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ABSTRACT

This study investigates the difference in golf wear benefits and selection criteria of middle-aged
consumers, who are the main consumers of golf wear, according to clothes consumption traits.
The data were collected from men and women aged 40 to 60 years who own golf wear by con-
ducting a questionnaire survey, and the collected data were analyzed by SPSS 21.0. The results of
this empirical study are summarized as follows: First, the factor analysis of clothes consumption
traits in middle-aged consumers extracted four factors: conscious consumption, individual self-ex-
pression, rational quality pursuit, and practical economic pursuit. Second, a cluster analysis based
on clothes consumption trait factors, categorized the respondents into a utility value-seeking group,
social value-seeking group, and emotional value-seeking group. Third, it was found that golf wear
benefits were extracted into three factors: conspicuous style pursuit, rational practicality pursuit,
and functional activity pursuit. The utility value-seeking group pursued both rational practicality
and functional activity, and the social value-seeking group pursued conspicuous style and also
functional activity. Fourth, the emotional value-seeking group possessed more golf wear. Regarding
purchase of golf wear, both the emotional value-seeking group and the social value-seeking group
purchased golf wear more often than the utility value-seeking group. Fifth, expressive performance
had a greater effect than instrumental performance on the decision to purchase golf wear. In the
utility value-seeking group, the decision to purchase for instrumental performance among the in-
trinsic attributes was an important factor, but the social value-seeking group and the emotional
value-seeking group regarded expressive performance among the intrinsic attributes as more
important. Based on the results of this study, clothes consumption traits are proven to be effective
based on market segmentation standards in the constantly evolving golf wear market.

Key words: clothing consumption traits(¢] & 4:H] 4 ), golf wear benefi(Z2Z o] F739)),
middle-aged consumers(Z7 Lﬂ% 22¥]A}), purchasing selection criteria(7 ] A8 7] 5)
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(Table 1> The result of middle aged consumer’s clothing consumption traits by factor analysis

Variance
Factor | Eigen |Explained % | Cronbach’s
Factor Item . . Mean
loading | value | (Cumulative a
variance %)
I think that the brand name indicates the 773
social and economic status of the wearer. o
I tend consider my social status when 773
Factor 1. |purchasing clothes. ’
Ostentatious |I usually purchase clothes that can be 3.710 21822 756 3.138
. . 747 (21.822)
consumption |appreciated by others.
If T like certain clothing, I often purchase it
e 604
even if it is not uncomfortable to wear.
I feel pleasure when others notice my clothes. 562
Wearing the clothes that meet my taste or
. 838
interest makes me feel good.
Factor 2. |l hate being out of fashion. 798
p ; - . 19.806
Individual |I think that my attire and appearance indicate 749 3.367 (41.628) 825 3.467
self-expression |my values. : '
If T wear brand or expensive clothes, 1 feel
. 746
confident.
I do not buy clothes that are easily wrinkled
or difficult to iron because they are hard to 802
Factor 3. |manage. 9.705
Rational If needlework is not good, I hesitate to 755 1.650 (ri 333) 778 3.686
755 51.
quality pursuit|purchase the clothes even if I like it.
I do not purchase the material that is easily
. 573
get stained.
If the design fits me well, I tend to purchase 748
the clothes regardless of brand reputation. :
Factor 4. |I tend to purchase the clothes that I can wear
. 712
Practical |often and wear with other clothes I have. 7.650
1.301 704 3.650
economy  |When I purchase clothes, I tend to purchase 673 (58.983)
pursuit cheap ones if they are of the same quality. o
I like clothes that I can wear longer than 669
fashionable styles. ’
Fob NAFTO F FHA 20T /5 om I A3 3] ¥9os vHch A o
ZHlof gk B&F e} LA AnAdFgRG 7 B8] gigt ANOVAS AAHXAEES 53
sthe 22 ow e ZHEE Ao 54 AR e (Table 2)
s @AM E 89lstE gEAn|AdEge =R o o} Jet 12 tE F o vty gl
$HAE FABEA/] e LA Hh2A 3 2 gNske FAzuunE ged FAAGD
AAFE olgdtel K-BaF FRRALS A9 A8H AAAFTE e 49 20 vehd
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{Table 2) The Characteristics of clusters according to clothing consumption traits
(n=206)
Clothing consumption traits Group 1 Group 2 Group 3 F D
) ) 2.534 3.501 3.151
Ostentatious consumption 46.103 .000
¢ a b
) 3.906 3.948 4.297
Individual self-expression 4.288 015
b b a
) ) ) 4.039 3.798 2.757
Rational quality pursuit 63.923 .000
a b ¢
) ) 4.106 3.393 3.595
Practical economy pursuit 35.659 000
a ¢ b
Utility Social Emotional
group name value-seeking value-seeking value-seeking
group(n=64) group (n=105) group (n=37)
84 NFFARn=64) 0F PHetanh o 29 18 HAH 2B 2R P9sar, ¥
of Wal AW 2= AgH AANAFFEGE B KRS 342 oW, HRWFS UU%GE 7
JAIA HA2HE St JATEALS B A A T8 RIS & F AT 89 25 HE A
NAZELA L n=105)'22 WHagdr HAA 29 AL FHE IFFS 202309 AuHFS
2 F MY =2 HSE AAEE AR JEyR 20228%Z JElSY 89 3& V|ed &4 F
o A 32 AMAAH AEES dd #EA & T2 wysdoen IHEe 1036 duHge
U F2AEH LHE TR ALSA @e 10.357%= FA=EAY. F, TFIS 2HAES
E4E Bl YAH AANFFAR0=3)0R 3§ TIAIE 53 /54 BEEG AN F 28
s, S BT A QPHQ AFAsolR B8
S Teje 4840 U TS o wol drke
2. o= AH|dEo mE ZEYE =40 As & F ANk
FTol 7t F7dY A9 Fage /15H BEIA
o] The % 2ouT B JOE vehgon,
Zxo] AHdEo U3t Fr|E FHE] Y3 _ .
e 1j° 1 qj . °Jf TR vy me Argwe a0 279
I =13 3l QoHA 3 _
sEsl] TSl AR SUEH FANOVAS g0 yna an aen Anzsgwe gad
AAH2ZEE T3] 898 oFAu|Adgd w _
AEAH 7154 &S dE T Fdel HE
AE- TGS vttt N .
o m o a0 O FF S ASE UERITH Table 4). 4}
33T Z=1F 3. B
E-——Tﬂq ‘I":[Lo’ﬂ—[ 107H T':ooﬂ EH'\_ Er i | §]7(4 7]_7(]_%_?_@%,% %EHZ}]_?_ 34_/\1314 iE}_OE]
S AN AR (Table D Aok gawsa o T s
_ ’ - ge S 21000 = O @eol F7atd, ¥4 H84> 9 F73
3L 3% = = 5 =]
HOAEAG TTAGN AT AAIDEE VNS 5n w5y #eee wAw 7 999
290l FZH F FHHTELE 64.826%0]7
A ]E] ;if”;}; oo e 7_}”8]43 8 Aok fE AR 2AEAR AN 74
- o= s - . = - =
Sl ew TE MOWECIS o L ETRWS A ANETAY 9F A E &
2 AFY F e FFEo=E
600. 632 AAT T U= FESE WA gog g9 gags 2ol ana gon,
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(Table 3> The

results of golf wear benefits by factor analysis

Variance
Factor | Eigen |Explained % | Cronbach’s
Factor Item . . Mean
loading | value | (Cumulative a
variance %)
When I purchase golf wear, I tend to purchase 310
the style that famous golfers wear. ’
When I purchase golf wear, I tend to purchase
the ones that are on ads of TV, newspapers, 807
magazines, and so on.
Conspicious |I prefer a design that reveals a logo of a 34.240
style pursuit [famous brand to some extent. 796 3424 (34.240) 849 2799
When I purchase golf wear, I tend to purchase 765
fashionable ones that people wear. ’
I think I should wear golf wear that is similar
to the golf wear brand that people who I get 748
along with wear.
When I purchase golf wear, I tend to purchase 807
cheap ones if they are of the same quality. ’
Rational I tend to purchase the clothes that I can wear 20.228
pr?)itrfjiléty often and can wear with other clothes I have. 44 2023 (54.468) 660 3496
I tend to choose a design that makes look 662
young. ’
) When [ purchase golf wear, I think of
Functional . . 825
- functionality before style. 10.357
activity - - 1.036 635 3.650
. When I purchase golf wear, I think of fit and (64.826)
pursuit o ‘ 811
activity first.
BEA JRAFFIGENE dEd AE8EE F Ao T AT =2 ¥ o2 EA A
S WL N5 BFH FPEES 24U YY)
{Table 4> The golf wear benefits of clusters according to clothing consumption traits
(n=206)
.. | Utility value-seeking | Social value-seeking Emot%onal
Golf wear benefit value-seeking group F D
group(n=64) group (n=105)
(n=37)
ici 2.497 3.017 2.700
Conspicious 10.659 000
style pursuit b a b
i 3.740 3.368 3.435
Rational 6.855 001
practicality pursuit a b b
Functional gctivity 3.844 3.615 3.403 5993 006
pursuit a ab b
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(Table 5> The effect of clothing consumption traits on the golf wear benefits

(n=206)

Dependent variable Independent variable £ t D Vi F-value
Ostentatious consumption 432 6.805 .000
Conspicious Individual self-expression -.061 -971 332

style I;UYSUit Rational quality pursuit 077 1.089 278 210 13.5087
Practical economy pursuit =117 -1.672 .096
Ostentatious consumption 122 1.873 063

Rational pra§ticality Individual self-expression -.030 -.461 645 166 9.920%*
pursuit Rational quality pursuit .061 833 406
Practical economy pursuit 355 4.918 .000
Ostentatious consumption -.105 -1.524 129

Functional activity Individual self-expression 045 657 512 069 3.715%*

pursuit Rational quality pursuit 169 2.184 030 ' (p=.006)

Practical economy pursuit 120 1.565 119

K001, **pC.005

guav el Txslol Fde] Y o
e B8] N 2ARNAH £29 8]
2908 FAALNS F/HHOE AAsgon
3 A (Table 5% 2tk HAH 2edFT
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{Table 6> The golf wear consuming behaviors of clusters according to clothing consumption

(n=206)
Utility Valui?g;im Emotional
Consuming Behaviors value-seeking & value-seeking F D
roup(n=064) £roup group (n=37)
& (n=105)
I usually wear golf wear. 2.828 3.181 2917 2.302 103
Wearing | 1| 1f ly wh
wear BO weal ony when 2,688 2.702 2.750 038 963
going to play golf.
) 2.609 3.000 3.444
Possessing I have a lot of golf wear. - 7.922 .000
c a
2.313 2.838 3,139
I usually purchase wear often. 9.467 .000
b a a
2.794 3.143 3.361
Purchasing I have purchased a new golf 3532 031
wear to play golf. b ab a
i 2.250 2.638 2.361
I am usually presented with 3514 032
golf wear. b a ab
oo, 4ede AF Tt ANE 7Y OFEIPl 98 2ueo] AR /ES v
wol 0 F Funn 1 AR FFAWS gom I Ak (Table D# Rtk
T o2 FHIL AN oyt Ade T 2 AoAe HEAA &4 T 284 7F
A9E 205 B84 ARNNTE AA b o F2@ FAY /1F ACE AT E
219k ZA A 74A e o3 718t AFS A EE Aol ZZdo] Mely|FEE AHA7E ZEYAE
of S Eele] AMAT 2 A 7N TulEE PBAG AFOERE AnA
ANEAS Ao AP A% ANH FF DL wgsy] ABe] FuispglA Herel A
BN O a4 Agsel BoAoE TRL 8 Wb 9L FE PRAENES gun
Aths AL HFE Aol B ABAWEE AT 5 ATh: 7
< ¢ F AT FZH AgT)E dg g5
2) esan gl G2 24 2z surA Azs Pouz B TARAY
TS A% BAHQ AFE o|FAA FUAY TE
ZEole gukzlog Axxgold FRE A 7 FF (A 24 & F =214 75
7154, A4, B4, W3 Sol d4 =4 of <ot FujxMEle] Fadh 290(47.121%) 0=
o WA 928 UgoE Zxslold B A A&, ANH ANEFT AWA5%)'F A
Hol npyel wet vy, fd4 =S T8 8 MH NAFF AH(45371%)' S a8 HHF
T 2A0E RAYR k. FHAYAES A% TG v gACE BAm 4 F 2d
Ao DA MEA 243 BAY £4o A /)5S FAACIE A0 e
2 Urdn o BAE 48 2dd 549, ARHY 7 MEAE &40 Ud Aot
E7E £402 o] $MEd flo] MY F2 A uehbA @A, FAE ARmsl gEs
@ AR PIE TZES sgn ARPRE  vme B Asd RFTPRe medy &



A 2nAES o5LNA

Jarol Zxslo) F739 3

(Table 7> The golf wear purchasing selection criteria of clusters according to clothing consumption

(Multiple responses n=614)

Utility Social Emotional
, ) o value-seeking | value-seeking | value-seeking Total
Purchasing Selection Criteria o= | mrerp (A=105) | s Gi=07)
n % n % n % n %
Brand 4 2.094 27 8.571 8 7.407 39 6.352
Price 25 13.089 26 8.254 17 15.741 68 11.075
Repair and A/S 3 1.571 9 2.857 0 0 12 1.954
Extrinsic attributes i
Harmony with - 1 gogs | o1 | 6667 | 3 | 2778 | 36 | 5863
other clothes
Reaction of others 0 0 4 1.27 1 0.926 5 0.814
sub total 44 23.037 87 27.619 29 26.852 160 | 26.058
Trend 2 1.047 12 381 9 8.333 23 3.746
Design 25 13.089 57 18.095 20 18519 | 102 | 16.612
Color 9 4712 28 8.889 12 11.111 49 7.98
Expressive Looking great 4 2.094 17 5.397 3 2.778 24 3.909
performance | Tactile impression 4 2.094 11 3.492 1.852 17 2.769
Complementing | 1o\ gons | 15 | 4762 | 3 | 2778 | 31 | 5049
body defects
. sub total 57 29.842 140 | 44.445 49 45371 246 | 40.065
Intrinsic
attributes Type of textile 5 2.618 4 1.27 4 3.704 13 2.117
Functionality of | o1 g y0r | 16 | 5079 | 3 | 2778 | 37 | 6026
Material
Quality 26 13.613 36 11.429 13 12.037 75 12.215
Instrumental - -
Active fit 29 15.183 28 8.889 9 8.333 66 10.749
performance
Convenience
in washing and 12 6.283 4 1.27 1 0.926 17 2.769
management
sub total 90 47121 38 27.937 30 27.778 | 208 | 33.876
Total 191 100 315 100 108 100 614 100
olgtx FE et FHALEe] whgol o Fosith oA B IEAFEje] WE YA F wEzto] AR
3oegey Qo] A% AHAel FHAR/FS  JIFOE AFUTHE AL L & AU olH@
2 gt AL ¢ F AAJ ol HE = Ade 47 AYAFES AATH FAl &M
84 RNFTHRES MBAY SHolDE b A APl weh Tzdo] HgRFY Frsldo]
&g ouste) 2ol 4@ A8 Bl W o & A8 AAFE AR AvYPo)
@ F77h PHAYNFOE 453 AOE G 9 AFYE ZAMY HE FAUF 22e0)
hi ¥ Qe HgriEel Jold AR ey vhIS AT AR HEE £48E dniad
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