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Female Clustering & Characteristics according to Environmental Attitude and
Eco-clothing Purchase

Dongil Han, Junho Kim, and Youngjoo Na'
Dept. of Clothing & Textiles, Inha University; Incheon, Korea

Abstract : This study divides female consumers according to eco-friendly attitudes and the purchase frequency of eco-
clothing products; in addition, it analyzes the characteristics of each group in terms of LOHAS lifestyles, the attitudes for
eco-clothing products, and satisfaction. Eco-clothing attitudes of female consumers were lower than eco-friendly attitudes.
A total of 360 female consumers were divided into 4 group according to purchase frequency and the eco attitude, Type 1:
survival (33.0%), Type 2: wellbeing (25.6%), Type 3: curious (15.0%), Type 4: LOHAS (26.4%); in addition, age, income,
marit alstatus, occupation, LOHAS lifestyle and shopping places were differentiated by type. Type 1 (low eco attitude and
low eco-clothing purchase) were composed of the youngest, college students, low income, low level of LOHAS lifestyles
and low level of eco-clothing attitude. Type 2 (high eco attitude and low eco-clothing purchase) were interested in healthy
eating & exercise among LOHAS lifestyles; in addition, Type 1 & 2 showed alow level of eco-clothing satisfaction. Type
3, low eco attitude and high eco-clothing purchase, were characterized with high expenditures on clothing relative to
income as well as lower levels of family activities and leisure life than LOHAS Type 4. Type 4 (high eco attitude and high
eco-clothing purchase) were the oldest group and mostly composed of married workers (the highest income) with the high-
est LOHAS lifestyles and the highest level of eco-clothing satisfaction.
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Table 1. Demographics of respondents and clothing purchase

Demographics Frequency %

20's 134 373

Age 30's 95 26.5
(N=359) 40's 104 29.0
50's and over 26 7.2

] High school 127 60.1
%if;gg)n College 122 34.1
Graduate school and over 21 5.9

Monthly Less than 2,000,000 192 53.9
income (won) 2,000,000~4,000,000 112 315
(N=356) More than 4,000,000 52 14.5
. Single 189 52.6
(I\I{fg:%; Married 165 46.0
Others 5 1.4

Office worker/Professionals 202 56.3

Occupation Full-time housewife 33 9.2
(N=359) College student 95 26.5
Others 29 8.1

Clothing Less than 100,000 101 28.2
purchase 100,000~200,000 138 38.5
(won) 200,000~300,000 65 18.2
(N=358) More than 300,000 s4 15
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Table 2. Eco-friendly attitude of female consumer

Eco-friendly questions Mean S.D.  Group mean Sum of mean
) I do recycling all the trashes definitely. 3.87 .86
Private -k the trash back home from the picnic. 3.66 92 362466
attitude
I tried to recycle the used clothing. 335 1.11
7.8241.12
] Government must control harder against companies' environmental pollution. ~ 4.34 5
ai?;file Pollution is now one of the most serious problems to this country. 4.18 .84 4.19t.67
Government must spend more money to support the environmental policy.  4.08 .89
ohe- 28, sk ke ol § 6RRe /AT E 2 -
- — _ Table 3. Grouping of female consumer N(%
Bl o] TAERL AT (Kim, 2010; Park, 2008)S 23 pie : %)
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- : . ] <Type 3> <Type 4>
A HEAE F 39830 7 AT High 54 (15.0) 95 (264) 149 (41.4)
’gv:}_/‘]- X]Zu.?—g SPSS Ver. 20 for Wil’ldOWS% /\]-%‘8}01 —E‘ Total 173 (48,1) 187 (51.9) 360 (100)
Mgt 1973 BE 2 TONES setsle] Heloe f
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Table 4. Demographic characteristics according to female consumer grouping N(%)
Low eco/Low High eco/ Low eco/ High eco >
Demographic purchase Low purchase High purchase  /High purchase For Z, fvalue
(Type 1 N=119) (Type 2 N=92) (Type 3 N=54) (Type 4 N=95) s
Age(years) 324 B 36.1 AB 334 AB 36.8 A F=4.56+
(df=3)
Shopping store Regular shop(222) 84(23.3) 71(19.7) 30(8.3) 37(10.3) ¥P=34.96%**
(persons) Eco shop(138) 35(9.7) 21(5.8) 24(6.7) 58(16.1) (df=3)
Monthly. income Less than 2,000,000 won 86(23.9) 46(12.8) 28(7.8) 32(8.9) FRYp—
(persons) 2,000,000~4,000,000 19(5.3) 32(8.8) 21(5.8) 40(11.1) ( d.j: 6
More than 4,000,000 won 13(3.6) 14(3.9) 5(1.4) 20(5.6)

Marriage Single 74(20.6) 48(13.3) 30(8.3) 37(10.3) =0 73%
(persons) Married 45(12.5) 44(12.2) 24(6.7) 57(15.8) (df=3)
Officer/professionals 56(15.6) 53(14.7) 30(8.3) 63(17.5)

Occupation Full-time housewife 13(3.6) 7(1.9) 6(1.7) 7(1.9) ¥=14.69*
(persons) College students 44(12.2) 19(5.3) 17(4.7) 15(4.2) (d.f=6)

Others 6(1.7) 13(3.6) 1(0.3) 9(2.5)
Clohing purchase Less than 100,000 won 45(12.5) 21(5.8) 15(4.2) 20(5.6) s some
(persons) 100,000~200,000 53(14.7) 33(9.2) 20(5.6) 32(8.9) (d-. f= 6)
More than 200,000 won 20(5.6) 38(10.6) 19(5.3) 42(11.7)

*p<.05, **p<01, **+¥p<001
Duncan multiple range test : A>B
(F=4.56, p<0.004), 2238727} Aol g 3(x*=34.96, p<0.000), vhlo] WA 4009+ od® 8 FolA 7P BTh €<
E YAE(=34.09, p<0.000), AEHH(*=9.73, p<0.021), X EYHIE 205k oo E /F Fox 7P wdith Egh
A(*=14.69, p<0.023), Y| HTYH] (x*=23.59, p<0.001) 5] 264%=2A] 1 W go] 1/49)] FHIALE o= ASTE R A5
B TR 202 UeRgtt. ol RISk AHRF ek v o] A= =31, A7t U= Fdo] Al tigh Aol =i
3AZIsH AvRE gt el JIFEAE BAdo] thEA] sk 373 AR e Fol ke dATFe}t fAkgE Aol
the A8AT(Lee et al, 2007)2 A3 o2 Axjolrt, THMurphy, 1978).
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T Ael7t 7 ke He=r17b 7R ZATHE3.0%). - o] H=3 1832 A3 148307 QQEAMS 2A]sS
g 23X /NS A)e 25.6%S ARSI, B t}. Varimax Hw33E o]8-gh FAREAMS AAEoH
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B2, Aelo] BWekon, 9AEL 2009k Rk 200~400 63.84%= Table 59} 74t}
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Z 10~20%+ wHlo] fAbelA Bokth £3 1, 2= N 7340 AEL MFske BIER A EY o] XA FA°
o]g AnREe] Be WY £33 4= XA THOA v 2 gt er 89l 19 AEEe 15.65%3At 881 2= 7}
ZHRS0] HWo| EdHEe] YUATHK=34.96, p<0.000). 3} o] Z7|e BsE 2 2¥x2E Sl 9ow VS

& 3R AE ye FaAdy 3334%, nlet HskE A5k U8e #3452 dE o] TIEEE 0]
71&0] SARIAl BXEEI FAlo] Bekth 9AES 2009 2 Hysilon AuEe 129%th 291 32 HHEAY <
< wvto] @k, YolEFYHIE 1092057k mlRto] W2 AR A7MER] e S48 AEsial 1 FHdoly A
Holrh. Y45 oiy] 13 o F7r) uiRlert =2 Ze A5 Bol He U8 TIHEZ =Y ) Aol

2 Ho| A FAZ et T71de] & fF3olm Hgo] gallom A 1340%3Ath 89 4= FHuy v)E, 53
714 HAQTH15.0%). 5 N1AEQd 2491 Bol v e wHEider i

Y 4FRE LT T)e HEaBEe 368E 11.53%33th. 831 5= ARlvke] AIZRS 7RA]3 miglel] ALY
=L 71&e] Bkal AARle] 7Y Bkt €452 200~400 Holre] ghS Adhs BIFEE FAE] offabolEt ¥yt
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Table 5. Factor analysis of LOHAS lifestyle questions

Variance
F i Loadi h'
actors Questions oading (cumulative) % Cronbach's o
I like to live in the recycling-material house 774
Factor 1: 15.65
I prefer the D.LY i 761 1
Eco living prefer the furnitures 76 (15.65) 7
I prefer the product of recycling materials or refill 758
I participate culture events with my family .829
Factor 2: 13.41
I ing ti t; j ith famil, 769 .68
Family activity take resting times to do sports or enjoy with my family (29.07)
I talk to my family frequently .663
I always participate the trash recycling 723
Factor 3: I purchase only after confirm the country of food origin 714 13.40 65
Healthy eating | always confirm the artificial additives or preservatives when buying foods 614 (42.46) '
I don't use disposable spoons or paper cup 514
Factor 4: I do exercise regularly for health or beauty 771 11.53
. .58
Excercise hobby [ have the hobby of professional level 740 (53.99)
Factor 5: I want to live in a country-side house 739 9.85 "
Leisure life I have my private time even in a busy day 619 (63.84) '

glom AdvEe 9.85%3i

B3k glo] ZAEtd ] 291 e FA, AIFHM], 71
gF, 44 AL, Afdb e vetst
FrEoll we 2aks o]z QRIS AT Table
62 2tk 43 12 BE 2ok o] ZEldoA v 89l
g Uehllal 53] A4 A8 Havt deus AE
o #io] HFEo] U= AuteH (Survival type)el2tal &
T el " 2717 7P 2TH33.0%). ©f 82 AT
(Kim, 2010)2] 23}~ AA-HH23.6%)4 FAE 5488 AU
= & Ao £9 19] gl o B w3Th AR R
Al met Rg7dolu Aol o K EAARE Al
AR ALEI e A71EF] A3kl AoF Alm).

3 2 X3 Hee 504 XA RAF FuNlEE
S Ao s 2aligto|ZAElde] 291 F ‘eI |r o
b 55 SAskERE AU (Wellbeing type)o 2 HE &
At AA gkl 25.6%5 Edsle Joelth. diEe
A2 (wellness) Fo= FHatolEolgtals a1, AA8<A(Jang
et al, 200604 %= 4y Feto] Aol =2 =S vehd
oL sl & AAe] /9 29k BissE 9l As &
T Uk
Table 6. LOHAS lifestyles according to consumer type

>

it

3 3 3 HiEE o JAHFAEe] FuHl=
ks A AA WA F 15.0%E BlE AR F
R34 FA7F = LFFHv], A7 2 Bol v

EQto g 5 714% (Curious type)e)ZHl ¥-2 4+ JATH &

oo

o

3
AR FAF T Rlert 7 = 0
& 4 ol 7P me Jdolw, Y55 9
ERE A Folld 7Pg vk 8, 1A AdE BE
2ol glo|ZAElde] Hargte] T duth Fous =8}
2% (LOHAS type)elzta & 4 At A E= 52
AT RE oloAA] ggom AL EF IS oF3)
= as Frele 19 20k 2 73 4 A 7, 7
S5 A A8Y T a9 B w2 o= ekt
o # R 49 SAE AYAT(Kim, 2010)2] 28k FF2]
543 A9 A= e 2alks 2ol Ele] Q913
O

Aol Eakx fo] AR A XA SR HIE©] 264%=
Hw A =g e Aol 7ol 193%2 7P At
AgAFelMe Batagdet o|2o] A7 T(224%), 71
FAAH(34.7%), Z2AANFTH23.6%) 5ol A= ol
2 o] 2Ello] o HAHA] AH|zle] {30l FEEHA

Factors Type Type 1= Survival type Type 2= Wellbeing type Type 3= Curious type  Type 4= LOHAS type F value
Eco living 2.68 B 235 C 3.03 A 330 A 31.09%**
Family activity 296 B 3.08 B 295 B 340 A 7.73%**
Healthy eating 3.01 C 3.03 B 337 AB 381 A 26.45%%*
Excercise hobby 1.69 B 1.97 A 1.92 AB 211 A 11.36%**
Leisure life 230 B 2.51 AB 232 B 2.67 A 11.64%**

***p<,001, Duncan multiple range test : A>B>C
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THEol HA 7] wiiolgtal AbRET =, o7kt ToR w2 Zlo® UEht folek Aeol7h A EATHE=31.95,
HNesddete] pho) BEE AL B 4 ok wEe] X A pe000]). E ABARAFE] PHHEEE Aviun W)
Telre aRAt FR39 ER7E AAHoR o] FeRIdl ol = Aol HAl FollA] 66.4%0l E3IATE 78 FollAle
o] Blo|Z2Elle] o] v FElehl vehd Zlojetal Az 8 4@SRES, 83.3%)0] TEETE TP kil o #9
it 3E7NE, 62.1%)°] EdTE G381kl 44.4%)7 73
2(°J1t'o16§ 333%)= WEEIL e 53] /% 268 E)e v
4.4, 2H|INREE JSHO|RHF0 CHE B ¥ 2R =57} 7P SEUTHE=8.29, p<0.001). °1& A%, %5 5 7H<l
ABAFAE @ BES BAY Ad g 4 WYo] Za I olo] 2 Bo] 7] Wl
231~3308¢] H9E Ade Aew yeht 38 grero FrEut AlEol et 7IhA7F =2 stog vjeben:. gk
vl w2 Bieg ZH e S & 4 ATK(Table 7). fr idJéghrxﬂvr] FH3 7 A el wel o7 3¢
Pz AN, 59 4@SRe] FE Be AFGHE U oIk HelA gtk
Epiler teos £8 3(E714 Y, 2.89) cI9lem 1 o
o2 #7 1ule1EE, 2359 #8 2AWUF, 23177} A9 45. HEHOIFNE TOEH X MEYARHE 70§ o=
FARHA W s JERIATH(p<0.000). Jr —Erfml st ol
Sheffe AH-3% é% —TLZJP‘*—E AnE £ 4Z2559) A FAFS TolekA] e olfroll thall S5 Aeshe
o] &1 H, A& 7P Adzshe Zo® YRk 5 sislen a2 A%E A E(Table 8), & Ee441(12271),
o % WAR 19 3@ TR NI RS stk le] SOlC) Sl Mus SHA. ol ok
59 10001 19 209 BUD GU0R BRS & ARRATAT 0 Aol ¥E AL Amaped
AT 9P W R ARE ARol o Aewsk g we A A 2 R ARk v oR seter). olgh Po] we &
o= Jepit) selelE PAE, A, FIAE 018 5 AV 1A Aol elfAlEe] Bgel =go] Hrka o)
S A F R UHANEY 79 4@&3d), 79 3& HholA ETaL 1% THHan & Jeong, 2009).
R 0] el Z“ﬂ M e A0 Uehe, teoze TARle] nRgel] gF EolN(71dy, Hde] H
B 10PlER), 9 26Ul 2] Fof B A Aa0dy, 8 Aol geld iy, Fel ez, o
W2 R L}E‘r‘;ﬁ} A o)E 7AAEE 3 —)F A 3 FolA oA (1571y T4 AR, Gnt AF Hls) 218
mo2 R £Y aRAsY, L8, Y S@IY, ANRATO F3, B9, 74, B SA gol 2
1638]), 78 1098 E, 0418148 2WUA, 0268) o @ o= Rtk FHEL ARALA ARAEL T1A]
Table 7. Purchase attitudes of eco-friendly clothing according to consumer type
Type 1= Type 2= Type 3= Type 4= Fovalue
Clothing attitude Survival type Wellbeing type Curious type  LOHAS type af
(119) 92) (54) 95)
Mean value (5 questions) 231 C 235 C 289 B 330 A F= 67IE6***
(df=3)
; = ok
b o shting merls 22 246 € N
illz);elifrelrg r;cztcelri;;iPET and lyocell fabric for 218 C 290 C 267 B 317 A F :(S;S;k**
Questions ih?;ji; f;‘;ﬁﬂ?:gly clothing without 2.55 B 260 B 322 A 3stAa o (62,/842: -
Leﬁ;ef;lé‘jtg;ﬁf clothing; yellow ditt, 225 B 2.15 B 276 A 39A  F° é;:zz;k -
fn};iiztbg;‘%‘;ngggfd clothing from flea , 35 234 B 283 A oA 0T (;;25: -
Purchase experience (frequency) 041 C 0.26 C 1.63 B 311 A F :(;;335)***
Purcmsi;:;;iziof g‘/f;f-iizr?zy%;mhing 8/18-444%  6/18=333%  1829=621%  55/66-833% F = §20%wx
(I: Yes, 2: No) ' 1.56 B 1.67 B 1.38 AB 117 A (df=3)
Highest price of purchased clothing (31\11,:61050) (;,:71028) %’:92065) (;,:45685) N.S.

***p<.001, N.S. : not significant, Duncan multiple range test : A>B>C
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Table 8. The reasons that they don't buy the eco-friendly clothing

Reasons Type 1= Type 2= Type 3= Type 4=
Survival type (119) Wellbeing type (92) Curious type (54) LOHAS type (95)
Not know well 122 37 40 18 27
No interest 76 41 23 7 5
Don't like the design 71 19 24 9 19
High price 40 12 10 9 9
No differences to regular products 21 10 6 2 3
Low quality 18 3 6 4
No variety in product 15 6 5 2 2
Others 10 7 1 1
Total 373 131 118 54 70

HIAAL S B XIS o /Al Fo] tpeksiA] Zafthar |t
A8 AT A3 (Han & Jeong, 2009)2}F FAKSITE = A< A
Folle vl #AE 1= BAo] BEaAY B Uik
3 o2 EAAS AUe ol AlFo] Al B
AUA] Fgk FoE Bl

el webs FajelA] e ol 254 ket &
1At E Y & =2, Fqle] glox 7k 38 AU
Holl {8 4&Ea23) 73 289 ¥)e & A, o=
o] whgol F B 7 FE Udel). wEkA x13EelF
AFe] a7l FFoA Hlojut Bt 23k gho] ZAER AW
29 875 VEAAE & Y RIS SR 218
AR AFS Hg=for skt

AN FAE TjEFe} HIEE =gy B3RS o =
A3l 2 AIR= Table 99F 2t} 71 Bo| g 313H739]

2
FAES] FHE BMZYOM, TeoR &8, 4, iR,
£, 215}, o155 Sol9l
E}

A
2E %2, AAF S0l 9%

— TN,

)

Z, £ 5 A HEEST B2 AFe At ¥ B

A
A% UEth BMZ, B, £% 52 I FAlEe R

HwA B AlFo] AlEl A=Y A3 B 213 AAjo] &
o] ¥lw3 st Zlo= metEi), o &3 g, olse] Wl
T7b vz vre A HAESHA 5 7PEFEe H]&o
92% Hhol| Hx] ¢7] WEo 2 Azt §3d wat Aun
W58 4ZE32Fy) 1662 P B AES g A
o2 vepgton EM2E 7Y Bol etk theoE £
3 3E7IA")e] 28 Y Hokor &8-S ol 9%
Aoz Yepdth v 43 1duleldd) 79 28wy
T WA 63 TUR Ao® YERTE o s 9 3%
Ay £33 2893 A9l 78 4&323)e FAB
AYE R 45T F don, Mz e HFro2 3
o|FAIFe] izt FujE FoZ Helth

— ~ T

it

2 d7elMe A9 = B A RAE i
= AL
- o=

#3937 ey 2l
= J
o

ki)

olErEll, AAAY HE U YEE 5 2AIC 49l
g NI Bl Eriehs ADPFAES T

Table 9. Purchase items of eco-friendly clothing according to consumer type

Items N Type 1 Type 2 Type 3 Type 4
Survival type (119) Wellbeing type (92) Curious type (54) LOHAS type (95)
T shirts 70 7 8 11 44
Innerwear 65 7 6 16 36
Sox 35 3 8 8 16
Pants 30 3 2 4 21
Knits 16 1 0 4 11
Accessary 16 1 0 3 12
Jacket 15 2 0 4 9
Children clothing 11 1 2 1 7
Shoes 8 0 4 1 3
Others 15 3 5 0 7
Total 281 28 35 52 166
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