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ABSTRACT

The purpose of this study is to derive the target specifications for mass customization of the
Hanbok design platform to develop a platform where consumers can directly participate in and
design Hanboks by reflecting the demands and trends of the times. The research method for this
study was to first derive customer demand attributes and pursuit images through a consumer
survey of mass customization Hanbok products, identify the importance and priority of mass cus-
tomization Hanbok design properties using the QFD technique, and then set the target specifica-
tions of the mass customization Hanbok design platform based on this work. In addition, the tar-
get specifications of the design platform obtained from this study yielded the following five
results. First, the details, patterns, trimming, length, and color of Hanbok design are important
customization elements and need to be designed to be selectable and applied according to con-
sumers' tastes. Second, intuitive and attractive interfaces should be established by reflecting the
knowledge and experience of Hanbok in the consumer target. Third, a simulation tool is needed
to enable consumers to implement a realistic, predictable product for the design of their choice
through a virtual fitting system. Fourth, an active customer recommendation system, such as MD
and contents-based recommendation service, is needed. Fifth, both consumer-brand and consum-
er-consumer communication should be encouraged. This research is meaningful in that it at-
tempted to develop a platform in which consumers can directly participate and design Hanbok by
reflecting the demands and trends of the times.
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STEP 4
HOWS

Interrelationships

HOWS Interrelationships, located in the 'Roef” of the HoQ,
indicate the synergistic or detrimental impacts of changes
in the Design Measures/Performance Parameters (HOWS).
Interrelationships are used to identify critical compromises
in the planning

U

STEP 2
HOWS

How to Deliver WHATS
(Design Elements)

The process of translating Customer Requirements (WHATS)
into Design Measures/Performance Parameters (HOWS) is
usually a brainstorming activity where the team defines mea
—surable and actionable statements that identify exactly what
each HOW means in the languags of the bussiness

U

5 STEP 3
STEP 1 -8 RelatiensHhip
O Com“elauon of
2
WHATS il HOWS with WHATS
What 28 s
Customers o 3 Reiq"tmnshlps
and < clationsip
the Business =) e
Expect = s
(] ! Npsls relationsirip.

o
w=2|| STEPS5
PEE
BRE e
2 E» Prioritization
g g2 Strategy
g g g Use a Delivery
g = g Strategy to
2 Disi
= 25 Seayer

o o

o Importance

Transfer WHATS Priority
to HOWS Priority
This final HOWS priority value

STEP 6

e

HOWS Importance

is calculated as the relationship
strength between the HOWS and

the WHATS multiplied by the mo
—dified importance value of the
WHATS. This is the calculation
that transfers the priority of the
WHATS lo the priority of the
HOWS in effect translating the

STEP 7

HOWS Targets

As—Is and To—Be Target Values

processis brought together and final decisions are made to
answer the question “What are we really going to do?" .
The HOWS Target Values, which are being set in this step,

‘:>Thi5 step occurs when the data gathered throughout the

voice of Lhe customer (o the voice

are real and measurable compared to the WHATS Target

of the business.

STEP 8

Re—order HOWS

Implementation Strategy
Use a Implementation Strategy (o

Values which are future satisfaction perceptions.

{Fig. 1> HOQ(House of Quality) (Ronald, 1993)
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_ O~ HAE{OFO|H|O|M BH=0 doz 20189 59 17URE 2397k BEALE
[Hoy AH|RFSQ| 1170 Q&A1) AAstglth ArdAE 20-300) oz A
=2 0|0|X| 3 AL o]59 & g #4lo] FoAL, F
& T2 EPBleR sk AskE BREUE A S
1. i AF QU FRApEHH 7¥stal low, Wi ALHwEoA ol g At
Ql 22kl ZHFA et A&7 AS AEF o
a4 Ak A 39 ol RS AEHE F(Lee & Chung 201905 F3A 20-300) ]
AEel A= 207300 AT tdeR AF E% g grlom 44sE Ao AMadE AL 9

ol Awlol HA B A (www.embrain.com) = 018 7] 2ot}

9 Agsignh WA 11299 g4 e B oA Fes mR odpEASE B4
2018 59 7URE 11U7A 13 du AN A (Table 1>} 7o), A& 20Th7k 54.7%, 30607}

{Table 1> Demographic Characteristics of Subject

Characteristics Items Frequency (%)
Age 20-29 237 (54.7)
30-39 196 (45.3)
Single 253 (58.4)
Marriage Married 179 (41.3)
Other 1(0.2)
Under High School 24 (55)
) University Enrollment 55 (12.7)

Education Level -

University Graduate 329 (76.0)
Master’'s or Doctoral Student or Graduate 25 (5.8)
Student 73 (16.9)
Housewife 54 (12.5)
Professional 68 (15.7)
Job Public Officer 11 (2.5)
General Office Worker 198 (45.7)
Sales & Service 15 (3.5)
Other 14 (32)
Under 50,000 won 15 (3.5)
50,000 - 100,000 won 57 (13.2)
Monthly Average 100.000 - 150,000 won 119 (275)
Cost of Purchasing 150,000 - 200,000 won 52 (12.0)
Fashion Products 200,000 - 250,000 won 94 (21.7)
250,000 - 300,000 won 3 (0.7)
Over 300,000 won 93 (21.5)
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{Table 2» Characteristics of Wearing and Buying Hanboks
Fact. It Frequency Fact. It Frequency
actors ems (%) actors ems (%)
One Time 160(37.0) o Purchase 138(31.9)
Two Times 143(33,0)| rcquisition Rental 287(66.3)
Method
Three Times 70(16.2) Other 8(1.8)
Number
off Elemhok Four Times 16(3.7) Specialty Store 122(28.2)
worn in Five Times 21(4.8) o Rental Shop 249(57.5)
the last 3 Six Times 10(2.3) Acqplll;zletlon Department Store 1(0.2)
YGRS Seven Times 3(0.7) Traditional Market 29(6.7)
Eight Times 1(0.2) On-line Shopping Mall 21(4.8)
More Than Ten Times 9(2.1) Hanbok Brand Website 103(23.8)
Daily Wear 16(3.7) Private . 187(43.2)
Festive Occasion Wear 46(10.6) Blog - Community
Formal Wear(Marriage) 124(28.6) Method of SNS 156(36.0)
Collect - ;
Purpose Event / Party Wear 36(8.3) | Information Visual Media 9(2.1)
Experience Clothing(Hanok 205(47 3) Acquaintance 137(31.6)
Village, Gyeongbok Palace, etc.) : Print Media 21(4.8)
Other 6(1.4) Other 41(9.5)
FE =13.07%%), ‘28 (HSEE =14.05%%%), (Table 3> Items and Accessories of Hanboks Worn
‘}’\114 ‘H’(q']%ﬁ-% t:12.94***) —E‘—(—j—i l‘:—E}ﬂ 14']:4'14' Factors Ttems Frequency
31 FLEVE @5 AFo] 14 2FE FFA (%)
A EF Ao veisteh Bl ZelA 20-300) Jeogori 365(84.3)
AYEL FB He A Ao/ o gelEA gt ) Hanbol Skirt 374(86.)
A AHY med AAH EHe Zos A Hanbok Trousers 47(10.9)
. , g o Ve Item Baeja 81(18.7)
Aalzlal o 2 QAE 3 Wz Az X
AetARE o Tl 7] =l W3l 52w Types Durumagi 10(2.3)
7R Fe Ao=R yehgth WA, fF3iAdoly Dang-eui 71(16.4)
ARt e x#e X3} BAE 9y 52 9 Cheollik One-Piece 91(21.0)
2571 FoERT =4 JEued ol 44 Other 3(0.7)
O ZA7F olUE AFE e oE &5 2 U9 Traditional Hair 231(53.3)
3 Sl Babyl WEd] fd4el 844, B Accessories
Ao A BelaA eoly] WEel Aoz s Traditional Hat 61(14.1)
c R o e Acce- Traditional Shoes 215(49.7)
o .
= ssories Brooch 88(20.3)
2 AXLEwpolA o] el tiglh Ao A Fan 16(3.7)
WA, 20-30t) g Ee] whA ALE|EpolAlo] A Hanbok Bag 248(57.3)
e MY A 225 AzEE S99 bl Not Worn 36(53)
A ARE (Table 63 2ol 61 A4
Cronbach’s aE EF 0.718°]4o=2 &3 7+ W3
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{Table 4> Price Range of Hanboks Worn

Frequency
Factors Items (%)
Under 50,000 won 166(38.3)
50,000 - 100,000 won 54(12.5)
100,000 - 150,000 won 33(7.6)
150,000 - 200,000 won 25(5.8)
200,000 - 250,000 won 36(8.3)
Price .
250,000 - 300,000 won 11(2.5)
Ranges
300,000 - 350,000 won 24(5.5)
350,000 - 400,000 won 4(0.9)
400,000 - 450,000 won 12(2.8)
450,000 - 500,000 won 6(1.4)
Over 500,000 won 62(13.7)

dBAel de AeE veEth FAHeR ‘WP

A RSN, MY 202 ey 19
T FAHOE §39 FLEE 10 ARUA’
7 43082 M =%y 1 "gglEE 2E
D'(428), TR (A2D), A U), AT
(418), HER (417, 971 ALRA(417), "B
27k §o1(415), “BEA (414), A2 (41D)
WE(U0) o wa}w 2. 20-300)

H =1 pud ha .
el Zg, #eAd %L%*é % EVHTJr Z3A%,
Holds Fash Adsty sas & F U
ok ol# %, 20-30th o4 AuAEOAl Sleld &
gtdo] w2 AXErolAl o] g5 AE A T2
g Adge] 2xe] "o A= Park(2003) 9

Qo) N 2ol tiAel BE e

M Be o

ol'e] Cronbach’s as= 0.859, ‘Ho]A'S (851, &S mAGE Asehs dx s
AL 0770, AFEAAE 0.756, E8A4 0.722, W2 A~Eupo|Ao]A HES 5 =ray
AN L}E}iq SESAE U 4 s oA 240 A (Table D3 2
2% ASER, AL Aol 4272 F8e7) o] 2371 ¥ ¢l Cronbach’s a= &5 06790142
A ERL D ESBE AL W E L ww g uiel g Ao o
{Table 5> Importance and Satisfaction of Hanboks Worn
Items TG Satisfaction Disparities Paired t Improygment
Mean Mean Priority
Style 4.36 3.75 0.61 14.05%** 4
Good Match with Me 4.64 3.86 0.78 18.19%** 2
Color 442 3.86 0.56 12.94%#%* 5
Material 3.66 3.58 0.08 1.65 9
Fit 4.36 3.72 0.64 13.07%%* 3
Price 413 3.32 0.81 15.89%#* 1
Quality 3.84 3.48 0.36 717 8
Ease of Laundry and Care 3.63 3.25 0.38 6.36%%* 7
Fashionability 3.35 3.56 -0.21 -3.68%** 11
Coordination with Other Clothes 3.20 352 -0.32 -4.90%** 12
Wearing Sensation 4.00 3.54 0.46 9.16%** 6
Brand Reputation 2.42 3.65 -1.14 -18.38%** 13
Service 3.52 3.53 -0.01 -0.11 10

*p< 05, **pX.01, ***p<.001
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{Table 6> Importance of Mass Customized Hanboks

Factors Items Mean Cronbach’s a
Design 4.27
) Style 4.28
Design .859
Color 4.26
Mass Customization Design Factor 4.27
Variety of Wearing Application 3.74
Utilization Coordination with Other Clothes 3.29 122
Utilization Factor 3.51
Reasonable Price 4.30
Economics Sales Promotion 4.18 770
Economics Factor 4.24
Ease of Laundry and Care 4.15
Fit 417
Convenionce Conve%qient to Wear 417 851
Wearing Sensation 4.14
Texture 4.08
Convenience Factor 4.14
Supplement Materials 3.70
) Sewing / Finishing 3.95
P%E;ggy Service 411 718
Fiber / Mixing Ratio 3.65
Physical Property Factor 3.85
Latest Trend 3.48
Look Sexy and Attractive 3.30
o Brand Reputation 2.61
Sociability - 756
Good Impression to Others 3.03
Look Attractive to the Opposite Sex 3.20
Sociability Factor 3.13
TFAACE SAdo®E EFE v AXEvRolA 3 (3.98), "W (3.94), HEHF(3.84), A~
ol g F oW A A " F om A} ‘& 2l (374), ‘AE(374), AAA(373), &F
E£3F olu]x] 9] Cronbach’s a= E5F 0828, ‘HH¥ 2e'(3.73) +£22 EA YEbgth ¢l Cho,
& oA & 0728, ‘BEH o|uAE 0785, ‘LA Kim, & Lee(2016)¢] A4 200) &ul=7} A
A olu AL 06792 UehEth F7 olMAE A FBES F9 A3 weshd WS 4§ ol
AR AuEH g4 ojux|7} 3897 7 g =24 u AgEed gid A Bt
ERI L vglEe SEA 1A, e A ETF e AR WEH AFSE I
H5I onA £og yeyt I8y A4 st Zlolth &, 20-300] 44 &HIARES W
ojm|A] 8] 7ol "fobgh WA 7t 4198 7HE AZHulo]A o] o] e AAHoz
Y 1 ol EE IE2E (41D, 9A 7hed sty &EAQl Ae FrEUAE
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{Table 7> Pursuit Image of the Mass Customized Hanboks

Factor Item Mean Cronbach’s a
Intellectual 3.73
Feminine 3.74
Luxurious 4.11
Feminine Image Elegant 119 828
Neat 3.98
Soft 3.84
Purity 3.74
Feminine Image 3.89
Unique 3.12
Sexy 2.68
Bold 2.88
Distinctive Gorgeous 3.39 w0
Image Distinctive 3.43
Decorative 3.16
Strong 2.94
Unique Image 3.09
Mediocre 2.95
Simple 2.98
Mediocre Image 128
Modest 3.39
Mediocre Image 3.11
Active 3.73
Comfortable 3.9
Casual Image 785
Casual 3.27
Casual Image 3.65
Classic 3.44
Traditional 3.58
Classic Image 679
Mature 3.58
Classic Image 3.53
ofsti IuiEemw @S omxE diu= sAHeE Azsty gle A & F AU
AL FAT 4 99 Agoz, 9 A% h ARAA Tgvrn
Mo, vl AsEutelAeld BEel ¥ L @ SHAES 1 ol 9E dAsh: 2B &
@ TR AP Os) 2AE ASE (Table HF A, A FE 2E 5 W) dEBT @ 39
ol "I Y A e %% A7% 339%% WSk o] 7P WA, I telEE Hi g A
AN, CTIREA dtH(286%), THSolTH( 24.2%)i ZopA’, Tt BiE FEHUE AHD A Fo}
STHS AR fARE REE dEhd i, oo A BE 7RIS AolAT T dHRE Fotal Al
kel et AEAME IHGE FHEHT /‘}E“’l ol desA T SRl AT 1A 7
5%z =A Uehd 7l Bokes tiolel tia H A oM IA ket 3 FEAES 1
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‘ApO]Z'7F 381E P BRI I el E s ‘i
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360 o2 JebETh I A wiE717k
BAelE 714 SEET ta uAXEEE
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{Table 8> Acquisition Intention for the Mass Customized Hanboks

Factor Item Frequency (%) Mean Star.lda.lrd
Deviation
Very Willing to Buy 20(4.6)
Willing to Buy 147(33.9)
Purchase So So 105(24.2) 2.97 1074
Intention
Not Willing to Buy 124(28.6)
Acquisition Very Not Willing to Buy 37(8.5)
Intention Very Willing to Rent 31(7.2)
Willing to Rent 195(45.0)
Rental So So 114(26.3) 334 974
Intention
Not Willing to Rent 77(17.8)
Very Not Willing to Rent 16(3.7)
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{Table 9> Acquisition Intention According to Mass Customization Factor

Items Mean Stagdgrd
Deviation
If the mass customized Hanbok reflects the style I chose, I am willing to purchase(rent) it. 3.80 897
If the mass customized Hanbok reflects the color I chose, I am willing to purchase(rent) it. 3.80 870
If the mass customized Hanbok reflects the material 1 chose, I am willing to
. 3.60 869
purchase(rent) it.
If the mass customized Hanbok reflects the detail or trimming I chose, I am willing to
. 3.66 901
purchase(rent) it.
If the mass customized Hanbok reflects my body size, I am willing to purchase(rent) it. 3.81 875
Even if the mass customized Hanbok becomes a bit more expensive than traditional 965 1055
65 .05E
Hanbok, I am willing to purchase(rent) it.
Even if it takes some time to get the mass customized Hanbok after ordering it,
- . 2.97 1.032
I am willing to purchase(rent) it.

of Ate]=7F =7 vebdt A3l Z1E] 3 Park(2003)

o] AtellA AAIg wjx AXLEHuElA O] R o] gfo] rofA v, 53

AF O] ZEZAL Bl ©E Hagl e L Ao7 Yy Ax= B
4 AgeM 2etde FFgHe] 7P A3, w) A 7HA o] tha WA

2 AzEutolAo]A o R AFS] AIETH =& AFE 7 Aolgk= 7t

ool A UAAs AA Ade] AN of  9Ake 2
$7b OAQ WERG F2a] 48T Aolma  she] BA %S WL Hol
@ Assl ARk Aol & & Adnk AHdel B Foh A A4 7 A

(Table 10> Preferred Price Range and Delivery Period of Mass Customized Hanboks

AR ALY Wlg71 7] Aol

Gt ‘;%— H g
4 Z7bl wg )
Fo) 2y WEolut wé ol oake] v

3,
o

73 T (de])

7HA el EHﬁﬂ t Wit st

ee(2011) 8] Aol
)

Az A Qe
st i

Factors Items Frequency (%)
Under 50,000 won 76(17.6)
50,000 - 100,000 won 115(26.6)
100,000 - 150,000 won 105(24.2)
Preferred Price Range 150,000 - 200,000 won 49(11.3)
200,000 - 250,000 won 39(9.0)
250,000 - 300,000 won 9(2.1)
Over 300,000 won 40(9.2)
1-2 Days 45(10.4)
3-4 Days 87(20.1)
} ; 5-6 Days 75(17.3)
Preferred Delivery Period
7-8 Days 125(28.9)
9-10 Days 43(9.9)
More Than 2 Weeks (14 Days) 58(13.4)
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(Table 11) Quantifying and Prioritizing the Relationship Between Voice of Customer (VOC) and Engineering Characteristics (EC)

Form .
Silhouette Inner Line Color Material
EC , ,
Details . Surface Optical
Hand Characteristics . . Impor
Characteristics |characteristic
Seam Trim- el Fiber | Fini- Tempe Pat- tance ICTQ
Ease |Length| . Neck- Orna-| . Hue | Tone | Combi X X X . | Tactile B Trans (CA)
Line | Collar |Sleeve| Pocket mings . Type | shing . Thick-| Den- |Flexi-|Elasti- rature tern
VOC line ments nation Weight X . . Sensa- Luster| pa-
ness | sity | bility | city X Sensa-
tion X rency
tion
Design 6.17 | 0.0045 | 0.0045 |0.0045]0.0045]0.0045[0.0045] 0.0045 |0.0045]0.0045]0.0045]0.0045] 0.0045 |0.0045]0.0015] 0.0015 | 0.0015 |0.0015]0.0015] 0.0015 | 0.0005 | 0.0005 |0.0015]0.0015]0.0045|0.4689] 1
Design Style 6.19 | 0.0045 | 0.0045 |0.00450.00450.00450.0045] 0.0045 [0.0045]0.0045]0.0045]0.0045] 0.0045 [0.0045]0.0005] 0.0005 | 0.0015 0.0015[0.0015] 0.0015 0.0005]0.0005[0.0045[0.4395] 2
Color 6.16 0.0015 0.0045]0.0045| 0.0045 0.0015 | 0.0015 |0.0015]0.0015]0.0045]0.1571| 18
Variety of
Utliga|  Wearing 5.41 | 0.0045 | 0.0045 |0.00450.0045[0.00450.0045| 0.0015 |0.0045(0.0045(0.0045|0.0045| 0.0045 [0.0045[0.0015 0.0005 | 0.0005 [0.0005[0.0015 0.0045 | 0.0005 | 0.0015 |0.00150.0015]0.0045|0.4003 | 4
. Application
tion Coordination with
e | 4.76 | 0.0045 | 0.0045 {0.00450.004510.004510.0045 0.0015 |0.0045(0.00450.00450.0045] 0.0045 |0.00450.0015 0.0005 | 0.0015 0.0005] 0.0005 | 0.0005 | 0.0015 [0.0015[0.0015[0.0045[0.3308| 9
Ercri'clg Reasonable Price | 6.22 | 0.0015 | 0.0015 |0.0045]0.0045|0.00450.0045| 0.0045 0.0045]0.0045[0.0005{0.0005| 0.0005 [0.0045[0.0045 0.0005 | 0.0005 [0.0005[0.0005 0.0005 | 0.0005 | 0.0015 |0.0015/0.0015]0.0045|0.3545| 7
Easear?; E:::dry 6.00 | 0.0005 | 0.0005 |0.0005 0.00150.0015 0.0015 |0.0015[0.0015 0.0015 [0.0045(0.0045| 0.0045 | 0.0045 [0.0045(0.0045 00005 0.0005 0.0005/0.2340] 14
Fit 6.03 | 0.0045 | 00045 |0.0045[0.0015[0.0015[0.0045] 0.0015 |0.0045]0.0015 0.0045(0.0045] 00015 | 0.0045 [0.0045[0.0045] 0.0045 | 0.0045 | 0.0045 03980 5
ET:X; (“"nv\;rz:ft £ 16,03 | 0.0045 | 0.0045 [0.0045(0.0045(0,0045]0.0045 0.0045(0.0015 0.0015(0.0015| 0.0015 | 0.0015 00015/ 0.0045 | 0.0015 0.2804| 11
S‘Zj:;?i 5.99 | 0.0045 | 0.0045 |0.0045(0.0015[0.00150.0045| 0.0045 |0.0045(0.0015 0.0045[0.0045 0.0045 | 0.0045 [0.0005[0.0045| 0.0045 | 0.0005 0.3564| 6
Texture 5.90 | 0.0005 0.0005]0.0005 0.0005]0.0005 0.0045]0.0045 0.0015 | 0.0015 [0.0045[0.0045] 0.0045 | 0.0045 | 0.0045 02183 15
_ Supplement | ¢ o5 0.0015]0.0045(0.0045(0.0045| 0.0045 0.0045]0.0045]0.0015|0.0015| 0.0015 0.0045(0.2006| 16
Quality Materials
Pro- | Sewing/Finishing | 5.71 0.0045]0.0015]0.0045]0.0045] 0.0045 [0.0045[0.0045 0.0045]0.1884] 17
. , —
perty Flbe;/a l\t/l,[:)’““g 5.28 0.0045[0.0045 0.0045 | 0.0045 [0.0045[0.0045 0.0045 | 0.0045 | 0.0045 |0.0045]0.0045(0.0005| 0.2640| 13
Latest Trend | 5.03 | 0.0045 | 0.0045 |0.0045]0.00450.0045]0.0045] 0.0045 |0.0045]0.0045]0.0045]0.0045] 0.0045 [0.0045]0.0015] 0.0005 | 0.0015 |0.0005[0.0015] 0.0015 | 0.0015 | 0.0015 |0.0045]0.0045]0.0045[0.4125| 3
1003;2:2\2“‘1 4.77  0.0045 | 0.0045 [0.0045]0.0045(0.0045/0.0045 0.0045(0.00450.0045|0.0045| 0.0045 0.0045| 00045 | 0.0005 0.0045(0.0045[0.0045]0.3458| 8
S(?c.1a* Good Impression _ _
bility e Othee | 438 | 0.0045 | 0.0045 |0.0015(0.0045|0.0045(0.0045] 0.00L5 |0.0045|0.0045(0.0045|0.0045) 0.0045 0.0005] 0.0015 0.0045[0.0045(0.0045[0.2781| 12
look attractive 1o, o5\ § 6045 | 0.0045 [0.0045(0.00450.00450.0045( 0.0015 0.0045(0.0045]0.0045(0.0045| 0.0045 0.0015/ 0.0045 0.0045(0.0045(0.00450.3264] 10
the opposite sex
Importance (EC) 0.2825 | 0.2796 |0.3281]0.2918]0.3209]0.3570] 0.2298 0.3570[0.3028]0.2249]0.2249] 0.2339 [0.2925[0.2036 0.1277 | 0.1618 |0.1343[0.2107| 0.2393 | 0.1199 | 01219 |0.1576]0.1546[0.2972
CTQ 9 10 | 3| 8 | 4 | 1| 1381 | 5 |14 | 14] 12| 7 |17 ] 22 ] 18] 2 | 16| 11 | 24 | 23 | 19 20| 6
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