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Evaluation Criteria For Clothing Stores by Clothing Attitudes

for Korean-Chinese College Female Students
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ABSTRACT

This study examined the shop selection standards and preferred shops depending on the
clothing attitudes identified by the psychological characteristics of consumers. To this end,
this study selected the Korean Chinese college women in Yanbian. The study was
conducted against 300 college students from May to June, 2002. Questionnaire was used
for studying the subject of the thesis. Each question was rated in 5 point scale, where 1
means ‘not at all’ and 5 means ‘definitely’. The data of this study was statistically
analyzed using the SAS PC program. The t-test and x* were conducted to identify the
evaluation criteria for clothing store and the preferred shops depending on clothing
attitade groups and the factor analysis was carried out to analyze the clothing behavior
factors. The results of study are summarized as described below. The clothing attitude of
college women was classified into four factors: fashionable, brand-oriented, aesthetic and
modest. The subjects were divided into two groups with higher average score and that
with lower average score by factor, respectively. As a result of study on the evaluation
standards of shop selection and preferred shops depending on the clothing attitude, for the
evaluation standards of shop selection, three factors, fashionable, brand-oriented and
modest factors, showed the significant difference between two groups. There was a

significant difference between two groups in fashionable and brand-oriented factor and the
preferred shops.

Key words: clothing attitude, evaluation criteria for clothing store, preferred shop, Korean
Chinese college women
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Table 1. Factor analysis of clothing attitude

tal
Factor  Eigen T? Cumulative Cronbach’s
Factors and Items . variance .
loading  value Variance a
(%)
factor 1: Modest 1827 15.225 15.225 0.5854
The women shall not wear the clothes making excessive 781
exposures '
I don’t buy the low cut dresses 740
It is better to avoid the clothes that are well fitted but
. .616
sex-appealing
factor 2: Fashionable 1773 147977 30.002 0.6314
I frequently talk about the latest fashion with others .766
I enthusiastically read the articles about the fashion on the 724
newspapers Or magazines )
I am very interested in the popular styles 720
factor 3: Brand-oriented 1.648 13.734 43.737 0.5573
I tend to buy the clothes of famous brands for the outdoor b
clothes .
1 like and frequently buy the clothes from famous brands 750
I buy the expensive and well recognized brands rather than 629
the cheap clothes although the designs are very similar  °
factor 4: Aesthetic 1.443  12.025 55.762 0.4147
The people who wear the accessories that don’t fit to their 742
clothes such as necklaces or rings look funny )
I wear the chic clothes fitting to me although they make 644
me feel uncomfortable :
I am very interested in whether the clothes of other people 581
fit to them '
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Table 2. Evaluation criteria for clothing store depending on the clothing attitudes - Fashionable factor

Evaluation criteria for stores Group Mean t -value

. High 3.60 .

Diverse assortment of products -2.088
Low 3.35
. High 422

Quality -1.907
Low 4.02
High 3.81

Product price -700
Low 373
High 3.32

Brand awareness -1.813
Low 3.12
. High 3.31

Locate in fashion street -257
Low 3.28
High 327

Convenience in access -1.078
Low 313
High 311

Convenience in parking 092
Low 3.12
. High 3.93

Hospitality of sales person -1.421
Low 3.76
High 3.76

Display and mood of the store -.642
Low 3.69
High 3.76

After service -1.143
Low 3.67
High 3.95

Comfortable fitting room -906
Low 3.85

High 3.18 .

Loyal or regular stores -2.228
Low 291

*p<0.05
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Table 3. Evaluation criteria for clothing store depending on the clothing attitudes - Brand-oriented factor

Evaluation criteria for stores Group Mean t -value
High 3.56

Diverse assortment of products .900
Low 3.45
High 423

Quality 1.700
Low 4.06
High 377

Product price -.184
Low 3.79

High 346 er

Brand awareness 3.763
Low 3.07
High 3.29

Locate in fashion street -074
Low 3.30
High 332

Convenience in access 1.641
Low 3.13
. High 3.18

Convenience in parking 960
Low 3.07
. High 395

Hospitality of sales person 1.420
Low 3.79

. High 1.86 .

Display and mood of the store 2.305
Low 3.62

High 3.80 .

After service 2.013
Low 3.65
High 395

Comfortable fitting room 652
Low 3.87
High 3.20

Loyal or regular stores 1.883
Low 297

*p<0.05 ***p<0.001
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Table 4. Evaluation criteria for clothing store depending on the clothing attitudes - Modest factor

Evaluation criteria for stores Group Mean t -value
High 3.59
Diverse assortment of products -1.699
Low 3.39
Quali High 4.29 3.208"
1t -
Y Low 3.96
High 3.90 .
Product price -2.536
Low 3.63
High 3.29
Brand awareness -950
Low 3.19
High 343 "
Locate in fashion street =2.777
Low 3.13
High 3.30
Convenience in access -1.496
Low 312
High 3.13
Convenience in parking -317
Low 3.10
High 3.94
Hospitality of sales person -1.530
Low 3.77
. High 3.77
Display and mood of the store -783
Low 3.69
High 3.78
After service -1.826
Low 3.65
. High 3.98
Comfortable fitting room -1.430
Low 382
' High 3.12
Loyal or regular stores -.831
Low 3.02

*p<005  **p<0.01
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Table 5. Preferred stores depending on the clothing attitudes

lower group higher group total 2t
department st 12 25 37
epal e
P st (12.4%) (16.7%) (15.0%)
_— 48 46 94
Al
€ (49.5%) (30.7%) (38.1%) .
Fashionable 8.852
under nd market 37 7 116
C] (823}
& arke (38.1%) (52.7%) (47.0%)
L .9 . 247
total | e .
K (1000%)  (1000%) | (1000%)
Seoartment <t 14 23 37
K
cpartment store (10.4%) (20.7%) (15.0%)
ket 58 36 94
ar|
€ 43.0%) (32.4%) (382%) )
Brand-oriented 6.107
R 63 52 115
‘Ot
HICETETOund marke (46.7%) (46.8%) (46.7%)
e s 11t 26
(100.0%)  (1000%) . (100.0%)
deoartment ot 2 15 37
epartment store (15.3%) (14.6%) (15.0%)
o 56 38 94
m;
arke (38.9%) (36.9%) (38.1%)
Aesthetic 177
. I 66 50 116
T 181
uncerground marke (45.8%) (48.5%) (47.0%)
. 144 103 47
o total '
; (100.0%) (100.0%) (100.0%)
deoartment 18 19 37
cpartment store (16.1%) (14.1%) (15.0%)
- 41 53 94
T’}
marke (36.6%) (39.3%) (38.1%)
Modest 282
. I 53 63 116
uncerground. marke (473%) (46.7%) (47.0%)
» a2 ass o
total . v o
A000%) . (100.0%) (100.0%)
*p<0.05
B4 2o A0D G WY Ve K94 9o A% 4E AByel T A9H e gU
S Aolg veklel, ABTAC ¥e AWE el §o4 A AolB Eiel A Aek
95ga ATt § duse W e I 4ol we Ave e Ul vse uape
G AYrds AEstack A8 A4 a9 o dastgern] A48 AFHol ve& FAde A



68 E=X|AAls|Mantets|X| M16H 45 2005

AR ArtE o dastach WEEs
B8R, Age faBde) Re Pud 4E
Aol Re tto] MEH wHE, WAL &
B4l we AW FE APl &L 3
wol HEFE @ 5 Ak

) AA S99 BENE F1Zol e} L)
tee #Y88n A0l et Assks WES
3¢ AR WEFHY JuH BERA
Y Pgee FYRHEY 4sge) ERn
4 ALY g AFHPETY A
UEAIREY Hagol B& Aoz Uy
g A7 AREL oY Y I7EH
AW WAY 5 ATk

Bl AFsn BELHE Fo) $79
& 8 o)g 97 A% P Ao 4
A=S, AN, v, A 2,
L BEMA, Az, go, 29, FA4T
9719 TR 74 adE Ao
A AAE YA7T 2045 T dEE
A4 Fu) BFoz AVAIE AYE Ho
E ) 7 95 9% WAA Bk 95y
o A% old@ Aol Be g se Hoige
2 IAES} BE 49 E JRHA= PIS
o) YA} ME KB FEL W A
A2z 2uRE S8 g FA4 29
o] g& WO FEAFYo] 20] we AW
o] zste Rolekn zHC

N

>

Z

ool ofN oft

o e

3T

o

a3

B o

my ok o> off
flo > [0 ox
o oy M
MR B

V. A& 9 A

e

ATE AW Y NS 4% NS

o2 Juuse Be P A4712H 4z
WIS Ao EH 2012 A2)H S48 ¥
1ed 2o] lom A7 A%E aoksd o
3 2o A% Yty gEuEE fAwd
q, FEARY, AuA, A449 W ades
FH9em, 2 29 2 899 FEYo) ¥
ed ve guoz BRHAG. d2yE
0E AW o] LAY BAAZA 9]
AW Aol7} YEAE A A, fUw
H-AEAGH - AEA A 8N fo7

B £
ox

ol

o 2 & ro fr ox do

9 Folg Ve HABAC] we 3
ge 1Y Pole FEEFY 9P, v
omz o B T YA FA4 At

Yehigleh faBagel e
dol wiale] YES YUY W 5 B2

Aue fEx, Ade Adoy B2, AFA
HlAe} 22 A FEAAM FA Ue ZFolg Y
ERIITE AEAEAC] & Fdo] B Jd
of vlale] HEE MY W A F5 25 of
3l o 2& F248 A%y 1eE Ak
AgAdol & Ady e Jo Toe 4FY
EF3, AFY 714, LA 93T 23 2L
A FEA F2A4 dE 2o)E UG F
Aol L Fdo] ¥ Fue vzl FXE
e w) A FE 254 didd o B2 F8
Ae Rd3tn 18 & A

Bz wE g el AIA o]
Al olw g Aolrl JeRE RAR A, 3T
A AEAEY F aQdA F93Q HolE
T A Ede] e D ¥e Jd
vjsle] Al AsAge o A339Y 4
EAPo) L FaL e g ude 9
3He o Azsigoy FEAFH] ¥ J&
& AR SRS ° dFsdh

g} 2o ARE EdE Yz viAE A
o tiste ohe e HE AAstnA Pt

T3 23 AAT AEFHoE ¥ AWl
o e gt 949 F0h AETYHY] SR
AR A FAEY HExe] 97 A B
Aol Fold AL BT Aotk T3 JFA)
E fEAFNAe 2 Wbl dofy ABA
wskd, ded, A A5 [FEFRAA
o= FEPAY A& A, 29 &BE
2 TVELET 5 A2e f5Ade] IR
A8 AAe) BAsln NG 722 vHA e
g 2o o]#dt A T3 AR A&
28] FAAESe] I FulE T F 9EFo
HHEREE Ze HEl AHIAE gol &
B3e e Fxe g B2 9F¥e v



E2TME oAichale] oSBT ARYINHBIDIZ 69

T AT 2WAe) AEANTE FAPT] AA
= oF AHlAETY 47] 98 HE A" Pt
718€ 7R Athe A& Aok &t o
A3 oA Fehe] S HAF vAR o
&F WRGLEA 7+ g ded §78 B
9 2ol FFAL § e 2AEH vAE 8F
< A9 VHAL F 4 glojof A =Y
EE 2t GEFAYF S dFe T W
7 @ F 3em ARAHESE AT K8 7

Zo @ 4 Yo 2ok
FaEd

DH1994) Fh L 9% HE FukAe) ol
oA me Bblze g A9 Felv
guhze o] A7 FTYRIIA 8Q),
263-272.

27A%000 B33} F39) 207300 FHFE 44
9 SETUPE. FYst At A
B9,

129 - oleg(1o) 2ulA) GR&BHG] B
& A7 BFYRLIA 180) 429430,

Peo} - o]JHQOOD o4F AT ThE Awize
Sy 3 5719 A% AHR 538§
B4y, BT W5 Bzl B ot
2] 25(5), 901-912.

A&A000%) FHANAS ZHT A &FA
EYPIZE. BEATAQSIA 5G), 11123,

YA F7 AIAY 2HF Y BT
Hel7)z. SFAAA B 1403, 47-57.

BEAQ00H S8 AFo] e FojRE. BEA
A3 Y28 A 1504), 67-78.

244005) AR © EA 2T,

VA9 & 35000 33 449 AP
g% B% 3 ot HIE A7 Bat
3887 39(11).

ES - 0]APQO0I) FF FQ2uA B0
o oy txIMExe w3 A7 W
3] %] 39(1), 1-10.

SRS 2a9(1996) BAAY Bt A%
gae] Qlad] mAE A% wRoFEA
20(2,) 241-256.

F23(199) EFA e BE EFuHFA #
& A7 olsjeitstd AU EER.

)| 4(1995) BBl = HAEd e A7 =2
F8t3]2] 19(6), 968-983.

A - 718H4E(1998) SlEEEe} ol TulE el
Aol e BT, BTFEIAX] 22(7), 872881,

AFH%Y) HE FY7Ie) BY AT-BAYL
A Heg A0z Agtsa dstaAs
A=

A% 4eBQ02) B3 4 AY 2US dg
AEY FolZ2etU BT Y DY
AZH 97 FFAF A 266), 1141-1152.

QUG - 9reF(1904) GBTUHYF) wE PEA
Yayso] B A7 FFIFLA] 18(2), 234243,

8 7(1998) 3 oFAnial B4 1 IR
8}+3) ] 22(2), 233-240.

oA - FeQozuiAe S 4 49 7)F
o e AFAES} AR ek BTG
3] R 16(4), 471-484.

o] B A(1991) AnlA S EF 9} PRGN
Sojstm ety HALES e

02310000 F= FAUIASY) o BTu)Fol
2% AT BAEHAT 10(1), 89-10L

FFHE00) AFHEARD B2 Au2ELH Y
ENEE, S0 F5HE]A] 24(5), 760-771

£38%(19%) &I AuA 540 Aztd A,
AH&EAe Fax 2 AR A9 FFol W
G F=o7e3 A 2003), 738-752.

B7He(1998) AAH T MulAFHd BF A
ME2ANAEEE FHLE oot o
g MAE =g

Gutman J, Mills MK(1982) Fashion Life Style,
Self-Consept, Shopping Orientations, and Store
Patronage: An Integrative Analysis Journal of
Retailing 58(2), 64-88.



