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Abstract

The purpose of this research was to analyze the clothing behavioral attributes of male music enthusiasts. A questionnaire
was developed based on previous researches. Respondents were men who were concerned with music in terms of
a job, a major or a hobby. A total of 200 responses were analyzed by SPSS 20.0 through factor analysis with Varimax
rotation, ANOVA with post-hoc test(SNK-test) and y*-test. Music preference was classified into 3 factors: New age/jazz,
Hiphop/dance, and Metal rock/ballad factor. 5 Clothing purchasing orientation factors were extruded: hedonic, planned,
convenience, brand pursued, and fashion pursued purchasing orientation. Using those factor scores, 3 groups were
classified: Groupl(Gl), preferring Hiphop/dance music with lower hedonic and brand/fashion pursued purchasing
orientation; G2, preferring Hiphop/dance music with no interest in clothing shopping and fashion; G3, preferring New
age music with high convenience and brand pursued purchasing orientation. In addition, there were significant differences
among groups in clothing behavior such as social ostentation, individuality, self-expression, fashionability, conformity;
in purchase motivation such as hedonic and trend/designer oriented purchase motivation; in information source like
advertisement/media source; and in store choice criteria such as store light/music and popularity. The findings showed
even the enthusiasts for the same music showed the different sopping orientation and different clothing behavior, suggesting
that a personal value or taste can be a plausible factor to figure out attributes of consumers. An interest/involvement
in clothing could be helpful to subdivide the music enthusiasts as the target market.

Keywords: popular music, music enthusiast, clothing purchasing orientation, clothing behavior
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(Table 1) Music Preference Factor Analysis Result

Factors and Items Factorl Factor2 Factor3
New age/Jazz preference factor

New age 786 -.085 159
Jazz 743 125 -.166
Hiphop/Dance Music preference factor

Hiphop -215 812 .073
Dance Music 331 745 .024
Ballad preference factor

Metal Rock .002 .066 -.791
Ballad -.004 156 723
Eigen value 1.326 1.267 1.207
Variance explained(%) 22.101 21.121 20.118
Cummulative variance explained(%) 22.101 43.222 63.640
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e
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QIE-AS AAjEHIri<Table 2>, 1 A3}, 24 o
g, A UG, fAFT U
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(Table 2) Factor Analysis Result of Clothing Purchasing orientation

Factors and Items Factorl Factor2  Factor3  Factor4  Factor5
Hedonic Purchasing orientation factor

I purchase clothes on liking without a plan. 743 - 111 .067 -.109 -.041
I purchase clothes regardless of the income level. 725 -.191 .039 -.088 -.036
When nervous, clothing shopping refresh myself. 714 139 .022 .04 =177
I like shopping clothes. .672 .363 -121 .015 -.070
Planned Purchasing orientation factor

In advance, I ruminate over buying new clothes. .190 788 .078 .084 264
I set up a plan to buy clothes in advance. -.034 740 -.003 -.053 -.088
I compare the prices of various stores prior to buying clothes.  -.027 731 -.042 .003 -.168
I purchase clothes within the expectation of budgets. -.119 .662 .091 -.156 .010
Convenience Purchasing orientation factor

When shopping clothes, I visit the nearest store to my office or 035 016 903 _006 046
house.

When shopping clothes, 1 visit a store easy to get to. -.002 .029 .897 .024 -.078
Brand pursued Purchasing orientation factor

E;gndiing a favorite brand, I continually purchase clothes of the 099 049 02 _sa4 096
I only purchase the clothes going well with my image. =243 138 .077 - 769 -127
I purchase clothes of my favorite brand regardless of higher

price rather than other brands. 296 ~105 ~018 ~618 ~033
Fashion pursued Purchasing orientation factor

I purchase clothes considering the newest fashion. 027 .046 -.076 -012 -.849
I purchase new clothes catching up with the changes of fashion. .000 -074 .077 .005 -.812
Even far, 1 visit a fashionable store. 219 .066 .065 -.024 -.655
Eigen value 4.004 2.347 1.650 1.262 1.217
Variance explained(%o) 25.024 14672 10315 7.889 7.608
Cummulative variance explained(%o) 25.024 39.695 50.011 57900  65.508

Aek 2 oBPulAR 29 19 A5} B &
Folr] FIet 2} 350} folHOR(p<001) EE L 1}
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wls) ole) AEe] 1AL lmeth S 2 Aslst
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(Table 3) Comparison of Clothing Purchasing orientation among Groups

Factors and Items Gl(n=68) | G2(n=70) | G3(n=62) | F-value | p-value
Hedonic Purchasing orientation factor -343 b 770 a -494 b 47.34 |.000
I purchase clothes on liking without a plan. 250 b 374 a 2.60 b 2449 |.000 F*
I purchase clothes regardless of the income level. 213 b 320 a 211 b 21.55 |.000 ***
When nervous, clothing shopping refresh myself. 252 b 4.00 a 244 b 44.86 |.000 F**
I like shopping clothes. 316 b 419 a 318 b 23.53 |.000 **
Planned Purchasing orientation factor -.193 164 .026 2.25 |.108
In advance, I ruminate over buying new clothes. 3.62 3.61 3.68 .07 1.935
I set up a plan to buy clothes in advance. 3.15 3.53 3.24 1.89 |.154
I compare the prices of various stores prior to buying
3.06 b 3.61 a 321 ab 3.86 [.023 *
clothes.
I purchase clothes within the expectation of budgets. 343 b 386 a 395 a 458 |.011 *
Convenience Purchasing orientation factor -338 b .108 a 249 a 6.55 |.002 **
When shopping clothes, 1 visit the nearest store to my
2.56 b 297 a 311 a 400 |.021 *
office or house.
When shopping clothes, I visit a store easy to get to. 2.66 b 334 a 330 a 6.87 |.001 **
Brand pursued Purchasing orientation factor 789 a -355 b -464 b 4722 |.000 ***
Finding a favorite brand, I continually purchase
227 b 339 a 339 a 21.85 |.000 **¥*
clothes of the brand.
I only purchase the clothes going well with my image. 213 ¢ 331 b 382 a 45.62 |.000
I purchase clothes of my favorite brand regardless of
. . 218 ¢ 344 a 2.89 b 22.11 |.000 ***
higher price rather than other brands.
Fashion pursued Purchasing orientation factor .688 a -927 ¢ 291 b 94.84 1.000 F**
I purchase clothes considering the newest fashion. 202 ¢ 371 a 240 b 54.84 1.000 F**
I purchase new clothes catching up with the changes
. 2.06 b 3.51 a 237 b 3436 |.000 ***
of fashion.
Even far, I visit a fashionable store. 1.79 ¢ 377 a 234 b 87.82 |.000 ***
* p <.05 * p < .01, ** p < .00L
Means accompanied by the same letter do not differ significantly(p<.05, a>b>c).
Uehlle] f¢ W2 nefshd @ Fdeltta @ &£ oPgEi olold, Pt W Lotoleky & 4 ok,
=g AHo= ot

A7k SIS AolE HAE AF<Table 4>, 3
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(Table 4) Comparison of Groups according to Popular Music Preference

Factors and Items Gl(n=68) | G2(n=70) | G3(n=62) | F-value p-value
New age/Jazz preference factor -.168 b -067 ab| .260 a 3.29 039 *
New age 3.06 b 323 ab| 355 a 4.09 018 *
Jazz 3.65 3.70 3.76 23 797
Hiphop/Dance Music preference factor 535 a 316 a | -94 b 68.60 .000 **
Hiphop 421 a 407 a 284 b 45.93 .000 **
Dance Music 3.84 a 359 a 290 b 19.52 .000 **
Ballad preference factor .095 -124 .036 885 414
Metal Rock 2.69 3.06 2.65 2.93 .056
Ballad 4.12 4.09 3.87 1.50 226

*p < 05, ** p < 00

Means accompanied by the same letter do not differ significantly(p<.05, SNK-test, a>b).
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(Table 5) Clothing Behavior Factor Analysis Result

Factors and Items

Factor] Factor2 Factor3 Factor4 Factor5 Factor6

Social ostentation factor

Brand shows my living standard. 832 .020 .008 .100 .068 .013
Brand reveals my class. 813 012 .004 .039 176 - -.001
If possible, I prefer renowned fashion brand. Je7 147 067 046 .080  .180
I prefer one piece of expensive name-brand clothes to several ~ .678  .146  .013 078 203 .082
pieces of cheap and good clothes.

Dressed up with branded clothes, 1 feel confident. 671 208 115 -052 275 -.002
I'd like to go out well dressed to attract other’s attention. 610 209  .031 -066 -208 300
Individuality factor

I purchase distinguishable clothes. A1 826 139 041 -022 012
I like a brand new style of dress. 072 819 .045 -133 049 203
I like clothes with unique design, material and color. A52 781 .007 015 068  .028
I purchase clothes others don’t wear. A23 662 .023 36 251 -.009
I like to try on a new style. 187 .634 101 -152 402 .080
Self-expression factor

I purchase such clothes that go well with my image. 143053 8l A27 0 -229 0 .026
I purchase clothes that go well with my clothes in the closet. 016 023 771 093 170 015
I buy clothes considering if it express well my image. -028 142 754 019 121 -013
I purchase such clothes that go well with my appearance. 256 118 709 070 -305  .013
I purchase clothes considering its suitability to my daily life. -112° 059  .645 267 084 012
Practicality factor

I usually purchase easy clothes to move. -103 082 .086 770 -065 065
I buy a timeless style. 12 -.096 131 766 .001 .057
When shopping clothes, 1 think if it’s easy to wash and care. A13-182 092 695 104 171
When buying clothes, 1 think I'll wear it frequently. 042 164 175 644 -173 -078
Fashionability factor

I’'m the earliest adopter of a new fashion style among my friends. ~ .338 214~ .003 -035 754 186
Even noticed, I'd like to show the new fashion to my friends. 357 333 -.004 -155 600 333
I’d like to rise above the crowd by wearing the newest fashion. 412 370 -006 ~ -045 590  .232
Conformity factor

If my friends wearing new style, 1 also wear it. A33 071 145 000 041 810
I purchase the similar style to my friend’s attire. 09  -.057 -.067 A4 107 792
Attending a meeting, 1 feel awkward if my dress are different  .062  .174  -035 086 159 497
from others.

Eigen value 3.894 3385 2833 2316 1989 1951
Variance explained(%) 14976 13.020 10.896 8907 7.649 7.503
Cummulative variance explained(%o) 14976 27.995 38.891 47.798 55446 62.949
ol frafell #Alo] Brka g+ AYAT(Choi, 1997, as  YEhY} Al F 27 753 =gk 22 AddeiAs
cited in Im, 2006)5 A|A|sh= AFoltt. T4 o8& LS & F Uk
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(Table 6) Comparison of Clothing Behavior among Groups

Factors and Items Gl(n=68) | G2(n=70) | G3(n=62) | F-value | p-value
Social ostentation factor -376 b 475 a| -124 b 15.07 000 HxE
Brand shows my living standard. 253 b 340 a 279 b 10.51 .000 ***
Brand reveals my class. 229 b 333 a 2.65 b 15.44 .000 ***
If possible, 1 prefer renowned fashion brand. 232 b 3.16 a 242 b 10.44 .000 ***
I prefer one piece of expensive name-brand clothes to 213 b 319 a 296 b | 1596 000
several pieces of cheap and good clothes.
Dressed up with branded clothes, I feel confident. 234 b 340 a 252 b 17.55 .000 ***
I’d like to go out well dressed to attract other’s attention. | 2.46 ¢ 346 a 292 b | 13.09 .000 F**
Individuality factor -149 b 345 a| -226 b 6.88 001 ***
I purchase distinguishable clothes. 269 b 330 a 250 b 8.18 000 HHE
I like a brand new style of dress. 263 b 347 a 271 b 9.43 000 HHE
I like clothes with unique design, material and color. 265 b 343 a 2.66 b 9.52 .000 ***
I purchase clothes others don’t wear. 240 b 314 a 252 b 8.61 .000 ***
I like to try on a new style. 2.19 b 336 a 229 b | 21.75 .000 ***
Self-expression factor -252° b 222 a .026 ab| 4.04 019 *
I purchase such clothes that go well with my image. 3.85 4.24 4.05 272 .069
ikl))suertchase clothes that go well with my clothes in the 385 b 430 a 407 ab| 417 017 *
I buy clothes considering if it express well my image. 374 b 426 a 397 ab| 533 006 **
I purchase such clothes that go well with my appearance.| 3.81 4.17 4.05 2.16 119
{i f1;urchase clothes considering its suitability to my daily 39 3.89 397 39 631
Practicality factor 142 -.176 176 1.85 .160
I usually purchase easy clothes to move. 3.90 3.61 3.84 1.55 215
I buy a timeless style. 3.65 3.54 3.74 54 581
(\:Zrheen shopping clothes, I think if it’s easy to wash and 334 339 304 95 781
When buying clothes, I think I’ll wear it frequently. 3.88 3.70 3.86 .62 .540
Fashionability factor -270 b 402 a | -158 b 9.68 000 ***
Un the earliest adopter of a new fashion style among my 181 b 317 a 215 b | 3135 000
friends.
EYen noticed, I’d like to show the new fashion to my L77 b 297 a 203 b | 2367 000
friends.
rd ¥1ke to rise above the crowd by wearing the newest 184 b 297 a 198 b | 233 000
fashion.
Conformity factor -181 b 249 a | -.083 ab| 3.60 029 *
If my friends wearing new style, I also wear it. 246 b 320 a 253 b 7.98 .000 *
I purchase the similar style to my friend’s attire. 213 b 270 a 236 ab| 4.82 .009 **
Attendlng a meeting, [ feel awkward if my dress are 263 284 253 L18 310
different from others.
* p <.05 *¥* p < .01, ¥** p <.001.
Means accompanied by the same letter do not differ significantly(p<.05, SNK-test, a>b>c).
71¢] steiAtdS wetalr] flate] Ql S AAlRt A Fog FAE] ] FulErleka & 4 ok Al 3
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(Table 7) Clothing Purchase Motivation Factor Analysis Result

Factors and Items Factorl Factor2 Factor3 Factor4
Trend oriented purchase motivation factor

Looking at the dress of a celebrity 785 .056 -.107 237
Looking at the advertisement 11 312 -.100 -.053
To fallow the new trend .700 .042 226 253
Looking at magazine or other’s attire .649 457 .053 -.032
Hedonic purchase motivation factor

To seek for individuality 194 732 -.140 -018
To relieve stress or refresh myself .103 725 130 267
To feel the urge to buy impulsively A77 667 .198 .062
Fundamental purchase motivation factor

No clothes to wear -.032 -.139 .833 -.008
To attend an event -.048 254 .650 .168
With the change of the season 256 191 486 -446
Enthusiasm for designer purchase motivation factor

To support my favorite designer 182 .140 122 785
To be delighted to collect favorite clothes 478 235 -.007 .606
Eigen value 2.444 2.013 1.518 1.410
Variance explained(%o) 20.363 16.777 12.652 11.751
Cummulative variance explained(%o) 20.363 37.140 49.793 61.543
SJETE71e] shelxk 3 A @l gle] FHekt SJETuIA] ARgEl= AR @9l B2 AF<Table

Ajo]% #A 5 AR<Table 8, A 12210141 EHTT 4
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(Table 8) Comparison of Clothing Purchase Motivation among Groups
Factors and Items Gl(n=68) | G2(n=70) | G3(n=62) | F-value p-value
Trend oriented purchase motivation factor -394 b 494 a -127 b 1530 | .000 ***
Looking at the dress of a celebrity 212 b 299 a 219 b 12.01 | .000 ***
Looking at the advertisement 222 ¢ 314 a 2.63 b 11.59 | .000 ***
To fallow the new trend 1.85 b 3.09 a 216 b 2512 | .000 ***
Looking at magazine or other’s attire 227 b 320 a 257 b 11.67 | .000 ***
Hedonic purchase motivation factor -305 b 428 b -149 b 11.33 | .000 ***
To seek for individuality 2.66 b 346 a 303 b 747 | .001 *
To relieve stress or refresh myself 249 b 363 a 253 b 21.62 | .000
To feel the urge to buy impulsively 238 b 334 a 245 b 13.57 | .000 ***
Fundamental purchase motivation factor -.164 144 017 1.66 | .194
No clothes to wear 3.62 3.70 3.69 A3 | 877
To attend an event 3.09 347 3.40 212 | 122
With the change of the season 3.65 4.01 3.82 2.35 | .098
Enthusiasm for designer purchase motivation factor -271 b 308 a -051 b 6.194 | 002 **
To support my favorite designer 1.60 b 256 a 211 a 8.96 | .000 ***
To be delighted to collect favorite clothes 1.62 ¢ 290 a 210 b 24.64 | .000
* p < 05, * p < 01, ®* p < 00L.
Means accompanied by the same letter do not differ significantly(p<.05, a>b>c).
(Table 9) Information Source Factor Analysis Result
Factors and Items Factorl Factor2 Factor3
Advertisement/Media factor
Catalog, mail advertising .854 -.021 113
newpaper, magazine article 768 .184 -.031
TV, Radio 716 150 176
Voluntary searching factor
Internet 292 751 -.176
Observation of other’s attire .026 137 .145
Store display .091 583 418
Other’s advice factor
Advice from shop salesman .160 -.014 .872
Advice from family or friend .031 459 .529
Eigen value 1.952 1.714 1.312
Variance explained(%) 24.401 21.423 16.403
Cummulative variance explained(%) 24.401 45.824 62.227
Ae skl AZehe Axel tia Bt A U o) 74 agle] £Ewglom, A4l wske] 70.70%7} A4
Bttt BEQC F2 Al zols AlFe] F4, 74, A,
AEAY7)E tieh 29l ¥4 Z3<Table 11>, 2 FAvde] 21EA Fol 2L, HE Aol visa
o] Z3} Fof, FA Muls, A%, 9A, taZge]l  Foldel A, HE X9 I Tl A-EHIA
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(Table 10) Comparison of Information Source among Groups

Factors and Items (ngés) (HS%O) (nggz) F-value p-value
Advertisement/Media factor -304 b 340 a -.050 b 7.77 .001 *
Catalog, mail advertising 1.94 b 2.56 a 2.21 ab 5.16 .007 **
newpaper, magazine article 2.15 b 2.80 a 227 b 6.06 .003 **
TV, Radio 2.09 b 2.69 a 2.47 ab 4.65 011 **
Voluntary searching factor -.027 .105 -.089 .66 519
Internet 3.07 3.31 2.94 1.56 213
Observation of other’s attire 3.31 3.47 3.39 42 .658
Store display 3.40 3.59 3.42 .57 564
Other’s advice factor -.008 -.043 .057 17 .847
Advice from shop salesman 2.60 2.61 2.61 .00 998
Advice from family or friend 3.24 3.34 3.27 .09 916
*p < .01, *¥* p < .001
Means accompanied by the same letter do not differ significantly(p<.05, a>b).
(Table 11) Store Choice Criteria Factor Analysis Result
Factors and Items Factorl | Factor2 | Factor3| Factor4| Factor5
Store light and music factor
Store light .896 .074 .063 .019 .039
Store music .832 -.016 235 183 -.004
Quality and service factor
Product quality .083 764 -.030 -.090 .033
Product price -203 760 .105 104 -.167
Service 333 .550 134 226 364
Kindness of salesperson .340 431 -257 .195 .068
Popularity factor
Fashionability -.007 .050 821 .058 -.092
Popularity 268 -.088 .807 .042 139
Guarantee .140 420 537 .186 406
Store location factor
Convenience to use public transportation .045 .044 .145 910 -.015
Accessibility of the store .160 .078 -.008 .881 .085
Store display factor
Store display -.007 -.041 .021 .014 .895
Eigen value 1.889 1.852 1.790 1.786 1.169
Variance explained(%o) 15.740 15.431 14.916 14.879 9.738
Cummulative variance explained(%o) 15.740 31.171 46.087 60.966 70.704
el txZeol v /2ot aldh=s el 12>, wiET/Eet a]ldx Het 27 vhE ekl Hls)
a9log BEwe] HEAYA thE A9le] golow & folHow v xud Sobe PEAee Fad /)
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(Table 12) Comparison of Store Choice Criteria among Groups
Factors and Items (n(=}618) (nS%O) (n(——}SZ) F-value p-value
Store light and music -093 b 273 a | -206 b 4.36 014 *
Store light 250 b 293 a 224 b 6.65 002 **
Store music 237 b 3.04 a 244 b 6.77 .001 **
Quality and service .099 .007 -116 75 474
Product quality 391 3.96 3.86 23 795
Product price 423 4.16 4.03 1.24 292
Service 3.27 3.43 3.19 .65 522
Kindness of salesperson 3.69 3.49 3.39 1.33 267
Popularity -376 b 471 a | -119 b 14.82 000 **
Fashionability 275 b 357 a 287 b 9.82 .000 **
Popularity 2.66 b 3.60 a 290 b 12.14 000 HH*
Guarantee 299 b 361 a 219 b 5.22 .006 **
Store location .007 -.019 .014 .02 979
Convenience to use public transportation 3.02 3.27 3.05 .83 438
Accessibility of the store 3.24 3.20 3.21 .02 985
Store display -.055 -011 .063 24 784
Store display 3.19 3.39 3.13 8l 447
* p < .05, ** p < .01, ¥** p < .001.

Means accompanied by the same letter do not differ significantly(p<.05, a>b).

(Table 13) Average Monthly Clothing Expenditure Crosstabulation and x°-test Result (unit: n, (%))
gggg&w“e“’“ﬂﬂy oy Gl G2 G3 Total 2 | pvalue
under 100,000 won 43(63.2) 18(25.7) 38(61.3) 99
100,000-300,000 won 22(32.4) 42(60.0) 20(32.3) 84
300,000-500,000 won 1(1.5) 6(8.6) 3(4.8) 10
500,000-700,000 won 0 3(4.3) 0 3 34.620 000 *
700,000-900,000 won 2(2.9) 0 0 2
more than 900,000 won 0 1(1.4) 1(1.6) 2
Total 68(100) 70(100) 62(100) 200
* p <.001
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