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The Influence of Men’s Media Information Utilization on Appearance
Management Behavior: Mediated Effect of Appearance
Awareness and Metrosexual Tendency

Keum Hee Hong'
Division of Fashion Industry, Silla University, Busan, Korea

Abstract : Contemporary young men are consumption-oriented, pursue ideal male images displayed in commercials, and
are highly interested in fashion, beauty, and appearance. This metrosexual tendency(which values appearance) is largely
influenced by mass media. This study examines how men’s media information utilization influences appearance awareness
and metrosexual tendency as well as how these two variables influence cosmetics consumption and fashion product con-
sumption behavior. The results are as follows. First, metrosexual tendency consists of four dimensions: fashion involve-
ment, pursuit of individuality beyond sexuality, cognition of fashion taste, and preference of a high quality product. The
sum of variance is 65.594%. Second, media information utilization influenced metrosexual tendency and metrosexual ten-
dency influence cosmetic consumption, brand-sensitive consumption and commercial-sensitive consumption; however, it
did not affect price-sensitive consumption. Third, media information utilization affected appearance awareness; however,
appearance awareness did not affect metrosexual tendency. In conclusion, appearance management behavior for men in
their 20s is clearly affected by media. This phenomenon is caused by the metrosexual desire to express identity through
fashion. Men in their 20's do not take care of their looks because of the social perception of appearance (as related to
showing off their competence or pursuit of social success); rather, they have a desire to express their individuality and
personally enjoy grooming and maintaining their appearance. Therefore, we can expect increased beauty and fashion

expenditures.
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Table 1. Demographic characteristics of samples

Characteristics Frequency (%) Characteristics Frequency (%)
20-24 146(75.3) ) married 7(3.6)
Age Marital Status .
25-29 48(24.7) single 187(96.4)
college student 134(69) less than 2 million won 24(12.7)
sales/service 14(7.2) .

2-3 million won 14(7.4)

. professional 8(4.1)
Occupation

official 17(8.7)

3-4 million won 21(11.1)

owner-operator 8(4.1) Monthly
others 13(6.7) Household 4-5 million won 31(16.4)
] Income 5-6 million won 40(21.2)
high school graduate 10(5.1) .

6-8 million won 19(10.1)

Education in college 134(69) 8-10 million won 17(9.0)
college graduate 48(24.7

ge & ) (24.7) over 10million won 23(12.2)
master's or higher 2(1.0)

Table 2. Exploratory factor analysis of metrosexual tendency

Factor Eigenvalue

Factors ltems loading (variance)
9. I purchase clothes I like even if it’s feminine. .628
10. I can wear gaudy pattern or glittery garment if it fits me. 738
Pursuit of individuality 11. There’s no need to distinguish between men’s and women’s clothes if it’s stylish. 793 3.547
beyond sexuality 12. 1 like unique clothes. 819 (22.166)
13. T like style which is different from others. 798
14. 1 choose clothes which shows my own style. 619
1. I am well aware of men’s latest fashion style. 197
2. 1 try to go with the latest style I saw on TV, magazines, or the Internet. 815
Fashion involvement 3. Keeping my style trendy is an important part of my life. 622 3.386
4. 1T am well aware of the latest style of shoes. .698 (21.165)
5. 1 am well aware of men's hair trend. 147
6. 1 am very interested in fashion accessories. AT71
Cognition of one’s own 7. I know where to purchase my favorite style of wardrobe. 739 1.967
fashion taste 8. I am aware of my fashion style or taste. .871 (12.293)
Preference of high 15. I prefer one piece of pricy wardrobe than many pieces of cheap wardrobe. 874 1.595
quality product 16. I purchase what I like for my appearance even if it is expensive. 763 9.970)

A | FH FE 2T =8 vy, WA fEEke @ A QR ARE uiEo R thA] 1A a1EAS
Aol 2Elde] tislA] & LA Utk 59 6 wIHER oF siRed, 2 A% BE £39 FFHARIT 05 ool R
A T g9oz WYy o] Q9o Halgke M e = (construct validity)’} EEESH, 2+ 90 £
21.165%= YERgTh Al 8212 U= W7t Folshe ek FE2A47E 0.5 oPFolEA e = (convergent validity)=
< UM A F JeA & Rirb, ve o] sz ol 3R ETh 28]3 7 22018 Cronbach's a%}Qj Asket Al
HeFe & Lo ko] 2 FFPoR ofFofA ] AT < A= 852, 842, 735, 6562F e} e UjF du
Aolg} WISt o] a91e] FAkRS 12.293%Sth Ul 291 A (internal consistencyyg H.ITH o5 THA| 5—1"175. QOlEX

S g & 3 o] A 2 ofy] HEL FrP, QEE 23| REoT gAS ATt AT 47 218.540(dF98, p=001),
a7ke] ok vkl B9 itk 2 2w -T’-/“E] IFI=.905, CFI=904, RMSEA=0802% Utht %& #e=s

of WHAE HE Qololt WA o] 8ole] BAFES  ohIAW Fg/k5w FEolny B 5

THKim, 2007).

9.970%c]t}. o] vl 2219 & FAkke 65.594%= L}E‘rk&v} B Ao 3IYANES Lee and Park(2005)2] FAdul A2
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Table 3. The mean and S. D. of metrosexual tendency

o117} MERAY §PL Fol EHHYE] FFE I 709

Pursuit of individuality

Cognition of one’s own Preference of high

Variabl Fashion invol
ariable beyond sexuality ashion involvement fashion taste quality product
Mean 2.98 292 3.46 3.19
S.D. 75 72 74 .82
Table 4. Exploratory factor analysis of fashion product consumption behavior
Factors Items Fact.or Elgeflvalue
loading (variance)
1. T usually purchase products from well-known brands. .836
Brand-sensitive e . 2278
consumption 2. 1 purchase products from well-known brands even if it’s expensive. .830 22.776)
3. Quality of products from well-known department stores is guaranteed. .658
4. 1 wait for the sale to shop if possible. 757
Price-sensitive 5.1 feel it is a loss to purchase something at it’s own price. 759 2.135
consumption 6. I always check the information on prices. 736 (21.351)
7. 1 compare prices around many stores when I shop. 728
Commercial 8. Products on commercials are more guaranteed than those are not. 813 1897
-sensitive 9. Information from commercials are helpful in shopping. .835 (s '973)
consumption 10. Sometimes I buy products because I liked the commercial. 816

7 T, T, o84
g, AT olehe] 4891 H]J-EHE‘:}@ Uﬂi*“/\oq A
o P
> e

o veker} 447} aop ¥4 et ols} e 23}
2 o] YA Sl A7l 69% o} WERAY
Jgko] aThA] EA] @7 Yo sAdr}

A3 A= Table 49} 3t
o 2 o] a”lo® vepton, 7F Hlewizie, ZHAR
#h= Hon,

7Ae, FIRAEE HYsieith. o] Ax= Hong et al.(2007)
o] AxAAS} 2k F 63.101%2] BAEES Bylom 7t g
Q1Y Cronbach's a2 AAFsE A =AFE 693, 736
78302 Ut ¥wA &2 UH dAE B olE o

Al NEH R BFAE TIRIEAIE ER1A Qi HEoR
AR A F7F 61.069dE32, p=001), TFI=941, TLI=915,
CFI=940, RMSEA=.0692 UER} Hlwd st H3es e}t
Ribei=s

4.3. DIc|o{E 20|82t 22014 W HEZMm HEol
SHEEAHES EHWé!a H| @Sae| lokaA|

B R sEANS e FaUYM=3.94), 271/2A A
£ (M=3.90), d]ﬂ%é@(M%.lS), AR AAFAN (M=2.77), B

M=270) &£ 2 vepstth BR-GTA 69%7) FRFh sk

9 R ZIEHE o2 QL ol EA O} 27/,
slojgtz/d Fo) 7189 #eE F2 ke ZoE Vet

1:]01 x%y_o]o_]_’ Q]Eolé}, HEZARY AJere] g
dotr 7] 9t

B
E
‘%
L
éa
208

o

H
[
E
o2,
o ¢
=2
=
o
o2
o
)
flo

oq ﬂﬂ—c’—‘i_ﬁ ﬁoi

Fig. 28 ®H, sjxi#

2A5Y A3ro] =9kom v EZM5AA o
1= =

AA— [e] == bl
FAH} BT BAT WA FINL} B RO
2 ekt el 17 Mg R 3ol
GG M)A Yot MEAGA o] F& Alge HAS
sk aols Bile] WA HOR Mol ok o)

W2 b= AS=E A€} o] Sung and Jeon(2006)%] A
TolA tRgr o] HIELS FS FEIHA T e R §
A2 BARFTE Ive AHee vE=EA JEit) wet
A HERARY AF3Fo] w2 AR Haltel Fdo] AEF
3 AZEE 7HAo] v Fufditie AS o & U
g Tl Hol =8} el HEZMS
AZ ’é}iﬂ‘i‘ﬂ U]‘qoﬁzqiol“g-lil‘c Q=12 7}

—=

Tn
> 2
4
S
_,z
o o
)

2ol 23| TrfsB

AAJBFo] &

>,\1

o] B NS Fske uﬂiﬂ‘

| £ Hong(2008)2] --ellA B4 HEH
7t EEFE oA WA R i AlSlEs)
A HEE Pt 2 Ax 52 RAPIS B AHet



710 S/ EIR] AI5H A5E, 2013K

media
information
utilization

appearance
awareness

“p<.001
Significant path

Fig. 2. The result of path analysis.
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