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ABSTRACT

This research classified and examined the types of cycling wear consumers using VALSII, and analyzed
differences in cycling activity characteristics and purchasing characteristics by group. A survey was conducted
from February 1 to February 13, 2018, and 457 responses were used in the analysis. As a result of VALS
Il factor analysis, this study was derived into 8 factors: Experiencers, Innovators, Makers, Strivers, Thinkers,
Achievers, Believers and Survivors and also, the results of cluster analysis discovered five types such as
‘Experiencers’, ‘Achievers’. ‘Believers’, ‘Innovators’ and “Thinkers * Strivers’. In addition, as a result of analyz-
ing the differences in the characteristics of cycling wear consumers by cycling wear consumer type, preference
for leisure sports activities and cycling mobile application, where to buy cycling products, when to purchase
new cycling products, new cycling products of interest, aesthetic considerations cycling products, reasonable
price range for cycling pants, gloves and helmets and the reason for hesitating to purchase a cycling I'T func-
tional product were different. Moreover, as a result of analyzing the differences in the characterstics of cy-
cling wear consumers by gender, where to buy cycling products, new cycling products of interest and aes-
thetic considerations cycling products were different. This study results provide useful information to the mar-

keting division and design team of fashion industries.
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{Table 1) Factor and Reliability Analysis of Cycling Wear Consumers Types

Factor | Eigen Cumu- Cron-
Factors Measured items . & lative | bach’s
loadings | value 0
% a
I try to enjoy many different experiences in life. 751
I like to have experiences I've never had before. 686
I tend to enjoy accumulating various experiences. 686
E i-
e}rilizls I tend to enjoy living in a new environment. 655 3.907 | 10.281 867
I like physical activities and am spontaneous. 634
I actively participate in activities with many people. 599
I am active in group activities related to my field of interest. 556
I tend to know the names of the latest innovative products quickly. 776
I tend to accept innovative products well among those around me. 753
I know a lot about new innovative products. 749
Innovators - - 3.738 | 20.118 | .847
I tend to use innovative products before others. 734
I tend to try to learn how to use new innovative products. 599
I make good use of innovative IT devices in many ways. 567
I want to make things that I can use in my daily life. .800
I prefer to make and use things rather than buy them. 745
I am interested in making new things. 724
Makers - - 3.559 | 29.485 | .853
I like to work on something by hand. 719
I am interested in mechanical things. 644
I try to do it with my hands and practice it. 515
I tend to follow the general trend of society. 817
I tend to follow a central trend or trend. 756
Strivers |I tend to sympathize with those around me. 724 3.024 | 37.441 820
I tend to follow the lifestyle and behavior of society. 684
I tend to follow the trends that occur throughout society. 580
I tend to take a thoughtful attitude. 765
I tend to have a mature mindset. 718
Thinkers - 2.820 | 44.863 | .790
I tend to think deeply. 675
I am thoughtful and sincere. 648
When I want to accomplish something, I set goals and review
o . 682
specific ways to achieve them.
Achievers | Even if it is hard right now, I can endure to achieve my goal. 680 2402 | 51.185 770
If T have a goal, I must achieve it. 677
I have to finish what I started, regardless of the outcome. 654
I think safety is more important than change. 684
) I value consistency. 654
Believers - — 2.168 | 56.891 | .710
I tend to be oriented towards principles and rules. 622
I tend to have stronger beliefs than those around me. 572
) I have a tendency to avoid risk. 749
Survivors - - 1.631 | 61.183 | .658
I am careful not to lose in everything. 737

- 164 —



A fRE AolFY BEEH 2 TUEA R AT

4577 = 11339l
o7 w4 dyeyg Adde
I FFlA v

I IFe] AEE

=
A2 ol AFH0m A

AJ8ko] W43t ‘Experiencers 9t

= o
3 ke ZolR W 7)EF

i=} = N
o]z Zole}

T AA A 457 T 840

KD
o
pac
|o
£
<
>
N
wn

{Table 2> Cluster Analysis of Cycling Wear Consumers Types

‘Believers 7} 3AF8ITE 23 4= AA AR 4579

F 4590l 8 PUoE FuPo] YUHOR ¥
o

E, BEE a3 AEYE 7Y Bol HAs
A AolA fAbsith R 55 A uldA 457
Y 143%e] £ JPoE AN FIFol
FuHeZ EA dehd AlnEzdeld sl
™, VALST f8ellA vlse Jog ot ™ AL
g A3 A= e 4¥S Holx 'Thinkers
9} f3lS FE3F= Strivers'$ FASIE o) A
T AtelE® 9ol auMAEe] VALSIT 7+
o wat APY, Y, NG, FAY, ArFx

Classification 1:Experiencers | 2: Achievers | 3:Believers | 4:Innovators | 5:Thinkers - Strivers 5
(n=72) (n=284) (n=113) (n=45) (n=143)
Experiencers 1,05:1044 —1.05986 —.15275 -.11())((:549 .21304 78,7334
Innovators —1.251))667 -.4?853 .li(tj)BS .69590 .229;79 80,387
Makers .22?)80 —.1;())24 —.25C200 .46;343 .0;7389 64487+
Strivers -.23;16 —.03546 ,1?(;25 -1.7;560 ,56;02 76,168
Thinkers .Oi?l;62 *.0;5522 *.61149 _22&;46 .43;56 95 97 4% %+
Achievers .02?071 .72:06 -.58:68 -.3§i58 ,0?6;40 93 805
Believers .0(;270 -.0:3;151 .29;)90 .OZEE)?Z -.21)760 4366+
Survivors .12?)66 .12?)91 —.71)904 ,122)45 25053 94 195+
01, ***p( 001, Duncan test : a)b)c
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{Table 3> The Difference Analysis on Cycling Activity Characteristics by Cycling Wear Consumers Types
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Frequency (%)

Classification Experiencers | Achievers | Believers | Innovators Thm.kers Total x>
- Strivers
Hiking - 120167) | 21(250) | 25(22.1) | 12(267) | 38(266) | 108(23.6)
trekking
Ball sport 6(8.3) 11(13.1) | 20007.7) | 2(44) | 19133) | 58(12.7)
Leisure | Motorcycling | 7(9.7) 6(7.1) | 12(106) | 3(6.7) 6(4.2) 34(74) | 3g.737%
ajnges Skateboard 0(0.0) 5(6.0) 8(7.1) 1(2.2) 5(3.5) 19(4.2) | (df=24)
Cycling 33(458) | 33(39.3) | 39(345) | 15(33.3) | 50(35.0) | 170(37.2)
Swimming | 9(12.5) 4(4.8) 8(7.1) | 10(222) | 22(154) | 53(116)
ete 5(6.9) 4(4.8) 1(0.9) 2(4.4) 3(2.1) 15(3.3)
Sharjspblke 6(8.3) 4(48) | 140124) | 6(133) | 13091) | 43(94)
Preference Blk:p;"ad 36(50.0) | 42(50.0) | 44(38.9) | 31(68.9) | 78(545) | 231(50.5)
c fc(;irn Health 29.926*
yeme 13(181) | 20(238) | 32(283) | 3(67) | 35(245) | 103(22.5) | (df=16)
mobile related apps
application
Smaﬁpimup 2(2.8) 2(2.4) 8(7.1) 1(2.2) 4(2.8) 17(3.7)
ete 15(208) | 16(19.0) | 15(133) | 4(8.9) 13(91) | 63(13.8)
Total 72(100.0) | 84(100.0) | 113(100.0) | 45(100.0) | 143(100.0) | 457(100.0)

*X.05, **pX.01, ***p< 001
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{Table 4> The Difference Analysis on Cycling Wear Purchase Characteristics by Cycling Wear Consumers Types

Frequency (%)
Classification Experi- Achie- Believers Inno- Thln.kers Total X2
encers vers vators - Strivers
Department store 3(4.2) 0(.0) 10(8.8) 3(6.7) 5(3.5) 21(4.6)
Where to | Large discount store | 6(8.3) 11(13.1) | 23(20.4) 4(8.9) 17(11.9) 61(13.3)
buy | Permanent discount | g 101y | o0938) | 26(230) | 367) | 26(182) | ss(193) |18
cycling store (df=16)
products Professional dealer | 24(33.3) | 26(31.0) | 23(20.4) 9(20.0) 58(40.6) | 140(30.6)
Internet shopping | 26(36.1) | 27(32.1) | 31(27.4) | 26(57.8) | 37(25.9) | 147(32.2)
When to Buy before others 3(4.2) 6(7.1) 25(22.1) 4(8.9) 35(24.5) 73(16.0)
h B hi .
burehase Y WRER AR 99(40.3) | 42(50.0) | 55(48.7) | 14(3L1) | 61(42.7) | 201(44.0) | 38.302%**
new people buy
cycling (df=8)
oroducts | Olaizstha“ 10(55.6) | 36(42.9) | 33(202) | 27(60.0) | 47(329) | 183(40.0)
Cycling clothing
30(41.7) | 23(27.4) 33(29.2) 8(17.8) 42(29.4) 136(29.8)
products
New Cycling accessories | 11(15.3) | 30(35.7) | 46(40.7) | 15(33.3) | 47(32.9) | 149(32.6)
cycling - 27.414*
IT cycling products | 11(15.3) | 10(11.9) | 19(16.8) | 12(26.7) | 23(16.1) 75(16.4)
products : (df=16)
of interest | Bievele related 000 1 6oy | 762 | 367 | 1284 | 3883)
items
Bike 10(13.9) | 15(17.9) 8(7.1) 7(15.6) 19(13.3) 59(12.9)
Cyeling clothing | ) 560y | 3g(452) | 38(336) | 18(40.0) | 62(434) | 197(43.)
. products
Cycling
products Cycling accessories | 13(18.1) | 26(31.0) | 41(36.3) | 14(31.1) | 51(35.7) | 145(31.7) B
that IT cycling products | 2(2.8) 4(4.8) 15(13.3) 4(8.9) 8(5.6) 33(7.2) (Zlillfm
consider ;
sesthetios Blcy‘iznrlzlated 6(83) | 4(48) | 1088) | 2(44) | 12(84) | 34(74)
Bike 10(13.9) | 12(14.3) 9(8.0) 7(15.6) 10(7.0) 48(10.5)
Low to mid range
price, less than 43(59.7) | 45(53.6) | 44(38.9) | 22(48.9) | 50(35.0) | 204(44.6)
100,000won
Reasonable | Mid-range price,
price range | 100,000-200,000won 23(31.9) | 28(33.3) 43(38.1) 19(42.2) 62(43.4) 175(38.3) 99 402*
for cycling | Mid to high range (df=12)
pants price, 200,000- 4(5.6) 8(9.5) 20(17.7) 2(4.4) 23(16.1) 57(12.5)
300,000won
High i
187 TANSE PICC 1 908) | 3(36) | 6(53) | 2(44) | 8(56) | 21(46)
300,000won or more
Low to mid range
Reasonable price, less than 44(61.1) | 46(54.8) 40(35.4) 22(48.9) 50(35.0) | 202(44.2)
price range 30,000won 33.056%*
for cycling Mid ) (df=12)
loves id-range price, 5 30(35 e e
g 30.000-50.000won 25(34.7) | 30(35.7) 47(41.6) 18(40.0) 65(45.5) 185(40.5)
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E i- Achie- I = Think
Classification xpert chie Believers o 1n' s Total X
encers vers vators - Strivers
Mid to high range
price, 50,000~ 1(1.4) 4(4.8) 22(19.5) 3(6.7) 21(14.7) 51(11.2)
100,000won
High range price. | o o) | yygy | 435) | 2044) | 7(49) | 19(42)
100,000won or more
Low to mid range
price, less than 10(13.9) | 26(31.0) 14(12.4) 5(11.1) 12(8.4) 67(14.7)
30,000won
Reasonable | Mid-range price,
30(41.7 20(23.8 34(30.1 14(31.1 49(34.3 147(32.2
price range 30,000-50,000won ( ) ( ) ( ) ( ) ( ) ( ) 32.507%*
for cycling | Mid to high range (df=12)
helmets price, 50,000~ 27(375) | 25(29.8) 46(40.7) 19(42.2) 51(35.7) 168(36.8)
100,000won
High range price. | g0 0) | 130155) | 19(168) | 7(156) | 31(217) | 75(164)
100,000won or more
Expensive price 30(41.7) | 32(38.1) | 26(23.0) | 19(42.2) | 52(36.4) | 159(34.8)
The reason No need to
for purchase due to
hesitating preference for 5(6.9) 9(10.7) | 34(30.1) 3(6.7) 22(15.4) | 73(16.0)
to eco-friendly 47 5167
purchase sensibility (df=16)
a cycling | Complicated to use | 10(13.9) | 24(28.6) | 30(26.5) 7(15.6) 25(17.5) 96(21.0)
IT Never thought
products bt 21(292) | 11(131) | 18(159) | 12(267) | 26(182) | 88(19.3)
Never hesitated 6(8.3) 8(9.5) 5(4.4) 4(8.9) 18(12.6) 41(9.0)
Total 72(100.0) | 84(100.0) | 113(100.0) | 45(100.0) | 143(100.0) | 457(100.0)
#*X .05, <01, *** <X .001
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{Table 5> The Difference Analysis on Cycling Wear Purchase Characteristics by Gender

Frequency (%)
Classification Men Women Total x>
Department store 5(2.2) 16(7.0) 21(4.6)
Where to b Large discount store 23(10.1) 38(16.5) 61(13.3) 10.714%
cyeling produch[s Permanent discount store 36(15.9) 52(22.6) 88(19.3) (c;/f:4)
Professional dealer 74(32.6) 66(28.7) 140(30.6)
Internet shopping 89(39.2) 58(25.2) 147(32.2)
Cycling clothing products 45(19.8) 91(39.6) 136(29.8)
N ; Cycling accessories 76(33.5) 73(31.7) 149(32.6) S—
oo s e IT cycling products 47(20.7) 28(12.2) 75(16.4) i)
Bicycle related items 20(8.8) 18(7.8) 38(8.3)
Bike 39(17.2) 20(8.7) 59(12.9)
Cycling clothing products 83(36.6) 114(49.6) 197(43.1)
o oduct Cycling accessories 70(30.8) 75(32.6) 145(31.7) —
that Zgnrslfief Ze]:fhztics IT cycling products 24(10.6) 9(3.9) 33(7.2) (.df:4)
Bicycle related items 16(7.0) 18(7.8) 34(7.4)
Bike 34(15.0) 14(6.1) 43(10.5)
Total 227(49.7) 230(50.3) 457(100.0)
*pC 05, ¥ p 01, ***pC 001
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