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[Abstract]

The purpose of this study was to analyze the characteristics of each type after categorizing the clothing
lifestyle of 394 male office workers in their 30s and 50s. The data were analyzed with PASW 18.0 using
frequency analysis, k-means cluster analysis, one-way ANOVA and crosstabs analysis. According to
findings, first of all, types of clothing lifestyle are divided into 4 groups: a type of fashion leader(22.3%),
a type of price sensitive(12.2%), a type of fashion indifference(27.9%), a type of normcore fashion(37.6%).
Secondly, the types of clothing lifestyle showed statistically significant difference age, marital status, job
and monthly average household income of socio-economic variables. Thirdly, the types of clothing lifestyle
showed statistically significant difference monthly average appearance care cost, suit count, monthly

average clothing purchase cost, average purchase cost of one suit.
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I. Introduction
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II. Theoretical Background

1. Clothing Lifestyle
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2. Related Variables
2.1 Socio-economic Variables
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2.2 Clothing buying behavior
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III. Research Problems and Methods

1. Research Problems
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2. Related Methods

2.1 Survey Methods and Data Gathering
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2.4 General Characteristics of Subjects
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IV. Research Results

1. Type of Clothing Lifestyle
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Table 1. General Characteristics

of Subjects

Characteristics N %
30's 194 495
Age 40's 114 29.1
50's 84 214
total 392 100.0
donggu 78 19.8
seogu 84 21.3
. namgu 74 18.8
Residence buggu 88 223
gwangsnagu 70 17.8
total 394 100.0
. single 148 37.9
I:ItaartlLtjasl married 242 62.1
total 390 100.0
employee 140 36.0
professional 126 323

Job official 26 6.7
service & sales 48 12.3
self employment 50 12.7
total 390 100.0
>300 64 19.3
QAV‘;’;;Z'Z 300-400 110 33.1
household 400-500 60 18.1
income 500< 98 295
total 332 100.0
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Table 2. Results of the K-means Cluster Analysis

Dimension Cluster 1 Cluster 2 Cluster 3 Cluster 4
(n=88) (n=48) (n=110) (n=148)
Store display .89367 -1.35602 -.51493 29114
Brand interest .84595 -1.57511 -.41471 31608
Fashion interest 99452 -1.41241 -.70188 38841
Trend preference .68637 -1.18660 -.28403 .18784
Value for money -1.04293 46647 -.16873 59424

Table 3. General Characteristics on the Type of Clothing Lifestyle

. . Fashion leader Price sensitive . F.ashion Normcore fashion
Dimension indifference F
m(SD) m(SD) m(SD) m(SD)
Store display 23.68(3.79) 14.38(2.97) 17.85(2.60) 21. 19(2 47)
135.063
scheffe d a b
Brand interest 14.86(2.07) 7.58(1.51) 11.07(1.93) 13. 27(2 20)
158.263
scheffe d a b o
Fashion interest 16.16(1.69) 10.00(1.34) 11.82(1.49) 14.61(1.44)
252.150
scheffe d a b o
Trend preference 15.45(2.14) 11.21(1.62) 13.25(1.76) 14.32(1.90)
59.318
scheffe d a b o
Value for money 6.98(2.02) 10.25(2.23) 8.87(1.63) 10.53(1.20)
90.745
scheffe a c b o
"*p<.001
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2. Socio-economic Variables and Type
Clothing Lifestyle
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3. Clothing buying behavior on the Type of

Clothing Lifestyle
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Table 4. Socio-economic Variables on the Type of Clothing Lifestyle

Fashion leader Price sensitive . F.ashlon Normcore fashion 2
indifference F/x
m(SD)/n(%) m(SD)/n(%) m(SD)/n(%) m(SD)/n(%)
Age 37.27(6.83) 44.21(7.31) 42.55(7.78) 40.95(8.90) 10,376
scheffe a b b b )
donggu 18( 20.5) 10( 20.8) 24( 21.8) 26( 17.6)
seogu 24( 27.3) 6( 12.5) 26( 23.6) 28( 18.9)
. namgu 14( 15.9) 10( 20.8) 24( 21.8) 26( 17.6)
Residence buggu 20( 22.7) 12( 25.0) 12( 10.9) 44( 29.7) 18.213
gwangsnhagu 12( 13.6) 10( 20.8) 24( 21.8) 24( 16.2)
total 88(100.0) 48(100.0) 110(100 0) 148(100.0)
Marital single 50( 56.8) 10( 20.8) 38( 34.5) 50( 34.7)
Staart'uas married 38 (43.2) 38( 79.2) 72( 65.5) 94( 65.3) 20.455™
total 88(100.0) 48(100.0) 110(100 0) 144(100.0)
employee 24( 27.3) 16( 34.8) 34( 30.9) 66( 45.2)
professional 6( 29.5) 14( 30.4) 38( 34.5) 48( 32.9)
official 14( 15.9) 2( 4.3) 6( 5.5) 4 2.7) -
Job service & sales 12( 13.6) 6( 13.0) 18( 16.4) 12( 8.2) 26.625
self employment 12( 13.6) 8( 17.4) 14( 12.7) 16( 11.0)
total 88(100.0) 46(100.0) 110(100.0) 146(100.0)
Monthly average
household income 386.34(177.27) 457.06(181.84) 407.14(155.45) 367.73(124.08) 3.475"
scheffe ab b ab a
'p<.05 "p<.01 "p<.001
Table 5. Clothing buying behavior on the Type of Clothing Lifestyle
Fashion leader Price sensitive . nghion Normcore fashion
indifference F
m(SD) m(SD) m(SD) m(SD)
Monthly average
appearance care cost 32.23(25.47) 11.10(6.64) 19.09(18.20) 25.38(24.34) 10,648
scheffe C a ab bc
Suit count 8.37(4.05) 6.74(3.45) 8.27(5.62) 6.46(3.81) 5. 250"
scheffe a ab a b )
Monthly average
clothing purchase cost 33.32(24.65) 20.00(5.57) 24.44(16.77) 27.85(19.30) 4.080"
scheffe b a ab ab
Average purchase cost of | g9 3437 99 23.41(6.36) 33.34(17.79) 38.36(23.85)
one suit 25.313
scheffe c a ab b
“p<.01 "p<.001
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