gr=rol ke 8F2A] J. Kor. Soc. Cloth. Ind.
A1E 25, 1999 Vol 1, No. 2, pp.109-118(1999)
(A=)

2H|XIO| QS H0 = ASRLTME0| FHELI0AC
| 2H|XF MOl O|xl= H&

x M 3
ol Tos YgHata

The Effects of Clothing Shopping Orientations on Consumers' Emotions
in Clothing Stores based on Level of Clothing Involvement

Sun Hee Cho
Dept. of Human Ecology, Yeungnam College of science & Technology, Taegu, Korea

Abstract : The purpose of this study is to investigate the effects of clothing shopping orientations on consumers’
emotions in clothing stores based on level of clothing involvement. For this purpose, factor analysis was used to iden-
tify shopper types by clothing shopping orientation and factors of consumers' emotions and multiple regression
analysis was used in each level of upper 25% and lower 25% of clothing involvement to find out the effects of cloth-
ing shopping orientations on consumers' emotions. The results of this study can be summarized as follows; 1. 4 fac-
tors were found in clothing involvement. 2. 6 factors were found in clothing shopping orientations but ‘recreational
shopping orientation ‘economic shoppmg onentatlon of high loadmg factors were used for multiple regression
analysis. 3. 4 factors were found in consumers’ emotions but ‘pleasure’ arousal ‘enervation were selected for mul-
tiple regression analysis. 4. In the upper 25% group of clothing involvement level; it is founded that’ ‘recreational
shopping orientation influenced pleasure and ‘economic shopping onentatlon did not influence p]easure, it is found-
ed that Tecreational shopping orientation mﬂuenced ‘arousal and ‘economic shopping orientation did not influence
arousal; Tecreational shopping orientation’ and ‘economic shoppmg orientation did not influence ‘enervation. 5. In
the lower 25% group of clothing involvement level; it is founded that ‘recreational shopping orlentatlon and
‘economic shopping onentatlon influenced pleasure and did not influence ‘arousal; it is founded that only ‘economic
shopping orientation’ influenced ‘enervation’ negatively.

Key words: clothing involvement, clothing shopping orientations, consumers' emotions.
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Table 1. Demographic characteristics of subjects of the study

Variables Classification Frequency Percentage
Age 20~29 years 160 320
30~39 years 126 252
40~49 years 123 246
50~59 years 91 18.2
Income below 1,000,000 won 30 6.0
1,000,000~1,990,000 won 118 23.6
2,000,000~2,990,000 won 140 28.0
3,000,000~3,990,000 won 87 17.4
4,000,000~4,990,000 won 48 9.6
over 5,000,000 won 47 94
no answer 30 6.0
Marriage unmarried 333 66.6
married 167 334
Education below junior high school 46 9.2
finishing high school 245 49.0
attending college 54 108
finishing college 147 29.4
over graduate school 8 1.6
Occupation have 259 51.8
have not 241 48.2

total 500 100
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Table 2. Description of clothing involvement through factor analysis

Percent of

Factors statements Factor loading Eigen value variance Cronbach o

Factor 1 Interests 8.89019 38.7% .8860
I have been interested in many things about clothes. 73693

I am concerned about clothes. 73464

Clothes is important to me. .73387

I feel content when I cordinate clothes. 73608

I oftentimes think of clothes. .58343

Although I have no plan for clothes shopping, I like to browsing through stores. 57992

Fashionable clothes can give me pleasure. 56517

When I buy a clothes, I consider if it matches my ordinary style. .53033

Factor 2 Symbolism 1.60696 7.0% .8653
I believe that a persons dress reflects her lifestyle. .76585

I believe clothes reflects a person's standard of living. 75266

I believe proper dress is an important reflection of a person 69621

Clothes influences the image of a person, therefore it is important to me. .64348

I believe that fashion reflects the background of a person. 62160

When another persons admires my clothing, I am pleased 56851

I believe that people consider my own way of dressing as an important factor 56565

when evaluating me.

I believe clothes reflects the aesthetic taste of a person. 48311

Factor 3 Fashionability 1.37866 6.0% 7712
It's important for us to dress fashionably. .76806

When I buy a clothes, I am sensitive to the fashion of the day. 66955

Fashion gives me pleasure, primarily because it presents something new. 66450

I have always been concemed about the new fashion styles. 63913

Factor 4 Risk Perception 1.05327 4.6% 3713
It doesn't matter what clothes I choose. .61180

When I buy a clothes, I consider if it is worth the price. .54283

It is difficult for me to choose the right clothes, since I have to consider sev- 43284

eral factors at a time: price, style, material, and etc

81L& AA) W] 52.0%E APt

A 1 89 A WZe] 187%% Adsin}, ANHee 9
E&gd dg EASE Frohke BIEE FYEYeER
HEF2T &P F o2 o)F3A)

A 28902 AA Ao 10%5 A3l F= 8102, A
Aol A5¢ A8 2] AAY B2 FAE] HAA
7 £YPFo 2 o] B}

Al 3898 AX 9 FEFA B 89, A 489 =3}
X 2P A 89, A 589 &g Ui P 8
QA 68902 A Jdga oz vehgr

671 82 F Al 18201 YT 2P 4] 289¢1
RBAFT 2P o] 28.7%2] HFL AFozH s}
8% Q82 velith. £ 2X3)(1996)e ol&4 dF
M £BPFS AP BN HF2e HFFT7 a4
T3 AT £YAYF 802 TE3= Ro] uigy sl
tx Pon, ko g B Ao e 243](1996)2] ATl
AEsl] FAF 22PN o8 A FME FAoeH &

BAZY AFHBAE 2AE] 8] E AT E T3
AN S A% EY9UdoR W57 2YYF R AANF
T &Y 2 2L FA

43. 2H|X HAMQ R0l

A9 898A A= Table 49} o] ;{2 1040l
4719 8%lo] WA ¥ze] 53.3%8 Aot

Al 19918 A e 21.6%S A, 0 gL
B2, U A2 S, A% o8 JRATANN e 7
B4 ANE 283 Aoz HHL Qo2 o) g3t

A 2890 AA WBe 16.7%S AP, T8 B &
T4, €%, A0 WY & T 33A AAM9 ¥4 4, T
1YE =€ F¥3e Aoz nRt Ao B

Al 3891 AA W] 6.3%F A, AX UoA =
7 FEEE WAe FE4E BdHse Ages, o
PADH 9] 2ufztsh ¥-5.9] Whafo] Wil /g 7Y
F Aoz o]gAUG



114 G e oz A1d A28, 1994

Table 3. Description of clothing shopping orientation through factor analysis

Percent of

Factors statements Factor loading FEigen value variance Cronbach o
Factor 1 Receational Orientation 4.66664 18.7% .8006
Shopping for clothing is a pleasure to me. 78068
I often go clothes shopping. 72640
I enjoy shopping. 72275
When I feel bad, I shop in order to cheer myself up. .65541
I enjoy watching the window displays of clothing. .58141
When 1 go shopping, 1 pay careful attention to the trend of clothing. 57996
Even when I have no plan to buy clothes, I enjoy window shopping. .54358
When I go clothes shopping, I dress up. .38718
Factor 2. Economic Orientation 2.49657 10% 7396
Before 1 decide to buy particular clothing, I compare price and quality with 76072
other stores.
I'm interested in looking for good sales. .70808
I don't mind spending more time in order to buy quality clothing at an inex- 65539
pensive price
Before going clothes shopping, I budget myself. .63502
When bargaining is allowed, I try to bargain the lowest price. .59362
Factor 3 Store and Brand Royal Orientation 1.94615 7.8% 6101
I am a brand loyal shopper. .68063
When I shop, I'm a very loyal patron and stick to selective stores. 67783
I shop for particular brands which reflect my image. 63036
If it looks good to me, I tend to buy the first clothes I see. 44161
Before I go shopping, I preplan which stores I will visit. 38846
Factor 4 Individual Orientation 1.50561 6.0% 2065
When I buy a clothing, I decide on my own without other's help. 73761
I am confident that I am capable of selecting the clothing suitable me. 61678
I enjoy shopping with others who have similar tastes in clothing. -47968
Factor 5 Confident Orientation 1.35179 5.4% 1425
It's difficult for me to choose clothing, because there are so many different 62747
brands and stores to choose from.
Before I buy clothes, I don't spend much time looking around. 53917
Factor 6 Sales Person's Influence 1.03651 41% 4356
I become annoyed when a sales person always follows me. 74334
I'm easily influenced to buy clothing based upon a sales person's pitch. -50564

A 4991 AA W] 87%F AW, FHH FME
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o] A4& I AR veht HPAT e} A= LAt
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Adld 7|REE TAI97] wRo), MehrabianZ} Russell

(1974)2) Az B35} B Adoz AdSE RERE
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Table 4. Description of consumer's emotion in clothing stores through
factor analysis

Percent of Cronbach
variance o

Factor Eigen
loading value

3.88192 21.6% .8049

Factors statements

Factor 1 Pleasure

Comfortable 78373
Content 74955
Free .68395
Satisfied .64051
Pleased .62965
Confident .61502
Calm 52454
Factor 2 Arousal ) 3.01056 16.7% .7453
Excited .79034
Aroused 77564
Alert 71135
Stimulated 55673
Daunt 54542
Factor 3 Enervation 1.14114 6.3% 5449
Apathy .75455
Cautious 46864
Lethargic .43782
Factor 4 Displeasure 1.55799 8.7% 7130
Annoyed .86067
Dissatisfied .82069
Displeasure .51088
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Table 5. Regression analysis results in the lower 25% of clothing involvement level (n=121)

Variables B Beta t R’
DV: Pleasure
Recreational orientation 375 .320 3.484*** R*=.094
Economic orientation - 4.629E-02 —-.054 -.590 F=6.202**
DV: Arousal
Recreational orientation 251 214 2.300* R’=.071
Economic orientation 9.014E-02 105 1.131 F(2, 119)=4.523*
DV: Enervation
Recreational orientation 304 221 2.345 R*=.046
Economic orientation - 2.743E-02 -.027 -.291 F(2, 119)=2.854

*p<.05 **p<.01 ***p<.001 DV=Dependent Variable.
P P P P
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Table 6. Regression analysis results in the upper 25% of clothing involvement level (n=123)

Variables B Beta t R’

DV:-Pleasure '

Recreational orientation 240 250 3.008** R*=.250

Economic orientation .246 362 4.357%** F=20.196***
DV: Arousal

Recreational orientation - 3.315E-02 -.038 —.395 _R*=.007

Economic orientation 5.467E-02 .088 920 F=4.29
DV: Enervation

Recreational orientation -.125 -.089 -.99% R*=135

Economic orientation —-.328 -.329 —3.691*** F=9.413***

**p<.01 ***p<.001 DV=Dependent Variable.
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