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A study on the Environmental Factors of the Fitting Room Affecting Fashion Product
Purchase Decisions

Hyun-Hee Parkl), Eun-Kyoung Leez), and Jung-Ok Jeon”’

I)Dept. of Fashion Design, Kyungpook National University;, Sangju, Korea
I Division of Business Administration, Pukyong National University;, Busan, Korea

Abstract: The purchase-related responses of MZ generation consumers may vary depending on the environmental fac-
tors of the fitting room. Therefore, this study extracted and systematized fitting room characteristics in the retail fashion
environment. In-depth interviews were conducted with a total of 50 informants to collect data on the experience of using
the fitting room. Then, a qualitative analysis was performed. First, results confirmed that the environmental factors of the
fitting room include physical (spatiality, functionality, comfort, and convenience) and human (interactivity and congestion)
aspects. Next, additional analysis was performed on functionality and interactivity to clarify the influence of environmental
characteristics of the fitting room. These factors were classified into qualitative categories. The study results confirmed
that, in the case of functionality, preferred lighting and mirror factors vary depending on the clothing product type, the
place and situation for wearing, and individual characteristics. Furthermore, regarding interactivity, the preference for the
presence of sales staff or companions differed according to personal traits and the need for additional information and eval-
uation. The study provides valuable information for effective fitting room space planning for offline fashion stores to meet

the needs of MZ generation consumers.

Key words: fitting room (¥]&&), environmental cue (374 TA]), off-line fashion store (2.2Z2}21 A vlj4}), MZ generation

(MZ AHH), experience consumption (743 42H])
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Variables Division N(%) Variables Division N(%o)
Male 26(52%) Department stores 15(30%)
Gender
Female 24(48%) Main visit offline Shopping malls 11(22%)
A 20’s 43(86%) store type Outlets 10(20%)
e
£ 30’s 7(14%) Road shops 14(28%)
More than once a week 10(20%) Use it all the time 17(34%)
) Once every 2 weeks 12(24%) ' Use it often 16(32%)
Deg'r ce of Ofﬂl.né Once a month 11(22%) Degree of fitting Use it occasionally 12(24%)
fashion store visit room use
Once every 2-3 months 10(20%) Don’t use it 3(6%)
Once every 4-6 months 7(14%) Rarely use it 2(4%)




Table 2. Environmental factors of fitting room

HEAF FEEY) G AR FYE S Qo) #7761

Core category  Upper factor Lower factor Contents
. Size Internal size, number of fitting rooms
Spatiality . .
Arrangement Appropriate location(easy to find)
L Lighting Location(ceiling, front), color(warm, cold)
Functionality . . . .
Physical Mirror Location(inside, outside), size(full, half), shape(flat, curved)
environment Cleanliness Interior(floor, wall) cleanliness, dust, odor
Comfort . .
Tidying up Clean up fixtures, clean up fitting products
Fixtures Chair, hanger, shoe, face cover

Convenience . .
Convenience facilities

Return space, waiting system, use indicator light, door lock

L Sales staff Number of fitting area staff, whether they interact and need to interact
Interactivity . . .
. Companions Whether or not, degree of preference for companionship
Human environment - —
) Human congestion Waiting level, staff control
Congestion

Use congestion

Limited number of fitting products, limited use of fitting rooms
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Table 3. Analysis of consumer preference fro specific attributes of functionality

Upper factor Lower factor Attribute Frequency Contents
Feeling cozy(5), looking more attractive(6), psychologically comfortable(4),
Warm 21 stimulating the purchase desire by matching well with certain clothes(knitwear,
Lighting Color etc.)
Cold 4 Contrast with skin(2), objective perception(8), clear color recognition(5), avoid
Functionality interference with clothes color(3), vivid(2), recognize my real look well(4)
Objective perception(17), actual reflection (8), post-purchase regret due to
Flat 28 . -
. distorted fit(3)
Mirror Shape - - - - - - -
Curved 7 Looking longer(5), looking slim(7), looking better in fit(3), stimulating purchase

desire due to distortion (2)

Table 4. Analysis of consumer preference for specific attributes of interactivity

Upper factor Lower factor  Attribute  Freque-ncy

Contents

Getting information on clothes(2), fitting evaluation(2), request for size change(6),

Necessary 26
Sales staff

available fitting rooms information(3), staff help required when visiting alone(4), need
help in case of large stores(1), smooth order and guide in fitting area(3), prevention of
product damage(2), maintenance of comfortable environment(3)

Unnecessary 19
Interactivity

Feeling compelled to buy(2), non-objective evaluation(3), discomfort(8), concern(2),
behavioral restrictions(2), not necessary(1), my judgment is the most important(1)

Fun of fitting(1), opinions can be collated(7), objective evaluation(7), help in

Preferred 35

purchasing decisions(9), judgment of others is more accurate than a mirror(6),

importance of opinions of others due to lack of fashion sense(1), check the details of

Companions

clothes(3), can look at each other's fittings(1)

Disliked 10

No need for companion's opinion(3), can fit with no time pressure(2), comfortable(4),

different fashion tastes(1)
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