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Abstract

As a part of integrated study for technical communication between consumer and manufacturer of
functional clothing, functional clothing consumers were categorized based on their perception of the functional
outdoor jacket and the differences in the source of information and use of hang-tag were examined according
to the groups. Questionnaire survey was conducted on 472 males and females in their 20s to 60s, who have
experience of purchasing functional outdoor jackets. Perception of functional outdoor jackets was classified
into four factors (‘functionality’, ‘price’, ‘experience/knowledge’ and ‘brand/design’) and the respondents
were categorized into three groups according to the factors: ‘unconversant/ brand & design pursuing group’,
‘conversant/ function pursuing group’ and ‘high-priced products preferring group’. ‘Unconversant/ brand &
design pursuing group’ was composed of high rate of office workers and students in their 20s and 30s who
use internet most frequently as source of information while ‘conversant/ function pursuing group’ was
composed of high rate of professionals in their 40s and 50s who make the most frequent use of information
on hang-tag. ‘High-priced products preferring group’, which has high rate of the elderly in their 60s and
housewives, obtain their information mainly from salespersons. ‘Unconversant/ brand & design pursuing
group’ was satisfied with functional information more than other two groups and ‘conversant/ function
pursuing group’ concerned for the hang-tag and required more explanation of terminology used in hang-tag.
The results effectively explained the features of consumer groups and their different responses toward the

information of functional outdoor jacket.

Key Words: Perception of Functional Clothing, Outdoor Jacket, Hang-Tag, Functional Information,
Source of Information
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Table 1. Demographic characteristics of respondents(N=472)

Category N %
Student 50 10.5
Professional 117 24.7
Self-employed 66 13.9
Occupation

Civil servant 44 9.5
Housewife 61 12.9
Office manager 114 24.1
Less than 1,000,000 won 57 12.0
1,000,000 ~2,000,000 won 74 15.8
Monthly 2,000,000~ 3,000,000 won 110 232
income 3,000,000 ~ 4,000,000 won 89 18.8
4,000,000~ 5,000,000 won 99 16.7
More than 5,000,000 won 43 9.0
20's 113 24.0
30's 105 222
Age 40's 113 24.0
50's 105 22.2
60's over 36 7.6
male 217 46.0

Gender
female 255 54.0




Table 2. Factor analysis results of perception on outdoor jacket

Factor Eigen Variance,(%) 5
Lt sl i loading value (Cumulative, %) Cimuibael iy @
Factor 1. Functionality
- I consider for functionality when purchasing outdoor jacket. 12
- I think that functionality is the most important in outdoor jacket. .68
- I do not buy the jacket when functions are not satisfactory even design 68 245 20.40 695
is good.
- I carefully inspect hang-tags for functional information when buying a 65
outdoor jackets. ’
- It is necessary to wear functional clothing for outdoor activities. .64
Factor 2. Price
- 1 prefer expensive outdoor jacket. .83 . 15.88 603
- I purchase high functional outdoor jacket even though it is expensive. .83 ’ (36.28) '
- The higher price implies higher function. .62
Factor 3. Experience / Knowledge
- 1 have plenty of experiences of buying functional jackets. .88 1.65 (;(3)(7)471) 756
- I am well-informed about the functions of jackets. .83
Factor 4. Brand / Design
- 1 am more concerned with design than functionality. .70 1.41 (éi;;)) .682
- 1 put emphasis on brand name when purchasing outdoor jackets. .66
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Table 3. Clustering of respondents using factor score of perception on outdoor jacket (N=472)
Unconversant/brand-design | Conversant/function-oriented High-priced products
pursuing group group preferring group F-value
N(%)=140(29.7) N(%)=138(29.2) N(%)=194(41.1)
Lo 0.35 0.49 -0.60 -
Functionality A A B 81.48

. 0.29 -0.94 0.32 -

Price A B A 139.53
Experience/ -0.24 0.53 -0.19 -
Knowledge B A B 30.49

Brand/ 0.96 -0.15 -0.59 .

Design A B C 175.78

**% p<.001, Duncan's multiple range test result (A>B>C, p<.05)
43 71SM of2Tof AE! oAl miet SEstE  ® g0 Sold AT BAH S4L S YU 5
SER} ZlEte| oI TEH IR £ 4 Avngeh BARAS AN A L A
Q)3 AH(x2=52.750, p=.001), A A (x>=30.537, p=.01),
N5A okgEel AR Ao whek 4R 21 DEA(e=52750, p=0Dol A el 3 2ol sk Y= A
A= AA A A R} ol e AR Mol JOeB o vhehyltiTable 4).

Table 4. Demographic characteristics and source of information on functional clothing according to the groups

(N=472)
Unconvels.ant/ Co.nvelsz.mt/ High-priced prodiiets
brand-design function-oriented L X2
. preferring group
pursuing group group d.f)
N % N % N %
20's 52 37.1 36 26.1 25 12.9
30's 35 25.0 24 17.4 46 23.7
40's 31 22.1 32 232 50 25.8 52 750%**
Age
50's 20 14.3 41 29.7 45 232 (%)
60's over 2 1.4 5 3.6 28 14.4
Sum 140 100.0 138 100.0 194 100.0
Student 24 17.1 13 9.4 13 6.7
Professional 26 18.6 46 333 45 23.2
Self-employed 20 14.3 14 10.1 32 16.5
) Civil servant 12 8.6 14 10.1 18 9.3 30.537%*
Occupation )
Housewife 15 10.7 10 7.2 36 18.6 (12)
Office manager 40 28.6 34 24.6 40 20.6
etc. 3 2.1 7 5.1 10 5.2
Sum 140 100.0 138 100.0 194 100.0
Less than 1,000,000 won 24 17.1 15 10.9 18 9.3
1,000,000 ~2,000,000 won 23 16.4 27 19.6 24 12.4
2,000,000~ 3,000,000 won 43 30.7 25 18.1 42 21.6
kk
Monthly | 3 100,000~ 4,000,000 won 25 17.9 21 152 43 222 24.632
income (10)
4,000,000 ~ 5,000,000 won 17 12.1 34 24.6 48 24.7
More than 5,000,000 won 8 5.7 16 11.6 19 9.8
Sum 140 100.0 138 100.0 194 100.0
*¥*p<.01, ***p<.001
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Table 5. Demographic characteristics and source of information on functional clothing according to the groups
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(N=472)
Unconversant/ conversant/ . .
brand-design function-oriented ngh-pnc.ed products X2
R preferring group
pursuing group group d.f)
N (%) N (%) N (%)
Hane-ta 19 23 24
g-lag (14.3) (17.0) (12.4)
Salesman 30 32 82
(22.6) (23.7) (42.5)
Internet 43 a4 >2
Information (32.3) (32.6) (26.9) 23.631%**
source . 29 24 19 (8)
Advertisement 21.8) (17.8) 9.8)
Article/Technical 12 12 16
magazine 9.0) 8.9) (8.3)
sum 140 138 194
(100.0) (100.0) (100.0)
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Table 6. Difference in hang-tag management behavior among the groups (N=472)

Unconversant/ Conversant/ High-priced products
brand-design function-oriented gh-priced p X2
. preferring group
pursuing group group (d.f.)
N (%) N (%) N (%)
87 106 96
Read (62.1) (76.8) (49.5)
53 32 98 25.437%%%
Use of hang-tag Do not read (37.9) (232) (50.5) ?)
Sum 140 138 194
U (100.0) (100.0) (100.0)
. . . 99 86 131
Discard it immediately (70.7) (62.3) (67.5)

m?r?;gg(;ltlignt Keep it for reference 41 2 63 2.263

after purchasing (29.3) (7.7) (325) @
S 140 138 194
um (100.0) (100.0) (100.0)

k)< 001



(N=472)

F-value
.119
21.381%**
7.099%**
3.408*

High-priced
products preferring
group
M(SD)
2.66(.77)
3.34(.79)
2.68(.75)
2.73(.71)

Conversant/
function-oriented
group
M(SD)
2.62(.74)
3.89(.83)
2.88(.71)
2.73(.70)

Unconversant/
brand-design
pursuing group
M(SD)
2.64(.82)
3.74(.82)
3.00(.70)
2.91(.60)

M(SD)
2.64(.78)
3.62(.84)
2.83(.73)
2.78(.69)

Overall

Usefulness
Need explanation of
terminology
Reliability
Satisfaction

Table 7. Difference in perception on hang-tag among the groups
*p<.05, ***p<.001, Duncan's multiple range test result (A>B, p<.05)
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