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ABSTRACT

A Study on Total Fashion Coordination Cognition,

Fashion Products Purchasing Behavior According to

the Lifestyle Type

Bang, Sun-Hee,

Dept. of Clothing,

Graduate School,

Sungshin Women's University

Change of economy society of the 21st century brought much

change to the life-style and sense of value of consumers.

Life-style is changing continuously with this change. Herewith, as

economic surplus and life quality of consumers rise, interest for

fashion is rising also. This study aims at recognizing total fashion

coordination which is based on life-style type of male and female

consumers of twenties-thirties who have much interest for fashion

and examining the preference degree of color and the purchase

behavior of fashion commodity.

Data collection for study subject was made through questionnaire

by sampling male and female consumers of twenties-thirties who

live in Seoul and Metropolitan area randomly. Secondary

questionnaire was executed from the 20th of December to the 28th



of December, and total 525 copies were used in statistical analysis

finally after distributing 600 copies. As for analysis methods, this

researcher executed technical statistics, frequency analysis,

percentage, cross analysis, factor analysis, community analysis,

unitary variable analysis and post-verification of Duncan by using

SPSS 12.0 program.

In this study, fashion commodities were classified into clothes,

shoes, bag, accessory, scarf(necktie), stocking(socks), hat, belt,

sunglass, and make-up, and findings is as follows : First, this

researcher named as 'aiming at external form pursuit', 'aiming at

self-love', 'aiming at famous brand', 'aiming at social intercourse',

'aiming at impulsive consumption' 'aiming at rational consumption',

'aiming at internet application', 'aiming at leisure', and 'aiming at

diverse knowledge pursuit' by sampling 9 factors to constitute the

life-style of consumers of twenties thirties and classified life-style

factor into 5 communities in accordance with feature. This

researcher named community as disinterest type, disinterest type of

network information, application type of network information,

individualism type, and fashion-seeking-type respectively and

examined feature for groups by each type of life-style.

Second, as for the difference of the distinction of sex in

demographic feature which is based on life-style type, rate of

women was high in 4 communities except disinterest type. As age

increases, rate of disinterest type and disinterest type of network



information increased, and rate of fashion-seeking-type decreased.

And, as for life-style to be based on age, 20-24 years old showed

high in application type of network information and 30-34 years old

showed high in individualism type. As for marriage or unmarried

state, marrieds showed high in disinterest type and disinterest type

of network information, and unmarried persons showed high in

application type of network information and individualism type. As

for school career, university attendance showed high rate in 4

communities except disinterest type of network information. As for

monthly average expense for making-up appearance of consumers of

twenties-thirties, it could be seen that expense under 300 thousand

Won occupies most as 88.5%.

Third, it emerged that recognition for total fashion co-ordination

is high in twenties-thirties. As for disinterest type of network

information, it emreged that interest degree for external appearance

was low but that they knew meaning for total fashion coordination

and they frequently buy fashion commodity. Application type of

network information and individualism knew meaning for total fashion

coordination and they were recognizing it.

Fourth, in the survey of preference degree of color, color that

consumers of twenties-thirties prefer most showed in the order of

black, white and blue. Fashion commodities to give most point to

color in total fashion coordination showed in the order of clothes,

shoes and bag etc.



Fifth, fashion commodities to buy frequently for total fashion

coordination showed in the order of clothes, shoes, and accessory

etc. In the purchase of fashion commodity which is based on

life-style type, average value showed low at all the fashion

commodities for disinterest type, and it showed high at all the

fashion commodities for fashion-seeking-type. As for fashion-

seeking-type, purchase motive of fashion commodity which is based

on life-style type showed high. And, for the use of information

source of purchase of fashion commodity, use degree of information

source was low in disinterest type and disinterest type of network

information.

As for choice standard at the time of buying fashion commodity

which is based on life-style type, average value of various choice

standards was low relatively at the time of buying fashion

commodity in disinterest type of network information, and all were

high in fashion-seeking-type. Purchase places to use frequently at

the time of buying fashion commodity showed in the order of

internet shopping mall, permanent store and department store etc.

As for purchase places of fashion commodity which is based on

life-style type, department store showed high in disinterest type of

network information, individualism type and fashion-seeking-type,

and internet shopping mall showed high in application type of

network information.

This findings suggests the activation of study for the feature of



consumers of twenties-thirties and the direction to have to be

improved, and this researcher hopes that this may be offered as

very profitable suggestion point for marketing manager, and expects

that this will be helpful to the establishment of marketing strategy.
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