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Abstract

The purpose of this study was to identify imported apparel selection behavior according to Mongol women's
conspicuous consumption orientation. A self -administered questionnaire was used for data collection. First, factors
of conspicuous consumption orientation were high price and luxury brand, fashion style, altruism, prestige, and
brand. Mongol women were segmented into the price and prestige pursuit group, the fashion and brand pursuit
group, the altruism pursuit group, and the conspicuous consumption retard group. Second, factors of motivating the
selection of imported apparel were value, symbolism, and aesthetics, and Mongol women considered the aesthetics
of imported apparel important. Married Mongol women in their 30's chose imported apparel because of its
symbolism. More married women selected imported apparel because of its value and more educated women selected
imported apparel because of its aesthetics. Women with higher apparel expenditure selected imported apparel
because of its value and symbolism. Quality, diversity, and the fit of imported apparel were the selection criteria
for Mongol women and they were satisfied with the quality, diversity, and fit of the imported apparel. Brand
awareness was very important when selecting imported apparel but the women's satisfaction level was significantly
low. Third, more women in their 30's, unmarried, or with a lower educational level were found in the price and
the prestige pursuit group, and the price and prestige pursuit group and the altruism pursuit group selected imported
apparel for its aesthetics. More unmarried women in their 30's with a higher educational level were found in the
fashion and brand pursuit group and selected imported apparel for its value, symbolism, and aesthetics. More
unmarried women in their 20's with a higher educational level were found in the altruism pursuit group, but unmarried
women in their 20's with a lower educational level were found in the conspicuous consumption retard group.
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3. Conspicuous consumption orientation and
clothing behavior
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III. Methods

1. Research problems

2 Ao ATEAL et gk

A, §& o459 BAY 2u4F) 29l
% gotata, o2 7|FoR §Ystat

=4, &5 oAEY FYIF AEPE(F7], A
g7)%, Ee)e] A4S dotith

AR, #3eE 55 A4 Y7 A9Y
T AFEATE 5449 Aol & upofgith
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3. Subjects
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272% 200)7F BA © Boro

50l Ao7} 39.7%, v &<l

A5 22 AP ATE(Park & Lee, 1997; Park , = %‘
& Lee, 1998; Park & Park, 2002)& #1 2 1023 ulgkel 797} 50.8%, 209t =12 o]AFQl 97t
= AY¥saL, 53 Likentg o2 A4 E A =4 49.2% At
{Table 1> Demographic variables of subjects
Variable Frequency Percent(%)
20~29 years old 139 72.8
Age
30~39 years old 52 272
Married 75 392
Marital status
Unmarried 114 60.3
High school 84 442
Educational level
University 106 55.8
) ) Less than 200,000 Tugrik 93 50.8
Monthly clothing expenditure -
Over than 200,000 Tugrik 90 49.2

1) Bazardorj Sodchimeg(3t=rol A tfstd HAmA Z£¢)
Baatar Batmunkh(3t=+o| A that Atz #jsh
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4. Statistical analysis
SPSS PC(Ver. 16.0)%
Hatgiet,

Ag3to] 42T FAR

A

Bavuudorj Munkhtuya - 784 19

IV. Results and Discussion

1. Conspicuous consumption orientation of

AR, ALdFAEY AFSAA HAY 54 Mongol women
& ghobaly] Slsto] MES} MRS T § 22 o459 HAH Lu4e 29l el
A, ATHAAES A £uHF 89S 5 5] 9lshe] RARAS HAF AT (Table 2)
ofst7] flste] QR4 & skl o5 895 7] o doh FHEEAMoR HHA HS A
zom FHEMoE SYFAAL AA, $99 AL BHE 100 o4kl 83lo] 57| REE A
§ A2 FREG HEEE wus] dat u, FAUAL 6425% ATk Al 189 g 28
o] f 5 4(paired sample r-test)e AAISATE Wl the 37be) O{E MEetu, YRt FAE
A, YR Aue] SUAFTRYETL ATEA RS PeldAeE 1Y WY BER T
SHH S-S wwsh] stel dYMFRHOneway  AEHo] 17k 0 GTAHE AFolet YYHglo,
ANOVA), t-test, WAFEA (Chi-square test) 5= 4 Ae o 18.02%th Al 289028 AEYo] £O
A8t W7 g RE FYstil Aol Al-E S
{Table 2> Factors of conspicuous consumption orientation
Factor | Eieen Variance | Cronbach's
Contents C,O & (Cumulative alpha
loading | value .
variance) (Mean)
Factor 1 : High price and luxury brand pursuit
+ I prefer one expensive apparel to many cheap apparels. .79
- I avoid answering when asked the price of my cheap apparel. .76
- I try to buy an expensive apparel beyond my economic ability. .66 637 18.00% .84
- I might be ignored when I dressed with cheap apparels. .60 ’ e (2.45)
- I like an apparel with foreign brands. .59
-1 don't buy a cheap apparel eventhough I like that. .59
- The price of an apparel decides the status of the wearer. .55
Factor 2 : Fashion style pursuit
1 will buy a counterfeit if the style is fashionable. 78 1231% 20
- I feel timid when my fashion is out of date. 77 2.18 o :

(3033%) | (2.99)

+ I hold up my head when dressed up with fashionable style. .61
+ I prefer imported apparels because they are chic. .57
Factor 3 : Altruism pursuit
+ I prefer an apparel with famous logos in the front. 74 163 11.72% .80
+ I feel much attention from my colleagues when selecting an apparel. .70 ' (42.05%) 337
- I feel comfort when I dressed up with a high quality apparel. 57
Factor 4 : Prestige pursuit
1 want to buy an apparel to avoid damaging my social status. 77
+ I can attract others' attention when I am dressed with a prestige brand | .71 1.52 11.15% 63
(53.20%) (2.69)
apparel.
I select a product with a dignified design. .61
Factor 5 : Brand pursuit
+ I always select an apparel with a famous brand. .82 110 11.05% .62
+ A famous brand reflects current fashion. .61 ' (64.25%) (3.11)
+ I try to select a famous brand. .59
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33 o459 2UYF FUF/Y RATEE
soret] §lstel £Q1EAS
O g FYRE
5t A}, A4k 1.00 o]Arel @9lo] 37] F

L

Aoz

AA 8 A= (Table
W WA 3 AL A
F=Y

BAE AR YHHAL, A2 11.05% e %*2”1, FAYEX 65.08% %t 10719 3ol &
Choi(2003), Cho and Kim(2004)] 1ol A A|A] = F ELEHAL, A 1890E FdYRe FHO] £
NG BAA 2n 7S 2l F A A 3 7= Bretal 2kt 7R Qlokar A
2 dFolAe BAAF AwAFY 2800082 A¥ve W&o £F 32 FAH 7HA HY
welEol FEH U shaen], A 2551% %k Al 28902 £
JJMW R4 s VIR FF 94 AFe UE =R 5 B Adets +
& TR Astel LHEAS AAR 2y 7] o] FYdTe e 2% R FA4H
© (Table 303 o} K-Hd Aoz A Aozt 4% o, Ay 2246% A
T E4E F veddy gdEe 24 8 24 A 3ade #4949 YAl Aol H56 1
stth 47 o) Aoz fRssiion, A 13% I AFE wof Ao H A E o
< 17t ¥ A=A ® A, BAAF, AHAFol HEdve WEe £ 342 + Aozt
Sol 7H4 2 AW AGIEOE YHHGon, & ByHdon, Ay 1710%55 0|5 389
& THAE AAY 2663%F AASAE A 28 BRS VTHE BF AHES FUARE 79
ge fALEY AF, AT, FUHEAT T U FAUATY AvYS A £ B
Sof £ U AR APUBoR Yo, & F351), olo] 44 B FARoL 1
& THAE AAL 1538%E AASAE A 3H % Aol ATHFR=270).
{Table 3> Segmentation according to conspicuous consumption orientation
Factor Group Group 1 Group 2 Group 3 Group 4 F-ratio
High price & luxury brand 319 A 3.02 B 203 C 1.68 D 55.48%*
Fashion style 355 B 392 A 2,65 C 207 D 79.51%%*
Altruism 355 B 404 A 341 B 204 C 66.54++*
Prestige 3.67 A 247 B 2.56 B 1.89 C 69.67+**
Brand 327 B 391 A 295 C 226 D 24.00%**
Frequency 45 74 24 169
Percentage(%o) 26.63 15.38 43.79 14.20 100.00
wRx P<001

P.S.: Alphabet is the result of Duncan's Multiple Range Test.
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{Table 4> Factors of a imported apparel selection motives

e

21

Vari bach's alph:
Contents Factor loading Eigen value ( arlellztci‘e/e) Cron (;Zeail)ap .
Factor 1 : Value
+ Good quality .89 o .85
- Reasonable price .83 415 2551% (2.70)
+ The best to purchase 78
Factor 2 : Symbol
. Hmny with other apparels .84 22.46% 73
+ Desire to possess .69 1.32 (47.97%) (3.16)
- Differentiation from others .59 e ’
+ Upgrade appearance .55
Factor 3 : Aesthetics
+ Unique design and color .85 Lod 17.10% .68
+ Chic and sophistication 5 ' (65.08%) (3.51)
Fashion trend 54

BF 045 AEANTH Mol 12 29 9F X U FUsE Juoh vE o 4E
A% TYEI|Y Aol 2 shelsts] Gstel 1 AFS mr} o BROH, WG HEA ¥ JHSL 4
HA ABE Tble HO Tk BE ol HEY Ut YR ARy e FYUsHE HEot 18 4
o, AT of%, Wg A, By AFo) wet £ Erb v ol4EuT o Tk 95uF gol 4
OF FUF/IY 8% F AHAA SUML 0 FE GBS 2R AXS 4AY HE
Gtk % 71E Eb 300 oHEY 49 2UAFY o] $UFE Auste FEA B
A o] TYsHe ES U E E 201 3T o459 £YAF HHEY Fans
HERTE B9t E /1 Y4B A% Y WERES sobsy] skl B2 S ML I

{Table 5> Imported apparel selection motives according to demographic variables

Factor

Variables Value Symbol Aesthetics
20~29 years old 2.66 3.04 3.50
Age 30~39 years old 2.80 345 3.53
t-value —-.96 —3.36%** -22
Married 292 344 3.59
Marital status Unmarried 2.56 297 3.46
t-value 2.75% 4.25%k* 1.29
High school 2.61 3.18 3.38
Education level Over university 2.78 3.15 3.61
t-value -1.28 25 —2.25%
Less than 200,000 Tugrik 2.52 2.98 3.53
Monthly clothing expenditure | Over than 200,000 Tugrik 2.86 3.26 3.46
t-value —2.50%* —2.60%* .66

* P<05, ** P<Ql, ** P<001
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{Table 6> Comparison of importance and satisfaction of imported apparel selection criteria

Criteria Importance Satisfaction svadue

Mean Standard deviation Mean Standard deviation

+ Quality 4.00 93 3.73 1.00 4.05%#*
- Diversity 3.94 .81 3.60 1.00 4.42%%%
- Fitness 3.67 .96 3.67 92 —-.08
+ Country-of-brand 3.61 .88 3.26 1.00 5.44%%%
- Design & fashion 3.40 1.10 331 1.12 1.12
- Designer's popularity 335 .87 3.46 .82 -1.72
+ Country-of-assembly 323 1.17 3.28 1.03 -.52
+ Brand awareness 321 91 341 94 —2.85%*
+ Country-of-design 3.16 1.10 325 1.04 -1.10
+ Price 3.14 1.07 3.10 .87 .50
- Brand image 3.4 1.15 2.97 1.01 .86
#Hk P<001
of ) 3EAL AASH A= (Table 6)7 2t} & 3. Characteristics of the segmented groups
TAEES TUARE AT o S, O B FEoE = o4 AP +ddF Add9E7I
FAG 28 22 AR WA S48 T o AolE BAT dite (Table T Zrh S
SARe, 55 4, thofA, ey 284 A4S AR AEEVIE 3% A E
22 A 40 Bie g T USEE MY & 2 AR b 9 AW AgHEn ghel A3
stot. 22y =Y F AE oluAl, 74, A & AL A F Ande] Mt Fad A
o atA] S Agd v o= M RaL w FrIdew, AR Y AL L &
SRR P Wkt R AETE FaE Foldly, £ 9 ARARHES #9497 7t
NHEE g4 d0E Be 24, 0P, A AR A ol M w8 Adsrided,
B AR, R QA Ee T A7z digt AR 2B RS Y[ 7, A
TAREG WEE Aol FoATE dH. & = A, vl Fol BF WLt Choi(2003), Park(2007)
AT F4, odA, AR A A9 1 o AFoIME FAF LujdFo] w2 PSS
TAEZL Fouh A T USEe W2 Holjla, ke sfd WEE ol FYdTaL st 2 A
B QAEY FoEE AE F HFEHT {9 AHE A A3
SHA| wekeh T T A U F A&y

{Table 7> Differences of imported apparel selection motives among the segmented groups

Consoi
Giroup Price & prestige | Fashion & brand Altruism pursuit nsp}cuous .
ursuit group pursuit. group group consumption retard F-ratio
Factor P & group
Value 290 B 337 A 249 C 1.93 D 17.18%**
Symbol 332 B 385 A 312 B 220 C 2033
Aesthetics 347 A 351 A 3.69 A 272 B 12.25%**
sk P<001

P.S.: Alphabet is the result of Duncan's Multiple Range Test.
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{Table 8> Importance level differences of imported apparel selection criteria among the segmented groups

Group | Price & prestige | Fashion & brand | Altruism pursuit Consp icu<.)us .

Criteria pursuit group pursuit group group consumption Feratio
retard group

+ Quality 376 B 450 A 415 AB 422 AB 3.16%**
- Diversity 3.98 424 3.95 3.95 .85
- Fitness 3.55 3.65 3.86 3.57 1.07
+ Country-of-brand 377 B 438 A 341 BC 326 C 12.67%+*
- Design & fashion 319B 385 A 3.60 AB 321 B 2.83*
- Designer's popularity 3.67 A 3.86 A 320 B 271 B 11.56%**
+ Country-of-assembly 307 B 396 A 312 B 2.88 C 4.32%*
+ Brand awareness 327 B 386 A 3.07 B 283 B 5.98***
+ Country-of-design 331 B 404 A 281 B 283 B 9.64%**
+ Price 3.00 B 396 A 285 B 3.05 B 7.64%%*
- Brand image 293 A 352 A 3.05 A 229 B 4.57+*

* P<05, ** P<Ql, ** P<001

P.S.: Alphabet is the result of Duncan's Multiple Range Test.

S8 E Husy] fste] dYPHFRELE HA S A S oy, Yo Eo 4, A YAk
A= (Table 8>3} Zrt & Aol AAE A, gARle G384, datelde f9E, 2=
Ao AE7|E 11744 83 5 +Y4 979 ¥ 7h AR QA E, YAl YA, 714, AR o]
A s B AEa2 3 Hd Aol e 33t A Afolof Al §oap7t ATt &
A FAA7F gl od, Ao Re 4, Ax YA A W AHAGHGe oozl tzpolmt 7}
A, gARle G384, daelde f9=E, 2= Zo| g3t WEE 7} FA Wby, $3 U AR A
7h AR QA E, YAl P4k, 7HA, AR o] FAGE AT FA, FEAAA, fApelt
e 33k Jo Atolo A foap7t Qi & oy ol SHE 2T} ABIAAE,
M 4 ARAFHGL £ FE AT ff o tjzkel QAR 744, AE oju] Ao th3t wrE L7}
Aol o] fFHEY AR oluAE M FAAIY ot oo, ERAAFH G HA A AT
on, §3 ¥ A% AFHGS +4F9 4, AN G =47 F4, Axd4A, gl
AR QAA, ARl f34, dAeld Y ¥ E, 3 §34, Yoy %, 2P}, AEA
27 ARY JAAE, A Y44, 714, A T, garel 9AA], 714, A& olu A of tjdt Hk=
i ouAE 7H FaAHC BAAFHARL ¢ 7} v Hol9ut
AOFE Add of &4, dAdy f34, 4= FA A 2H] 48] 2918 2oz 483ty A
oln A& M FRAIP o, THAIA AH AR A tho] AL3|EA St Wolo] EAL HAF Aut
Ade Y9 ReE A9T q £48& 7MY S84 (Table 103} 2}, oEu] 2 &0 whet At Afo)
k. oA Foate et A] ggrod, vo], 4% of
F35H BT 9493 T YR A8 B39 Awo] uat Ak Aolo A 9ol 9]
WHEEE HLsty] dote] dAHFEA S AAT k. 2 714 2 Aw AL 300 T njZo)
A= (Table 9>9F 7t B AfoA AHd & AU 15805 583 B oA E AFo]of| A Wol
AoF Ael7]|Z 117174 89 F +YIFY o 4 AL, 3 9 AR AFHEE 30t e
At e A B #8333t A Aol 7|Eo)|AY digta 423} oAkl W& L AW
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{Table 9> Satisfaction level differences of imported apparel selection criteria among segmented groups

Giroup Price & prestige | Fashion & brand | Altruism pursuit Consp icu(.)us .
. . consumption F-ratio
Criteria pursuit group pursuit group group retard group
+ Quality 340 B 450 A 354 B 383 B 7.65%**
+ Diversity 337 3.59 3.61 3.29 .89
- Fitness 3.96 3.88 3.71 335 2.53
+ Country-of-brand 3.09 B 4.00 A 3.03 B 324 B 8.20%*
* Design & fashion 2.80 C 446 A 332 B 330 B 15.91%**
+ Designer's popularity 353 B 392 A 343 B 317 B 4.41%*
+ Country-of-assembly 320 B 3.88 A 314 B 3.05 B 4.21%*
+ Brand awareness 340 B 385 A 327 B 333 B 2.56*
+ Country-of-design 318 B 4.00 A 297 B 318 B 6.89%+**
+ Price 2.60 C 412 A 2.96 B 3.00 B 26.02%**
+ Brand image 2.89 B 346 A 275 B 283 B 3.70%*

* P<05, ** P<Ql, ** P<001

{Table 10> Differences of demographic variables among segmented groups

Observed frequency(Expected frequency)

Group Price & prestige Fashion &. Altruism Consplcugus ,
it brand pursuit Lrsuit erou consumption Chi
Variables pursuit group group P 8O | retard group
20~29 years old 30(31.4 13(18.2 53(51.7 22(16.8
rce y 0314) (182) (51.7) sy | o,
30~39 years old 15(13.6) 13( 7.8) 21(22.3) 2(72)
; Married 18(19.7 23(11.4 30(31.9 2(10.1
Marital ! 19.7) 4 L) (oD 33.08%%*
status Unmarried 27(25.3) 3(14.6) 43(41.1) 21(12.9)
High school 24212 7122 30(34.8 18(10.8
Educational level gh - Adld (22 345 (105 15.19**
University 21(23.8) 19(13.8) 44(39.2) 5(12.2)
Monthly clothing | Less than 200,000 Tugrik 21(20.1) 7(13.1) 41(35.7) 12(12.1) _—
expenditure Over than 200,000 Tugrik 19(19.9) 19(12.9) 30(35.3) 12(11.9) ‘
¥ P<01, *** p<001
&= A= Aol A Bol & 4 llen, Bl A G A vEhd & A Ao Zol 7k
TS 200 EE v ol AU st 45 ol4be]  USith ol B AT N RS ojun] &
S0 g 42 AU B2 oHE Aol ol $EE FY ARSEIA wsk) vRol tehe 3
E 4 U, A A 2 AR T2 20 £ AR FSEA
L ou oA TEHAE o4 B A4S A
oA Fol & & An = e AR V. Conclusion
TALA 28 7E AR Park(2007)9] Aol A
= Yol B2 A HA Y LuAdFo] gof, = M FE dda HAH LY
gy A2 2zo] B2 FAH AU4F AT o] B2 20 HUYES BT 28] o
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