hgelg of
g Q14832 200 Aol @siof RALICE olof o}
Pt AYhol T2 Aol YotuA] Tatck. A, of
Xoll @stol Maystol Aol mE Aol BAsHA| £
SIICk AV, Q WEES ARg o] FA Bolxe] 2l

AlQ

4g gaslelgion], thae) aale dolux] Relgict
Ty A1ATe] uElol £)2 7]golol & o
2 A, $5 Cost 9, o) e 271 o
77} olgolHof & o2 Azt

REFERENCES

[1] S. Gu, “Without Al, you’re left behind”: the ‘new winds’ blowing
in fashion, [-news 24, https://v.daum.net/v/20231011054506787

[2] K. Park, “A case study of virtual fashion industry of fashion brands
through convergence with metaverse,” The Korean Society of
Science & Art, 39(4), 161-178, September, 2021. DOL: 10.17548/
ksaf.2021.09.30.161

[3] R. Park, Retailer ‘virtual stores’ soar...100 VR platforms now
available, Chungang Ilbo. https://news.koreadaily.com/2023/06/12
/economy/economygeneral/20230612201721388.html

[4] S, Lee, Here comes “virtual clothing” you can’t wear or touch,
Sisa In. https://www.sisain.co.kr/news/articleView.html?idxno=
46920

[5] Korea International Trade Association[KITA], USA, how will the
metaverse change the fashion industry?, https:/www.kita.net/board
/total TradeNews/total TradeNewsDetail.do?no=70058&siteld=2&C
ontentsID=KI_cmmrcNews_01_70058&query=%ED%8C%A8%E
C%85%98%EC%82%B0%EC%97%85%20%EB%A9%94%ED%
83%80%EB%B2%84%EC%8A%A4

[6] H. Lim, “Analysis of utilization of virtual try on simulation and
consumers’ preference in apparel online shopping,” Fashion &
Textile Research Journal, 14(1), 83-89, February, 2012. DOIL: 10.
5805/KSCI.2012.14.1.083

[7] H. Yoon, “Drape comparison between virtual fabric and real fabric
for the production of virtual clothing,” Journal of Human Ecology,
25(3), 95-104, December, 2021. DOL 10.36357/johe.2021.25.3.95

[8] R. Choi, & C. Cho, “A virtual fitting system using the top and
bottom image of garment,” Journal of Korea Multimedia Society,
15(7), 941-950, July, 2012. DOL 10.9717/kmms.2012.15.7.941

[9] H. Ju, J. Lee, & Y. Kim, “Adult male consumer’s awareness and
demand for virtual fitting system adoption in online apparel
shopping,” Journal of the Korean Society of Fashion Design, 20(4),

161-174, December, 2020. DOI: 10.18652/2020.20.4.10

[10] Y. Kim, S. Yin, & H. Song, “A comparison of fit and appearance
between real pants with 3D virtual pants,” Fashion & Textile
Research Journal, 16(6), 961-970, December, 2014.

[11] Y. Nam, & D. Kim, “A study on the comparison of 3D virtual
clothing and real clothing by neckline type,” Fashion & Textile
Research Journal, 23(2), 247-260, April, 2021. DOI: 10.5805/
SFT1.2021.23.2.247

[12] Y. Seo, “Effects of virtual model characteristics of internet
clothing shopping mall on consumer’s shopping experience and
loyalty,” Fashion & Textile Research Journal, §(1), 41-47,
February, 2006.

[13] S. Park & H. Kim, “Effect of perceived presence in metaversse
on extended self and purchase intention of virtual and actual
clothing=Verification of moderating effect of ideal self-seeking
tendency,” Journal of the korean Society of Costume, 72(5),
150-168, October, 2022. DOI: 10.7233/jksc.2022.72.5.150

[14] S. Oh, “Wear, buy and create virtual clothing”...DDP’s Meta
fashion playground opens, Youth Daily. https://www.youthdaily.
co.kr/news/article.html?no=130976

[15] S. Lee, From launching a virtual clothing brand...‘three ways’
retailers can use NFTs, Hankook Ilbo. https://www.hankookilbo.
com/News/Read/A2022022817060001885?did=NA

[16] B. Park, “Fitting at home without leaving the store” ConnectWave
virtual fitting service, HeraldCorp. https://news.heraldcorp.com/
view.php?ud=20231121000373

[17] E. Gu, I want to try on virtual clothing, but I need more time,
Aisa Economics. https://view.asiae.co.kr/article/2022092809532
728764

[18] Fortune Business Insights, Hardware & Software IT Services/
Virtual Fitting Room(VFR) Market. https://www.fortunebusines
sinsights.com/ko/industry-reports/virtual-fitting-room-vfr-market
-100322

[19] T. Kim, & T. Kim, “A study on development direction of the
advertisement which was applied augmented reality-Focus on
presence and satisfaction,”
59-68, October, 2010.

[20] V. Draper, D. Kaber, & J. Usher, “Telepresence,” Human Factors,
40(3), 354-375, September, 1998. DOI: 10.1518/0018720987795
91386

[21] J. Lessiter, J. Freeman, E. Keogh, & J. Davidoff, A cross-media
presence questionnaire: The ITC-sense of presence inventory.
Presence: Teleoperators & Virtual Environments, 10(3), 282-297,
June, 2001. DOL 10.1162/105474601300343612

[22] M. Csikszentmihalyi, “Play and intrinsic rewards,” In Flow and

Design Convergence Study, 9(5),

the foundations of positive psychology, Springer, Dordrecht,
2014.

[23] H. Ko, & M. Lee, “The effects of flow on stress and well-being
in korean college students: The moderating effect of flow and



202 Journal of The Korea Society of Computer and Information

the mediating effect of coping strategies,” Study of Stress, 21(4),
283-292, December, 2013.

[24] M. Son, K. Han, Y. An, & S. Kim, “A study on the major factors
affecting the intention to use the AR virtual fitting system, Journal
of Digital Contents Society, 20(5), 991-1000, May, 2019. DOI:
10.9728/dcs.2019.20.5.991

[25] H. Kim, “Q Methodology: Philosophy of Science, Theory,
Anlaysis and Application,” Seoul: Communication Publishing
Company, 2008.

[26] S. Watts, & P. Stenner, “Doing Q methodological research;
Theory, method & interpretation,” SAGE, 2012.

[27] S. Ramlo, “Mixed method lessons learned from 80 years of Q
methodology,” Journal of Mexed Methods Research, 10(1),
28-35, October, 2015. DOI: 10.1177/1558689815610998

[28] S. Brown, ‘Political subjectivity: Applications of Q methodology
in political science,” Yale University Press, 1980.

[29] S. Kang, “A study on the usage of 3D virtual clothing system
in domestic apparel companies(Unpublished master’s thesis),”
Yonsei University, 2020.

[30] E. Kang, & E. Park, “A study on the influence variables of
purchasing intentions of Apparel products using virtual fitting,”
Journal of the Korean Society of Design Culture, 26(1), 1-13,
March, 2020. DOIL: 10.18208/ksdc.2020.26.1.1

[31] H. Ju, J. Lee, & Y. Kim, “Adult male consumer’s awareness
and demand for virtual fitting system adoption in online apparel
shopping,” Journal of Fashion Design, 20(4), 161-174, December,
2020. DOL: 10.18652/2020.20.4.10

[32] E. Kang, “Consumer perception of fashion related virtual humans
through big data analysis,” Journal of the Korean Society of
Design Culture, 30(1), 1-13, March, 2024. DOL: 10.18208/ksdc.
2024.30.1.1

Authors

Su-Joung Cha received the B.S., M.S. and
Ph.D. degrees in Clothing and Textiles from
Sookmyung Women's University, Korea, in
1996, 2005 and 2009, respectively. Dr. Cha
joined the faculty of the Department of

Fashion and Clothing at Seowon University, Chungju, Korea,
in 2017. She is currently a Professor in the Department of
Fashion and Clothing, Mokpo National University. She is
interested in human body, virtual 3D simulation, sewing

technology and pattern making.



