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ABSTRACT

The purpose of this study was to conduct basic research for constructing brand strategy for
middle-aged women's wear through the consumer lifestyle characteristics and shopping tendency
analysis of women in the Daegu-Gyeongbuk area. In this study, 500 questionnaires were dis-
tributed to female consumers in the Daegu-Gyeongbuk area, of which 393 were collected
analyzed. The data were analyzed using factor analysis, reliability analysis, cluster analysis, and
chi-squared test. As a result of this study, the characteristics of the group subdivided according to
the consumer lifestyle characteristics can be utilized as the main variables of consumer in-
formation for establishing the brand strategy of the fashion company. First, when analyzing the
consumer lifestyle characteristics of female consumers in the Daegu-Gyeongbuk area, market seg-
mentation will be consider education, income, and clothing expenditure ratio rather than age and
occupation. Second, in the lifestyle grouping, brand loyalty tendency and convenience- seeking
tendency were higher in all groups. The results show that the importance of promoting brand
awareness in brand strategy and the importance of promotional strategies that require diverse
convenience efforts. Third, clothing preference images among the groups subdivided according to
lifestyle group characteristics were significant in all factors. Therefore, local brands in the
Daegu-Gyeongbuk area need to develop differentiated clothing styles considering the tendency of
consumer lifestyle group.

Key words: clothing behavior(®] %8 ), Daegu-Gyeongbuk area(th 73 52| 9),
lifestyle(Zto] = 2Et<), middle-age women(Z'd%17d)
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(Table 1) Factors Analysis of the Life Style

Factor | .. Variance Cuml.ilatlve Cronbach’
Factors Content . Eigenvalue Variance
loading (%) a
(%)
I am interested in appearance and beauty. 81
) Decorating my appearance is an important 80
Seeking part of my life and activities ’ 6.98 15.18 15.18 86
appearance
always pay attention to weight and body. 76
I try to dress better than my friends.. 75
I tend to take a good look at discount 83
advertising. ’
When I buy something, I try to find
. . . .76
information about it.
Economic When you buy something, you look at the 75
. price of even the smallest thing. ’ 2.25 13.09 29.09 .80
pursuit
Even if the store is far away from home, I
go to use cheap discount stores or traditional 63
markets.
When I buy things, I compare the prices of 57
Rel
several stores if possible.
I am actively participating in friends and 77
alumni gatherings. ’
o I spend a lot of time interacting with many
Sociability 74 157 13.52 42.62 82
people.
I like to have a meeting with a friend. 68
I like to play a leading role in meeting friends.| .55
I will do it if I have anything I want to do. 81
I think I am more capable than the people 73
around me. ’
Achievement - - - 1.42 13.01 55.63 .80
I have confidence in everything. 72
I like the challenge of what I have not
. 58
experienced before.
I try to enjoy hobby activity and leisure 79
, activity. ’
Eel:surif I want more leisure time than the money. 77 1.13 11.17 66.81 78
ursu
I often eat out or travel with my family or 77
friends. ’

A= AGRE(6.10), FEFHRE(244)) 22 BF HHHCRE YERTh

et (181)°, FAAE(136), Mo FTH &

H(1.24)'2 HdsA £E3AT, 24 8909 29 3) &7 E7
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(Table 2> Factors Analysis of the Shopping tendency

. © lati g
Factor | .. Variance uml.l alve Cronbach
Factors Content . Eigenvalue Variance
loading (%) a
(%)
Once you know the price in advance, it will 81
help you to buy clothes later. ’
When I buy clothes, I compare the stores to
. . .76
determine style and price.
P1 d |When I buy clothes, I spend a lot of time
annec ) : 72 6.10 16.05 16.05 82
consumption |buying good quality and cheap clothes.
When I buy clothes, I wait for discount events. 70
I prepare my budget before shopping. 68
Even if you go to the department store to buy 54
other items, look around the clothing store.. ’
If I like any brand, I will keep buying that
84
brand.
Brand- When I find a store of my favorite 76
oriented  |atmosphere, I use it continuously. ’ 244 13.48 29.53 82
consumption |[ have a brand to buy repeatedly. 73
I often use certain shops repeatedly when I
.69
buy clothes.
It is a pleasure for me to buy clothes. .80
Consumption |I like to shopping. 79 181 11.99 4153 82
for Pleasure |When i was nervous and anxious, the 70
shopping makes me happy ’
I tend to buy luxury brand or famous 85
consumption |designer clothes, ’
for Even if the price is somewhat expensive, [ 83 1.36 11.88 53.41 83
ostentation |tend buy clothes made by famous companies. ’
I tend to buy more expensive clothes than I do..| .81
I usually use stores that have a wide variety
of items or trademarks and are readily 79
Consumption available in one place.
for I shop in a convenient place to save time. 74
. - — - 1.24 11.40 64.82 75
Convenience | enjoy shopping in stores with lots of
. s . .65
seeking  |facilities and resting places.
I prefer a place where shopping is convenient
.61
when I buy clothes.
Ax, 3 89l % —%—%3}3‘;2111, Argol & 8 7h 891 89 Fagd AEs (E DFH
QuE MEH e, BHAY DR OMEY B Pel & e X7 TAE 434 B
27 wWuYsdHKMO=78, Bartletts x>= (352)", "HAIA F2(1.69), °WIEA HQ(1.06)
112757, df=45). 2 Adel ExsAL, 7 8119 891 Rk
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(Table 3> Factors Analysis of the Purchase Intent

Factor | .. Variance Cuml.ilatlve Cronbach’
Factors Content . Eigenvalue Variance
loading (%) a
(%)
Buy when there is opportunity of discount sale.| .78
Substantial I buy when I do not have clothes to wear 70
unseig '@ lmoderately. ' 352 22.70 22.70 72
If the season changes, buy clothes. 69
I buy clothes to match the clothes I have. 65
I buy clothing to match my level of friends 88
and people around me. :
N £ I bought clothes to show off my economic power. 84
eed for : - : 1.69 22,01 4472 74
ostentation |I purchased clothing to maintain personality 66
and decency. ’
I needed to buy social clothing 44
Event I made a purchase because I had a family event.| .85
ven
. I bought clothes because I needed special 1.06 18.18 62.90 74
Required . .83
purpose clothing.
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(Table 4 Factors Analysis of the Style Image

Factors Content Fagtor Eigenvalue Verdzes C\u/r;lrlil;itcl‘e]e Crpalzzcl
loading (%) (%) a
I like clothes that look like modern images. .80
I like clothes that look like intelligent images.| .76
I like clothes that look like urban images. 74
'I like clothes that look like a sophisticated 69
Intellectual |image. 6.69 18.26 18.26 .86
I like clothes that look luxurious. .66
I like clothes that look elegant. 64
I like clothes that look like a decent image. 62
I like clothes that look natural. 52
I like clothes that look like a bold image. 84
I like clothes that look like unique images. 7
I like clothes that look sexy. 75
Individualistic [ like clothes that look colorful. .70 345 15.08 33.35 84
‘I like clothes that look like a Individualistic 63
image.
¥ like clothes that look like a young (cute) 45
image.
I like clothes that look sporty images. 77
Activity I like clothes that look like active images. 74 2.21 10.90 44.25 79
I like clothes that look youthful. .70
I like clothes that look like a quiet image.. 73
I like clothes that look like immaculate images.| .68
(AC Ocnosr:rf\‘;iif’j I like clothes that look conservative. 65 172 10.36 54.61 68
I like clothes that look like a neat image. 58
I like clothes that look comfortable. A2
o I like clothes that look like feminine images.| .67
Feminine - - - 1.08 6.08 60.70 .63
I like clothes that look like soft images. 49
o7 ‘vbd. AFH A 33 (development, achieve- 3k Ao 2 Ehstth

ment-oriented) 22 WA A 479G Ank
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(Table 5> Cluster Analysis of Lifestyle

A normal- Development, Timid inactive
show-case goers . .
standard type (n=57) achievement-oriented group
(n=142) (n=144) (n=50) F-value
_ B _ A _ iz _ 2T
L an | P | an | BT | wm | T | e
Seeking appearance | 3.12c 52 4.39a 49 3.72b 50 2.72d 71 117.20%**
Economic pursuit 3.18b 52 39la 68 3.21b 59 2.46¢ 47 57.11%%*
Sociability 3.04c 45 4.25a 50 3.48b 46 2.30d A4 180.50%**
Achievement 3.22¢ 45 42la 45 3.43b 43 2.51d 53 128.99%**
Leisure pursuit 2.84b 45 3.88¢ 67 3.62b 46 2.56d 61 112.25%**
* .05, **pC .01, *** < .001.
W3 2Fd AAYES dEEel AuuEst et wed zEstedAL v dygez
BANERT B WA R FAWTH WA, 0E Y ool W RuEH 234 IAY
A AFES AuELG BANE ) 4 o JumEnn S30Et 2 dekEd 1%

(Table 6 Independent sample variance analysis

A normal- DeV‘elopment, Timid inactive
Show-case goers achievement-
standard type . group
(n=142) (n=50) oriented (n=50) X
(n=144)
fre- | Expected | fre- | Expected | fre- | Expected | fre- | Expected
quency |Frequency | quency | Frequency | quency | Frequency | quency | Frequency
30th 18 19.5 11 7.8 21 19.8 4 6.9
Age 40th 56 57.5 27 23.1 18 22.5 1 3.6 9.00

500 57 58.5 57 58.3 55 56.8 11 9.2 ’
600 11 9 19 20.2 25 19.7 2 3.2
High School| 63 62.9 20 25.2 61 63.8 30 22.1

Education | University 69 73.0 34 29.3 79 74.0 20 25.7 12.07*
etc 10 6.1 3 2.5 4 6.2 0 2.2
24 ¢ 28 29.6 14 119 30 30 10 104
A 26 23.5 8 9.4 25 23.8 6 8.3
. T4 28 26.4 10 10.6 25 26.7 10 9.3
profession =51 12 105 1 12 10 10.6 3 3.7 164
T 34 35.8 12 144 38 36.3 15 12.6
7] €} 14 16.3 9 6.5 16 16.5 6 5.7
2000°] 8k 72 61.6 22 24.7 53 62.0 23 21.7
income 200~400 50 50.0 15 20.1 57 50.3 16 17.6 90.61%*

400~ 600 16 23.2 13 9.3 24 23.3 11 8.2 ’
6000°] A+ 4 7.2 7 2.9 9 7.3 0 2.3
209 o] 3F 66 51.3 14 20.6 42 52.0 20 18.1
Monthly | 20~307+ 50 47.0 16 18.9 51 476 13 16.5

Apparel 30~50%F 21 26.0 10 104 30 26.4 11 9.2 36.84%**

Expenditure | 50~80%+ 3 11.2 10 45 15 114 3 39
807+ o] A 2 6.5 7 2.6 6 6.6 3 2.3

#*pC 05, **pX 01, *** X001,
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(Table 8> Comparison of Purchase Intent

D
A normal- ejelopment, Timid inactive
Show-case goers achievement-
standard type . group
(n=142) (n=57) oriented (n=50)
(n=144) BT
Standard Standard Standard Standard
Average o Average . Average L Average .
Deviation Deviation Deviation Deviation
Substantial need 3.31b 577 3.75a 72 3.41b A7 2.96¢ 73 16.85%**
Need for ostentation | 2.71b 59 3.17a .88 2.99a 54 2.26c A2 25.30%**
Event Required 3.09¢cb 75 3.56a 91 3.29b 79 2.92¢ 90 7.067%%*
*<.05, **pC.01, ***pC,001.
Ui d&e EIEH, 53 dx FAH A o AR UEHTKE 8)
I HoF Aol BE FdA =& AFE 7t Qg A Fe] THY B HFES Holal 3l
A3 AeS AT ol FF HAVIY9 o, ARtz HE oA AdA "ge} o
BHT Ao Fxe] T4 &3] AT HEZA "o o 57|17t A4 QT
o] F8A4E AlAbeT A YERA Qi) ol dlF - AEAY AR}
ue) $717h BRAH WA FA oME A4
4. 2to|= AERY ME3t FEHO| OHE 2HZE B2 AE ARG J8EBE FEEH
4ZYE Ao Az zZarMe] 79 Fdede TPOO th=
AZ7)ge] WaAT 7 theks sAte] s
h=3 Sl Sl
A 7 JurudE F FeiEE Avuw GEIRA mars W HYee B w
. . . , AlF] g A77h Basiny & 5 gtk
A7 B AAA Be oWEA Be'e ¥
E QoA EAFSE p < 0.001FFNA 2

{Table 9> Comparison of Style Image

A normal- Deyelopment, Timid inactive
Show-case goers achievement-
standard type . group
(n=142) el oriented (n=50) sl
(n=144) “value
Standard Standard Standard Standard
Average . Average . Average . Average .
Deviation Deviation Deviation Deviation
Intellectual 3.24c .50 4.05a .58 3.63b A2 2.94d .66 56.29%**
Individualistic 2.66¢ 65 3.38a 87 2.96b 64 2.38d 64 24.00%**
Activity 3.19¢ 55 3.4la 62 3.28b A7 3.13d 68 3.05%H*
A comfortable 3.33b 60 3,692 75 358b 59 3.14b 85 | 9554
(conservative)
Feminine 3.14b 63 3.54a 71 3.30a 58 2.88a 78 10.60%**

#*p 05, **p 01, *** X001,
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