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Outdoor Wear Images Preferred by Outdoor Wear Consumer Groups
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Abstract

The purpose of this study was to identify the outdoor wear images preferred by the outdoor wear consumers classified
by consumption values. Data were acquired from a survey and analyzed with descriptive, factor analysis, reliability,
cluster analysis, one-way ANOVA, and mutiple response analysis. The respondents consisted of 454 adults in their
20’s (24.0%), 30’s (23.1%), 40’s (25.3%), and 50’s (27.5%). The study included 226 male subjects (49.8%) and 293
the married (64.5%). As the result of factor analysis for reduction of the number of variables, four factors were extracted
and named after their constructs : Functional Value, Epistemic Value, Social Value, and Emotional Value. Based on
these factors, outdoor wear consumers were classified into the Epistemic, the Integrated, the Emotional and the Functional.
Outdoor wear images preferred by consumer groups classified by consumption values were ‘active’, ‘comfort’, ‘natural’,
‘neat’, ‘sophisticated’, ‘sensuous’, ‘luxurious’ etc. Even though consumers were divided into several groups according
to their consumption values, they had common preferred outdoor wear images. However, each group also had different
preferred outdoor wear images, respectively; ‘characterful’, ‘luxurious’, ‘bland’, ‘sporty’ and ‘simple’ for the Epistemic;
‘characterful’, ‘luxurious’ and ‘sporty’ for the Integrated; ‘tidy’, ‘modern’ and ‘simple’ for the Emotional; and, lastly,
‘simple’ and ‘free’ for the Functional.

Key words: consumption value, outdoor wear, market segmentation, preferred outdoor wear images
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sz Tl 875 2 Hen AnjabEe] Tl Al
FasHl o7 Zlo| FolI7E avlshAl H=T, ol
o s & vkl WgT) AlFe] Avrhx]elt) At
2= ZvlAtel] tigk oA olar WAl FEE AT
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o] 7IXAAE viRoR AHAE olsld Fart glor
(Ham, 2009), 20|27} atefehs 7hx]o] 54& o|&3}
of APAlREs), AAIE VT 2 £ A2k Tl v &
& TFHL F JoIKim, 1994) ApEs}t d=F Foe
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ZHPZIAE AnA7E Aovleh BEE oA g S T
Ale] WAl et 7Fo g 2§t Yoy Ak
ol E™(Kwon, 2000) F2¢] 7px]e] SHE gvjete]
Zon|ake] njg el 2y A48 o e TAA 4R
& ZrEtHKim, 1994). 2B SH7EE £2H]2; 7
Yol &8s A5 Anol gt S Az oz AL
88 Qlvk wEhA] ofgo] gof AnziA] e w4
HIARES EFskal o590 548 Thetgithd o rwold)
o Aol EgslE 9% kS whE £ s Zlolt

AR} o] ofgreo] glo] Aol Aol Alshel el
M= FolEt ERAL AlFge] apEsL FastAN B
< AREo| w2 FFEE FR) AN AlET A
H|2g B9k 2pEskE o] R ofely] 2bdEste] & vhE
241 oju]x] xplshE vl Fasith vl Aol
SHAEL Ve FALS VR0 E AFS sk B
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F&= olsiet=dl A2l TidelH, 7H] Felx = <l
Zre] Ao} HAE M7 AHAPE Ao AEE
oA AR S S uf YA Fek 7|Eo =M Anlrte] §
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ojct.

ZH)7Fx]o]| ti3] Scott ¥ Lamont(1973)= AH|9} &
Ho| Sl 54 999 71x] T2kl 8FlaL, Vinson et
al.(1977) Zu|zke] Fuljel Ads|A 9 5 7Ex]2t
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21 el & So] 1 o7t E & Utk

Sheth et al.(1991)¢] 7= o|F ZAH|7Ex] GAtolA
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o2 EALHZEXE #43F9). 2 Kang(1999)F AH]
2L 587 o7 AlF 71 8210 IAE Lol
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o]9} o] Tkl BFH 287X AnAke] =
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Fol ERIoIAl Fol& 2T sh=Alel 22 AR3|H]
FRAREA ZEDe oA E FrHE gkl skt
Z Ul 7k BT Au|Rke] ] B} )5S ke
o =25 FUAL skl

sk, 2nZEAE o FAE Tl BlEv sl vRle
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HR7ER| 9L &4%7F AL getEda(lee & Lee,
2004) HAds tFo R o AHTEX7L AE el
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obgmolglo] 2H7te] HRERES HlwIH, 7]
57 7kxe] Hitgkol 7P¢ Eot 71%5H A7t AR F
23 2879 o R YeRgal 11 thge] 7H 1,
AAH 71, ARRIE 7119 pol ik

2, ZH|IEX|0f| mHE OFRZO{fllo] 2HIRE ETHO| Al

=2

ZH7EA] @Rle] 2Aske] Jebd xpo|7} frofdk Al
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ofg-oldlo] FuilehS 47)e] Hurogw RHF3IY
(Table 2). Heh 12 WA 7px|ellx 714 =& Bk
YeR ™ ARSA 7], A 7EA] olal 71 A 7t
7} 7P e g U] o] Feke A 71
o2 sttt A 2+ JAH, AEF, 7154 71
7h B RS ghs 2Ea A ThARhe] iAo s
Se Figks vehdlo] ofd gt 7EXE FaAlgithy] B
ok AAA, A, 715 7HAE B Fas oA B
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TS FEAFE u THAFE YAUs oo
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(Table 1) Factor analysis and mean scores of consumption values

Factor )
Mean Mean Factor FEigen Variance % Cron
Item (Standard . (Cumula )
(Standard L loading value N bach'a
. Deviation) tive %)
Deviation)
Reasonable Price 4.36(.659) .796
Affordable Price 4.28(.689) .790
Functional Products that are Worth Paying Prices 4.23(.665) 776
Value o
M=429 Practicality of a Product 4.28(.588) 708 5011 (2266.33785) 858
(.479) Quality Corresponding to the Price 4.34(.648) 703 ’
Durability and the Quality of the
Material of a Product 4.30(.627) 684
Going Well with Me 4.22(.680) .559
New and Unique Design 3.52(.888) .829
Epistemic The Latest Fashion Item 3.20(.905) 7194
Value 21.528
M=3.22 New Style 3.40(.765) .760 4.090 (47.90) .843
(.690) New Products 3.08(.895) 720
Popular Products 2.91(.936) .582
Clothing Appropriate to the Occasion or
Meeting(Alumni Association, Association 3.23(.858) .829
of Like-mined Persons)
Social
Value Whether or Not the Clothing Matches 396(.843 765 7.963
M=3.09 Well With the Group That I Belong to. 26(:843) ' 1.513 (55.87) 793
(:678) Others’ Opinions on My Costume 3.20(.901) 747
Whether or Not the Clothing is
Recommended by a Salesperson 268(850) 625
h I Feel H I
Whether or Not. eel Happy When 3.89(.696) 783
. Wear the Clothing
Emotional
Value Whether or Not I Feel Good When I 5.739
4.24(.61 . 1. .634
M=3.93 Wear the Clothing (:610) 633 090 (61.60) 63
(:540) Whether or not the Clothing Makes Me 3.67(811) 632
Look Attractive R ’
KMO =.869 Bartlett's x° = 3625.383 (p-value = .000)
2 73, 284 7HA] At S84 7HA] e olgh Mgk 7ke] Atol& F3lA & w, 7154 7k

]

Hatgtel w9t ¥4 44 Hust 194 71
At Tholl= oAl ztol7t gliet. 72 7HA] 9

ol 757 713 Hekst B4 e e 3
s VERAAL 7 e 2ol fefHel Aol gl
v 7 hgor B 4 A%, 797 ) el

o= Z7istel frelHel AolE LehiSEk

m\omouﬁm

o, A7 7 A, 38H 7 el 714 &
H712] 5 242k 71sA 7, A 71, A 7}i]é
AW, 94 71 A A 715H 7, 1

AA 7K, AkElE ZA7E B g A Yent te %J%a—
of Hlsf AH7IRIE FeEH o7l Hdel Ae & F
ATt gk AF 2M7HA] T ARSA TRA]RRE A o

4
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(Table 2) Outdoor Wear Consumer Groups Categorized by K-means Clustering

Consumer Group 1: Group 2: Group 3: Group 4:
group Epistemic Integrated Emotional Functional F rati
ratio
Consumption Value Group Value Group Value Group Value Group
value (n=132) (n=111) (n=104) (n=107)
Functional Value -1.0410a .6490c -.1162b .7240¢ 180.384*%**
Epistemic
.2375¢ .8538d -.9764a -.2297b 111.532%**
Value
Social
-.1371b .7014¢ .4239¢ -.9704a 95.806%**
Value
Emotional
-.2575a .1741b .6467¢ -4915a 32.894%%*
Value
a, b, ¢, d : a<b<c<d, Scheffe test, *E p<.001
(Table 3) Post-hoc Comparison between Outdoor Wear Consumer Groups
Consumer
. group 1-2 1-3 1-4 2-3 2-4 3-4
Consumption
value
Functional Value * * * * n.s *
Epistemic Value * * * * * *
Social Value * * * n.s * *
Emotional Value * * n.s * * *
n.s : nonsignificant
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(Table 4) Oudoor wear image preferred by consumers

(total number of response=2270, total % =100, total case % =500)

%

% %

Image Frequency % in case Image Frequency % in case Image Frequency % in case
Active 198 87 43.6 Young 49 22 108 Cool 14 06 3.1
Comfort 183 81 403 Cheerful 40 1.8 88 Tranquil 13 06 29
Natural 154 6.8 339 Bright 40 1.8 838 Superb 12 0.5 2.6
Neat 140 62 308 Confident 37 1.6 81 New 11 05 24
Sophisticated 139 6.1 306 Elegant 28 1.2 62 Lovable 10 04 22
Sensuous 130 57 286 Creative 27 1.2 59 Cute 9 04 20
Luxurious 107 47 23.6 Urban 25 1.1 55 Futuristic 7 03 15
Simple 95 42 209 z;rev generation 11 55  Pue 7 03 15
Characterful 9 40 198 Fresh 24 1.1 53 Traditional 7 03 15
Sporty 38 39 194 Feminine 21 09 46 Bold 6 03 13
Modern 79 35 174 Masculine 20 09 44 Strong 5 02 11
Tidy 75 33 165 Restrained 20 09 44 Folk 4 02 09
Free 70 3.1 154 Novel 19 0.8 42 Mild 4 02 09
Bland 68 30 15.0 Intellectual 18 08 40 Glamorous 4 02 09
Clean 57 25 126 Unique 17 0.7 37 Classic 2 01 04
Healthy 56 25 123 Vivid 14 06 31 Exotic 2 0.1 04
<Table 5>2 itk HE3h= ojulAl= Tlshll el wgiThs e Fuj=si.

Rovt 2H7EA] Hek ¥ d5shs obxolge] ofn|A] SHA T o] Aol TNENE, e

of WaE S8 A S F 5% ol Aelg o] A5g
hgos s ngih

<Table 5>olA] B ZF2He), AHH, WFLW
AQlseler, AR, HHEY, BEA onlA ]
Aok 2% AEsh Aoz ekt ofd olul: ofgx
of slololdi 71EHow ZtFolol & B2
oh. Zeht 9 oju At gl wel dridon B

3K

710 &2

N==

HI&-S ARk AT 5%01d Mgt o|nAEE 7]

Fog wmg Ao AAH Pael Aol AU,

T, R, ATEHP, HEHEED ol
HAE The geel] vsl gol AuE Zlo etk

tE HdEol vlal o] Het LnAEe] TEAHeR
sk oW AI7F B3] Sle e & < Jidok e

TN Al R ojr]Aw A Egh o]

pul

&, ‘2P on|AIE Bol MYstal v HEe]
R ol Adegh “AEtl/dedy ow| Ao gk Hele
skt 794 kel Aol wAdk, (A
QP AEIGETY o|nAE Wol HEsilal o
Eo] Azdk TR’ of YAl AuEdet. =3, B
3, HAAR AL ojn A= e kel e e
A 33k ojn A= A ekl 27 Az HAH
7153 Ao Agols Vi =, AEdEER,
AR onAE =/ AFsa ol et
HeoMe deeA &2 AfFE omAE =7 As
Sholth= Aold

old A3z B ul] ofzo] fof= FeHl, uet
3, WFdIAdneR, 2y, A-e, HAH
QP omAIE VA= 2k glowA, kel wjel AdE

- 426 -



OIRE=0{ 9o AH[ZIXI0 w2t ME2El= oFRE=0| 2o O|o]X] 9
e on A2 Zg tislslolop S RS & 5 AR £ A, WA Helxe] Bie T wgH 7
o 5, WA 7P Aee] Agols A QI mEs AU TSR mEe oulAg dsk Aoz b
B, AEER, PO, UEHGED oINS, B stk 2AE 2uNE IAA, 1A | Alnd 2o
T b gee] Aol MY R, IR, s 2RE ot fgolhn Hgke W e, AN, we, o
TER oA, WA JHA eel Aeols A,  eld 5 A5y Ao dZugiont sldel gl
ERHAN L, HEHAED oA, AF5H K hm BES oA BY u) gH 7H Agke ok
Aol ASols WFHED, AFZE oA 2 wolalo] g A Fle] T3 BEaH wjHH e 1w
£ TRl ks Zlo] Wad A & 5 Uk ok gishe Row et nigo s Tl A1

N

Teit sle] Asfeld, WA AR Aok B A Gee] AeE o st 9el g +
Aee TGk, RFsele, 2T oS T Fohs 2oz tehdth. of Az} mat olele] dvm 4
Foz 2730 o]l oA UehiES tARIsh 5 Zuid, /5 e Fasl ol 4Eer,
o, B e 9 ARe SEd TAele A e, AR T 8 $78 Zow FEHgde
Fohe A9 JHA AR P B B 05)e ofSThe e AR onAE Fehe
ol Mujste] ofmolslolt AN nF2eSE  Aow Lehge.
~TES oS UeiAR Pt Besl B8 oldl Ave 2 ) ARREL o] Fash o}l
le G5k Aoz Vet oele] Ave gawg.  ZhAsh Aol et 22 2o olle] ofBeln]A]

Eoh UE 22 AR 1 FRHA, = Aol B olw G nlA Asoln|At get 2usbAIs fAY

(Table 5) Cross tabulation of multiple response of preferred image of outdoor wear

Epistemic Integrated Emotional Functional
Value Value Value Value Total
Group Group Group Group

Sensuous Count 47 34 25 24 130
% of Total 10.4 7.5 5.5 53 28.6

Vivid Count 6 4 3 1 14
% of Total 1.3 9 7 2 3.1

Strong Count 0 4 0 1 5
% of Total 0.0 9 0.0 2 1.1

Characterful Count 28 27 11 24 90
% of Total 6.2 5.9 24 53 19.8

Healthy Count 16 13 18 9 56
% of Total 3.5 29 4.0 2.0 12.3

Cheerful Count 7 12 12 9 40
% of Total 1.5 2.6 2.6 2.0 8.8

Luxurious Count 29 35 21 22 107
% of Total 6.4 7.7 4.6 4.8 23.6

Cute Count 1 2 5 1 9
% of Total 2 A4 1.1 2 2.0

Neat Count 37 30 33 40 140
% of Total 8.1 6.6 7.3 8.8 30.8

Clean Count 16 12 13 16 57
% of Total 35 2.6 29 35 12.6
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(Table 5) Cross tabulation of multiple response of preferred image of outdoor wear (continued)

Epistemic Integrated Emotional Functional
Value Value Value Value Total
Group Group Group Group

Masculine Count 8 8 2 2 20
% of Total 1.8 1.8 4 4 44

Natural Count 34 32 38 50 154
% of Total 7.5 7.0 84 11.0 339

Tidy Count 15 15 26 19 75
% of Total 33 33 5.7 42 16.5

Bold Count 4 0 2 0 6
% of Total 9 0.0 4 0.0 1.3

Urban Count 10 8 6 1 25
% of Total 22 1.8 1.3 2 55

Originative Count 12 9 2 4 27
% of Total 2.6 2.0 4 9 59

Unique Count 9 4 0 4 17
% of Total 2.0 9 0.0 9 3.7

Modem Count 20 18 23 18 79
% of Total 44 4.0 5.1 4.0 174

Bland Count 23 11 14 20 68
% of Total 5.1 24 3.1 44 15.0

Futuristic Count 3 2 1 1 7
% of Total 7 4 2 2 1.5

Folk Count 4 0 0 4
% of Total 9 0.0 0.0 0.0 9

Bright Count 13 7 13 7 40
% of Total 29 1.5 29 1.5 8.8

Lovable Count 5 4 1 0 10
% of Total 1.1 9 2 0.0 22

Cool Count 3 5 5 1 14
% of Total 7 1.1 1.1 2 3.1

New Count 3 4 1 3 11
% of Total i 9 2 7 24

Sophisitcated Count 40 38 33 28 139
% of Total 8.8 84 7.3 6.2 30.6

Pure Count 3 1 1 2 7
% of Total i 2 2 4 1.5

Sporty Count 29 23 17 19 88
% of Total 6.4 5.1 37 42 19.4
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(Table 5) Cross tabulation of multiple response of preferred image of outdoor wear (continued)
Epistemic Integrated Emotional Functional
Value Value Value Value Total
Group Group Group Group

Fresh Count 9 11 3 1 24
% of Total 2.0 24 7 2 53

New Generation style Count 10 8 4 3 25
% of Total 22 1.8 9 7 55

Simple Count 25 15 28 27 95
% of Total 5.5 33 6.2 5.9 20.9

Feminine Count 5 7 6 3 21
% of Total 1.1 1.5 1.3 i 4.6

Classic Count 2 0 0 0 2
% of Total 4 0.0 0.0 0.0 4

Mild Count 1 0 2 1 4
% of Total 2 0.0 4 2 9

Exotic Count 1 1 0 0 2
% of Total 2 2 0.0 0.0 A4

Confident Count 10 13 9 5 37
% of Total 22 2.9 2.0 1.1 8.1

Free Count 18 10 16 26 70
% of Total 4.0 22 35 57 154

Traditional Count 2 2 0 3 7
% of Total 4 4 0.0 i 1.5

Restrained Count 3 6 5 6 20
% of Total 7 13 1.1 1.3 44

Young Count 15 12 12 10 49
% of Total 33 2.6 2.6 2.2 10.8

Intellectual Count 7 4 2 5 18
% of Total L5 9 4 1.1 4.0

Tranquil Count 3 3 4 3 13
% of Total 7 i 9 i 29

Novel Count 6 5 2 6 19
% of Total 1.3 1.1 4 1.3 42

Superb Count 2 6 4 0 12
% of Total A4 1.3 9 0.0 2.6

Comfort Count 51 37 44 51 183
% of Total 11.2 8.1 9.7 11.2 40.3
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(Table 5) Cross tabulation of multiple response of preferred image of outdoor wear (continued)

Epistemic Integrated Emotional Functional
Value Value Value Value Total
Group Group Group Group
Elegant Count 3 9 8 8 28
% of Total 7 2.0 1.8 1.8 6.2
Glamorous Count 2 1 0 1 4
% of Total 4 2 0.0 2 9
Active Count 60 43 45 50 198
% of Total 13.2 9.5 9.9 11.0 43.6
Total Count 132 111 104 107 454
% of Total 29.1 24.4 229 23.6 100.0%
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