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ABSTRACT

The outdoor wear market has recently been on the rise agan due to the effects of COVID-19 and re-
lated health concerns. This study aims to identify the selection attributes of the 2030 generation—which is
drawing attention as a new consumer pool by injecting new vitality into the outdoor wear market—when pur-
chasing outdoor-wear and to identify the mmpact of selection attributes on purchasing satisfaction and re-
purchase intention. Various prior studies have been conducted on the outdoor-wear market, but most of
these focus on middle-aged people; thus, it is time for research on outdoor-wear consumption behavior
among the 2030 generation because the current research is insufficient in this area. The survey was con-
ducted through an online research institute from April 30, 2021 to May 12, 2021, and targeted adult in
their 20s and 30s who had purchased outdoor-wear. A statistical analysis of a total of 258 responses using
SPSS 25.0 showed that the respondents’ outdoor-wear selection attributes consisted of four factors: brand and
trend, aesthetics, price, and functionality; their purchase satsfaction consisted of two factors: expressive sat-
isfacion as well as functionality and practicality satisfaction; and repurchase intention was derived as one
factor. Analysis of the effects of selection attributes on purchase satisfacion shows that price has a sigmficant
effect on all satisfaction factors. However, aesthetics, as well as brand and trend, had a significant effect only
on expressive satisfaction, and functionality only on functionality and practicality satisfaction. Moreover, both
types of satisfaction have been found to affect repurchase intention. The results of the analysis of the impact
of outdoor wear selection attributes on purchasing satisfaction among the 2030 generation can serve as a ba-
sis for understanding consumer behavior. We also expect that effective strategy formulation based on this

study will facilitate the growth of the outdoor-wear market.
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{Table 1> Demographic Characteristics

(N=258)
Frequency Frequency
Category (%) Category (%)
Male 127(49.2) Once a month 25(9.7)
Gender .
Female 131(50.8) More than twice a month  16(6.2)
20~24 62(24.0) Number of Once every two months 10(3.9)
A 25~29 62(24.0) purchases Once a season 70(27.1)
8e 30~34 62(24.0) Twice a season 50(19.4)
35~39 72(27.9) Once a year 87(33.7)
Marital Single 77(29.8) Department store 55(21.3)
startus Married 181(70.2) Direct store or agency 35(13.6)
Completed High School 20(7.8) ( Plac)e ; Discount store 87(33.7)
space) o
) College enrollment 36(14.0) P Traditional market 3(1.2)
Education purchase '
Bachlor Degree 171(66.3) TV home shopping 3(1.2)
Graduation school or above  31(12.0) Online shopping mall 75(29.0)
Student 59(22.9) Less than 100,000 68(26.4)
Full—time housewife 9({3.5) Average More than Wl(?0,000 and 137(53.1)
Office worker 85(32.9) monthly less than 300,000
Public officer 15(5.8) outdoor More than 300,000 and 36(14.0)
) Professional 24(9.3) wear less than 500,000 ’
Occupation h
Freelancer 15(5.8) purchase More than ¥500,000 and 1247)
Business management 7(2.7) amount less than ¥¢700,000 ’
Technician 17(6.6) More than 700,000 5(1.8)
Service staff 4(1.6) K2 39(15.1)
Unemployed, etc. 22(8.6) EIDER 21(8.1)
Less than 3,000,000 111(43.0) THE NORTH FACE 36(14.0)
More than ¥3,000,000 and 75(29.1) Millet 4(1.6)
less than ¥5,000,000 ’ BLACKYAK 13(5.0)
Monthly More than ¥5,000,000 and . KOLON SPORT 16(6.2)
' 33(12.8) Preferred .
income less than ¥#7,000,000 brands Columbia 10(3.9)
More than ¥7.000,000 and 18(7.0) NEPA 14(5.4)
less than ¥9,000,000 ’ Discovery Expedition 47(18.2)
More than ¥¢9,000,000 21(8.1) NATIONAL GEOGRAOHIC 17(6.6)
Reason for To go hiking 75(29.1) patagonia 22(8.5)
purchase To wear as a daily wear 183(70.9) THE REDFACE 1(0.4)
Once a week 9(3.5) Etc. 18(7.0)
More than once a month 42(16.3)
Nummber of More than twice a month 14(5.4)
u.m §r 0 Once every two months 17(6.6)
climbings
Once a season 89(34.5)
Twice a season 24(9.3)
Etc. 63(24.4)
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{Table 2> Factor Analysis of Selection Attributes of Outdoor Wear

Factor Eigenvalue Cronbach’s
Factor name Item

loading Variance% a
When 'I buy outdoor wear, I buy a famous brand even if it's 823
expensive.
I value the brand more than any other condition when 815
purchasing outdoor wear.
Br?rr;;inznd XZZEI;I buy outdoor wear, I first check what brand is in 779 13;28746 835
When I buy outdoor wear, I try to buy mainly new products. 705
When I buy outdoor wear, I think about which one a
celebrity wore recently. 659
I value the color of the outdoor wear. 838
I wonder if the outdoor wear I buy can show my beauty or 824
Aesthetics coolness. 236 843
I consider the design of outdoor wear important. 785 17.100
I wonder if the outdoor wear I buy can show my personality 739
well.
I usually buy outdoor wear during the discount period. 778
When I buy outdoor wear, I compare the price first. 748 2903
Price When 1 buy outdoor wear, I buy the cheapest one as possible. 742 1 4'.397 742
When I buy outdoor wear, I buy a discounted product if 730
possible. ’
I check to see if the outdoor wear I buy has fast sweat 855
absorption and quick drying. 2.027
Functionality I check if the outdoor wear I buy has a waterproof feature. 831 1é.669 750
I check if the outdoor wear I buy is flexible. 27

KMO=.768, p=.000
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{Table 3> Factor Analysis of Satisfaction of Outdoor Wear

Fact It Factor Eigenvalue Cronbach's
actor name e loading Variance% a
Style or silhouette 147
Color 122
Expressive ~ Design 711 2.886 786
Satisfaction  Pattern of fabric 674 32.062 '
Trend 634
Famous brand 599
) Functionality (elasticity, comfortability, hygroscopicity, 802
Functlgn gnd dryness, etc.) ’ 1.746
Praf: tlcal'lty Activity and wearing sensation 714 19.404 501
Satisfaction
Fabric and quality 671
KMO =828, p=.000
£ A9slz gtk KMO=.840(p=.000), 291 # g 7] ABABAVY BT vF T 71E
3l 686~.813, Cronbach’s a?t< 8322 e SET} vrol vy FAAdd EAVE fle AL=E
o™ (Table 4)0] A A= ATt w3 AT 3, Durbin-Watson EA4 %0] 2179,
VIF+ 1.031~1.229%, A= 806~ 9402 eht
2 A EH A - =
2 i;;EHO* I*“gjl Jfﬁ”lﬁéo'_ T o T4 BARSE A Sste
0 Eo OfX 15k By
T S (Table 6)el AAE wls} 7o] BAE 2§38,
obgEol o} HEyel o) W pxEe  HIEE HAH WA £ GYS. 7164
Qe stolaly] 98] UF 37 BAS A5 = 7% 2 AN WSt JIAS FE AR
OBl A AEEA RAL Aasigon,  EET JEa spAS wdH wEs 7 3
ASHE (Table 5o ANHQe, 24 2k 2w 28 U BT IS T slow wHAH,

(Table 4> Factor Analysis of Repurchase Intention

Factor Eigenvalue Cronbach’s
Factor name Item . .
loading Variance% a
I would buy this brand if the price difference wasn't too big
813
compared to other brands.
I'm willing to buy the brand I'm wearing again. 797
Repurchase I will contllnue to buy téle bragii Ir;l Wgarmg now even if 786 2 999 .
Intention someone else recommends another brand. 59,974 8:
I consider this brand as my first choice when purchasing 783
outdoor wear. .
I would recommend this brand if anyone asked for advice on 686

outdoor wear.

KMO =840, p=.000
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{Table 5> Correlation Analysis of Factors

Brand and |\ ipetics | Price | Functionality | CXPressive F;:accttl?cr;lir;d Repurchase
Trend Satisfaction Satisfaction Intention
Brand and Trend 1
Aesthetics 4237 1
Price -.054 074 1
Functionality 158 1947 129* 1

Expressive Satisfaction .393%* 352%* 137 168%* 1
Practli:ciﬁ‘;tflogafirsliction 1307 166%% ) 2627 D12 3127 !
Repurchase Intention 405%* 240%* -.049 276%* 464%* 391%* 1
K01, *X.05
4 AF#E A A¥EY, BAE 5 {(p o ok o] dof A Al faAdo]l Fuf v
=306, pX.001), A (=204, pX01), 7HA (B Mg 2 9Ee F AR dEA Je(2012)9 o
=131, pX.05)°] BHA W=l Fov T YT TAFANM FZ Aol 2030 Al AMAbE
FE AR YAt 7eAdS Fo3 S = HA%} g ofxiko] fojx e A A
FA Be Ao HEyd o dAFAA= FOE AL s & F Ak MI58s T
el 2x= do] dgEAd vEs A7 LA Azete] okxkof dols Fuie AMA
Park & Hwang(2015), o1/ oF&=o] dol& W 7t e B AR WSS o, 2HAE 7]
Fo® g Kim et al(2013), H&d ol2EolE g wE Aoy tAl 5wl wel g
g Z g An(2016) ¢ - Kim & Kim(2017) grEo]l BE9 AS §5T & drh ofko] 4
3 Lee(2018) 5 teel Ad AtelA A4 = of #uf Al AMAEL VISAe T T2 7
tAl & AvESd HA4o] &Rk T i wf Ageler Hetil(Jang, Lee, & Won,
T TS F ASE W AFHE AA 2015) o, okxio] dojrt ok9] BFE a7

{Table 6> Result of Regression Analyses for Variables Predicting Satisfaction of Outdoor Wear

Dependent Independent yel t F Adj. R
Brand and Trend 306 4 959%**
Expressive Aesthetics 204 3.295%* 17 80955 208
Satisfaction Price 131 2.322* ’ ’
Functionality 063 1.107
Brand and Trend 050 861
Function and Aesthetics 038 647 B
Practicality - - 28.034%#* 296
. . Price 202 3.793%**
Satisfaction
Functionality 471 8.729%**

001, #*pC01, *pC.05
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{Table 7> Result of Regression Analyses for Variables Predicting Repurchase Intention

= flo) Pol WE Kim &
of Ful W= oA A7) o
e A0Z yehid, e
g Kim(2012)¢) A7 oad eEs 374
o o) we] A7H) owel feld

54 GX, A2 59 25 e )
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Dependent Independent el ¢ P Adj, R
R h Expressive Satisfaction 369 6.395%%*
epurchase : — »
Intention Function gnd P F‘aCthS.hty 253 4,387 47.021** 264
Satisfaction

001, #*pC01, *pC.05
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