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Abstract

The purpose of this study was to investigate the emotion and preference for shoes styles through empirical research,
in accordance with personality type, age and fashion innovativeness of female students. This study was a survey
research through convenience sampling of 224 college students. In order to select shoes style, a pre-classification
through dictionary and online search was done to choose the representative eight styles of shoes to college students.
Personality types was determined from the modified measures of the brief MBTI to fit this study, and the emotional
scale of sensibility was revised from the previous studies. SPSS statistical analysis were executed as follows: First,
preference and emotion on shoes styles were significantly different in accordance with the shoes type and the diagram
from the results of correspondence analysis showed some relationship between the sensibility and shoes styles showing
4~5 clusters. Second, the sensibility and preference had significant difference in some type of shoes according to the
personality types of college students. Third, there was a significant difference in the shoes preference and sensibility
by accordance of the degree of fashion innovativeness. And there was a significant difference in preference of shoes
according to the purchase frequency of consumers. We hope this data is useful to this current dynamic market of
shoes to the both sides of producer and consumers.
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Table 1. Stimulus pictures of 8 shoes styles used in this study
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Shoes 5 MaryJane Shoes 6 Walker

Shoes 7 Oxford Shoes 8 High heel
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Table 2. Consumer sensibility and preferences according to shoes style

Shoes style | Country - Sophisticated | Masculine - Feminine Cute-Sexy Classic - Contemporary | Dislike - Like
1 230 D 436 AB 227 F 2.06 D 229 D
2 321 C 323 C 3.76 C 331 B 2.73 BC
3 233 D 342 C 2.09 F 2.04 D 2.64 BCD
4 3.69 A 4.64 A 458 A 379 A 3.01 AB
5 2.67 D 4.09 B 261 E 3.08 B 2.45 CD
6 3.22 BC 1.86 D 3.16 D 298 B 3.00 AB
7 3.60 AB 211 D 317 D 253D 320 A
8 3.41 ABC 438 AB 421 B 301 B 320 A
df =7 F=58.67 F=281.99 F=229.74 F=71.76 F=19.14
.000*** .000*** .000%** .000*** .000***
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Table 3. Consumer sensibility and preferences according to Extrovert(E) / Introvert(l) and shoes style

Country - Sophisticated | Masculine - Feminine | Cute-Sexy | Classic - Contemporary | Dislike - Like

E 242 3.31 2.14 2.15 2.64

shoes3 I 2.19 3.62 2.00 1.86 2.63

p-value N.S 0.037* N.S 0.018* N.S

E 2.65 4.01 2.46 3.02 2.45

shoes5 I 2.70 423 2.86 3.17 2.45

p-value N.S N.S 0.012* N.S N.S

E 3.54 2.09 3.17 2.38 3.12

shoes7 I 3.70 2.15 3.17 2.79 3.33

p-value N.S N.S N.S 0.013* N.S

(*p<.05, N.S. : not significant)
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Table 4. Consumer sensibility and preferences according to Sensing(S) / Intuition(N) and shoes style

Country - Sophisticated | Masculine - Feminine | Cute-Sexy | Classic - Contemporary | Dislike - Like
S 231 3.34 2.10 2.06 2.54
shoes3 N 2.38 3.59 2.05 2.01 2.82
p-value N.S 0.093 N.S N.S 0.09

(*p<.05, N.S. : not significant)
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Table 5. Consumer sensibility and preferences according to Thinking(T) / Feeling(F) and shoes style

Country - Sophisticated | Masculine - Feminine | Cute-Sexy | Classic - Contemporary | Dislike - Like

T 3.08 3.38 3.62 3.30 2.51

shoes2 F 3.28 3.15 3.84 331 2.85
p-value N.S N.S 0.089 N.S 0.043*

T 2.24 3.32 2.05 1.87 2.53

shoes3 F 2.39 3.48 2.11 2.13 2.70
p-value N.S N.S N.S 0.04* N.S

T 3.38 2.05 3.20 2.52 3.05

shoes7 F 3.72 2.14 3.15 2.54 3.28
p-value 0.02* N.S N.S N.S N.S

(*p<.05, N.S. : not significant)
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Classic - Contemporary | Dislike - Like

2.30
2.26
N.S
4.59
4.57
N.S
434
4.15
N.S

Cute-Sexy

OfcheHol ol

431
437
NS
4.62
4.64
NS
446
435
N.S

2.30
2.30
3.92
3.60
0.055
3.61
3.33
N.S
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Table 6. Consumer sensibility and preferences according to Judging(J)/ Perceiving(P) and shoes style
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Table 8. Shoes sensibility & preferences according to the age group of consumers

Age of consumers S(f;)lzlsl tti[cyat;e d N;‘aj;:lr:::fe ) Cute-Sexy Oogltzsnsl;)cor;uy Dislike - Like
Younger n=129 3.01 3.55 322 2.82 2.81
Older n=95 3.11 3.46 3.24 2.89 2.82
p-value 0.08 N.S N.S N.S N.S

(N.S. @ not significant)
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Table 9. Preferences of shoes styles according to the purchase frequency of shoes
Purchase frequency * Shoes styles Type III sum of squared df F p-value
Country - Sophisticated 8.16 7 1.012 0.42
Masculine - Feminine 3.07 7 0.492 0.84
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