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according to the Level of Interest in Appearance
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ABSTRACT

The present study was conducted to provide basic data for the segmentation of the underwear
market for male college students in their 20s. This demographic is expected to lead the underwear
trend as the main body of consumption and subsequent underwear production. In addition,
the data will help establish marketing strategies, and expand the underwear market through
research on the purchase behavior and state of college students in their 20s according to the
level of interest in their appearance. A questionnaire survey was conducted on 243 male college
students living in Busan, in May 2015. The choice of underwear design and brand was influenced
by the level of interest in appearance. On the other hand, the level of interest in the appearance
of male students were found to have no significant influence on the economic factors of underwear.
Therefore, the establishment of marketing strategies through a differentiation of design and brand
may be more effective than the price of underwear or economic factors for segmentation of
the underwear market according to the interest in appearance. Because the group with a high
level of interest in appearance and the group with a low interest in appearance management
showed similar purchasing behavior to the design/brand pursuit type and underwear indifferent
type, underwear marketing strategies should be established by analyzing the purchase form of
underwear according to the level of interest in appearance.
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Table 1. Factor analysis of underwear purchasing behavior

Factor Figen % of

Factor Evaluative words . . Reliability
loading value variance
Buy famous brand underwear. 0.87
When purchasing underwear, check the brand and buy it. 0.83
Desion/ I buy underwear that expresses my personality. 0.82
esign
B i Buy new designs or styles of underwear 0.68 427 2511 0.87
ran
Even though it is expensive, I buy it if T like design and color.  0.68
Buy underwear at an underwear store or department store 0.56
I buy my underwear myself. 0.51
Buy comfortable underwear to work on. 0.79
Fabric/ I buy underwear that fits me, considering my physical shape. 0.78
. When my underwear is worn out, [ buy it. 072  3.03 17.82 0.77
Functional —_, . .
It's important to have a feel when buying underwear. 0.60
Buy natural underwear rather than synthetic fiber. 0.53
Eco.nc?r?rnc Buy underwear at discount étores or @arkets. 0.84 198 11.64 0.71
feasibility I buy underwear at a bargain sale price. 0.73
Onli I usually buy underwear at home shopping. 0.87
niine
o Buy underwear for diversion. 0.60  1.65 9.68 0.58
distribution .
I usually buy underwear online. 0.46

Cumulative explanatory power: 64.26  Reliability: 0.85

Table 2. Factor analysis of the appearance interest

Factor Eigen % of

Factor Evaluative words . . Reliability
loading value variance
I take care of my appearance when I meet the opposite sex. 0.88
Perception I check my appearance before I meet others. 0.83
of the Appearance should be continuously managed even if we get old.  0.75
importance  Appearance affects social life. 0.62 523 2613 0.89
of I want to stand out with my good appearance 0.61
appearance [ tend to care how my appearance looks to others. 0.52
I make effort to improve my appearance. 0.43
I take a long time to manage my appearance before I go out. 0.76
I would invest in my appearance even by undergoing plastic 0.67
Economic surgery if anything in my appearance should be corrected.

. . . 329  16.47 0.83
investment I should invest for appearance management even if I cannot afford. 0.59

I collect and utilize information to keep up with fashion trends.  0.57
I often look in a mirror. 0.56
[ am attractive. 0.71
Fashion I wear my clothes smartly. 0.65
I make effort to buy clothes that suit me well. 0.58 2.87 14.37 0.77
management .
I frequently change my fashion style to change my appearance. 0.52
I tend to care about my hair style. 0.48
Body i I have experience in a diet or exercise conducted to lose weight.  0.80
ody line
y I am rather sensitive to my weight. 0.74 1.88 9.40 0.47
management

I gather information and actively make effort for an attractive figure. 0.65

Cumulative explanatory power: 64.40  Reliability: 0.85
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Table 3. Correlation between the underwear purchase behavior and appearance interest

Design/Brand Fabr'ic/ ECOI'IO.H.’liC ' Oflline':
Functional feasibility distribution
Perception of the importance of appearance 0.29""" 0.12" 0.04 0.02
Economic investment 0347 0.07 0.03 03177
Fashion management 0.37°" 0.19"" 0.14" 0.26""
Body line management 021" 0.06 0.05 0.07

“p<0.01, “"p<0.001
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Table 4. Difference in the underwear purchasing behavior according to the types of purchase

Types of Underwear Purchasing

Factor Type of design/brand Type of indifference Type of economic F-vale
pursuit (n=64) (n=58) pursuit (n=119)
Design/Brand 3.54 ° 1.81 ¢ 2.73 P 156.19"""
Fabric/Functional 3.81° 297 ° 3.63 ° 29.78"""
Economic feasibility 2.17° 1.74 ¢ 3.48 ¢ 249.24™""
Online distribution 2.19 @ 1.04 ° 2.10 ® 65.56""

wkk

p<0.001, Duncan test: aybyc

Table 5. Difference in the appearance interest according to the types of appearance interests

Types of appearance interest

Group with high

Group with medium

Group with low

Factor i i ) F-value
appearance interest appearance interest appearance interest
(n=66) (n=88) (n=89)

Perception of the 444 ° 382 ° 334 ¢ 10153
importance of appearance
Economic investment 345° 2.61° 230 € 54.88""
Fashion management 415 ¢ 344 ° 275 ¢ 172.66™"
Body line management 3.85 ¢ 225 ¢ 334 ° 201.08™""
""p<0.001, Duncan test: ayb)c
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Table 6. Difference in the underwear purchasing behavior according to the types of appearance

interest
Types of appearance interest
Factor Group w1tb high Group with @edlum Group w1t}-1 low Fovalue
appearance interest appearance interest appearance interest
(n=66) (n=88) (n=89)

Design/Brand 297 ° 275 ® 253 ° 567"
Fabric/Functional 3.61° 357 ¢ 341° 1.90
Economic feasibility 2.89 ¢ 2.79 251° 3.54
Online distribution 2.06 * 1.89 ® 1.72° 3.68

"p<0.05, ""p<0.01, Duncan test : aybyc
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Table 7. Present state of underwear purchase according to the types of appearance interest

Types of appearance interest

Variable -Group with Group- with Group with Total &
high appearance medium low appearance
interest appearance interest interest
:g? Color 10( 15.2) 7C 8.0) 13( 14.6)  30( 12.3)
& Design 19( 28.8) 18( 20.5) 6( 67 43(17.7)
:; Functionality 15( 22.7) 28( 31.8) 20303 T0(BY .
2 Material/Touch 20( 30.3) 25( 28.4) 31(34.8)  76( 31.3) ’
T Price 20 30) 100114 120135 24( 99)
Total 66(100.0) 88(100.0) 89(100.0)  243(100.0)
= :5? 1-2 months 15( 22.7) 7C 8.0) 17C 19.1D 39( 16.0)
g § Every season 25( 37.9) 38( 43.2) 25(28.1)  88(36.2
< 6 months 26( 39.4) 35( 39.8) 46( 51.7)  107( 44.0) 21.60"
1 year oC 0.00 8C 9.1 1C 1D 9C 3.7
Total 66(100.0) 88(100.0) 89(100.0)  243(100.0)
éo The said person 37( 56.1) 43( 48.9) 33(37.1)  113( 46.5)
& Parents 28( 42.4) 44( 50.0) 530590 1250514
8 Others 1 1.5) 10 1.1) 3( 34 5C 2D
Total 66(100.0) 88(100.0) 89(100.0)  243(100.0)
& Specialized underwear shop 9( 13.6) 29( 33.0) 10( 11.2)  48( 19.8)
% Department store 29( 43.9) 20( 22.7) 43( 48.3)  92( 37.9)
i Discount underwear store 12( 18.2) 18( 20.5) 210 23.6)  51( 21.0)
& Home shopping 6( 9.1 8( 9.1 5( 5.6 19( 7.8 3077
Internet 9( 13.6) 6( 6.8 9( 10.1)  24C 9.9
Market 1( 1.5 7C 8.0) 1C 1D 9C 3.7
Total 66(100.0) 88(100.0) 89(100.0)  243(100.0)
= Sophisticated/intellectual 10( 15.2) 16( 18.2) 7079 33(13.6)
& Lively/cute 5( 7.6) 6( 6.9 6 6.7 17C 7.0)
? Plain 10( 15.2) 001y 340 5T @B
& Active/sporty 34( 51.5) 43( 48.9) 33(37.1) 110( 453)
® Intense/sexy 7( 10.6) 13( 14.8) 6 67  26(10.7)
Total 66(100.0) 88(100.0) 89(100.0)  243(100.0)
8 T Single piece 61( 92.4) 69( 78.4) 85( 95.5) 215( 88.5)

g ;r Set 2030 6( 6.8 0 00) 833 ..
®  Bundle 3( 4.5 13( 14.8) 4 45 200 82
Total 66(100.0) 88(100.0) 89(100.0)  243(100.0)

% g‘ Drawers 39( 69.6) 68( 81.0) 42( 48.3)  165( 67.9)
_;5 Trunk 11( 19.6) 7( 8.3) 410 47.1)  59( 24.3) 35.43""

2 Brief 6( 10.7) 9( 10.7) 40 4.6) 19C 7.8

Total 66(100.0) 88(100.0) 89(100.0)  243(100.0)

""p<0.01,

e

p<0.001
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