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[Abstract]

This study wanted to analyze the types of recognition of messages expressed in clothing for women in
their 20s who wear a lot of clothing and fashion products with text. It was intended to provide basic data
necessary for the production of typography clothing and fashion products by considering the subjective
evaluation of how women in their 20s type the characters expressed in fashion and the characteristics of
each type. This study was conducted with the Q method, and the QUANL pc program was used for
analysis. Type I thought that letters were a design element and fashion, and the characters expressed in
clothes were recognized as images. Type 2 thought it was important that the characters expressed in the
clothing were recognized as messages, and that the characters had social messages and period reflections.
Type 3 preferred that letters be combined with casual clothes and valued the formability of the characters.
Type 4 preferred characters to represent brands and liked to be placed in large positions. In the future, it
is thought that additional research by various age groups and genders and detailed research should be

conducted to identify differences in font, color, and sentence length.
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I. Introduction
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II. Study Methods

1. Definition of Terms
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2. Q Population and Q Sample
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Table 1. Q sample

No. Q Sample

The characteristics in fashion are recognized as
images.

The text of fashion is recognized as a message.
Preferences for text messages vary depending on
fashion items (jacket, T-shirt, pants, bag, etc.).
Letters are an element of fashion design.

Fashion characters should represent the brand
(commercial).

Select clothing based on fashion text.

I like Korean characters.

I like letters in foreign languages.

9 I like letters in numbers.

10 | The handwriting of letters is important.

11 | The color of the text is important.

12 | The meaning of the text is important.

13 | I like simple letters.

14 | 1 prefer long sentences.

15 | The formability of characters is important.

16 | Texts should be in casual clothes.

17 | Texts of fashion should convey social messages.
18 | The meaning of the text affects the purchase.

19 | I prefer the large size of fashion characters.

20 | I prefer to be in a position where I can see letters.
I prefer that the characters in fashion are expressed

21 in the form of patterns.

22 [ prefer characters expressed in accessories to
clothing.

23 [ prefer the characters expressed on the top of
clothes.

24 [ think the design of clothes with letters looks

sophisticated.
25 | I prefer to place some characters.
26 | I prefer that the characters be placed as a whole.

The suggestiveness of clothing letters s

27 important.(Time-reflective)

28 | Clothing text is good in monochrome.

29 | I prefer graphic graffiti characters.

30 | Characteristic of play is important.

31 | Text is also a fashion.

3. P Sample
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Neutral
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Q sample 2 3 3 4 5 4 3 3 2
score -4 -3 -2 - 0 +1 +2 +3 +4
C.S. 1 2 3 4 5 6 7 8 9

Fig. 1. Distribution chart for Q sorting

5. Analysis Method
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III. Results

1. Analysis of Text Messages Expressed in
Fashion
APOIME AR AT Yol QFEES AHESI]
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Table 2. Q factor loading and variance

Division Type 1 | Type 2 | Type 3
Factor loading 5.273 3.214 1.635
Variance 0.264 0.161 0.082
Cumulative variance 0.264 0.424 0.506
Table 3. Correlation of 4 types
Division Type 1 Type 2 Type 3 Type 4
Type 1 1.000 -0.396 0.291 0.177
Type 2 -0.396 1.000 0.070 -0.347
Type 3 0.291 0.070 1.000 -0.114
Type 4 0.177 -0.347 -0.114 1.000
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Table 4. Factor loading by types of P samples

Div. No. |E23tiz; Age W(T(is)ht H(ilri?t Fashion Items Purchase Fee
1 0.755 22 52 160 T-shirts over 100,000-under 200,000
4 0.840 26 54 162 T-shirts over 100,000-under 200,000
T 1 5 0.556 20 53 164 T-shirts under 100,000
(ynpf7) 10 1.217 21 47 165 T-shirts, scarf over 200,000-under 300,000
11 1.596 21 54 162 T-shirts, bag over 100,000-under 200,000
14 1.063 22 57 162 T-shirts, scarf over 100,000-under 200,000
19 2.816 23 54 165 T-shirts under 100,000
2 1.596 21 55 162 T-shirts over 100,000-under 200,000
6 1.483 23 50 164 T-shirts over 200,000-under 300,000
T ) 7 1.127 25 55 167 T-shirts over 200,000-under 300,000
) 8 | 0711 26 60 163 T-shirts over 100,000-under 200,000
n 9 1.802 22 60 158 T-shirts over 200,000-under 300,000
13 0.793 26 54 165 T-shirts over 200,000-under 300,000
17 2.706 26 56 163 T-shirts over 100,000-under 200,000
3 1.611 23 55 158 T-shirts, bag under 100,000
Type 3 12 1.118 20 48 163 Bag over 100,000-under 200,000
(n=4) 16 1.698 25 62 157 T-shirts, bag over 200,000-under 300,000
18 0.738 21 50 164 T-shirts, scarf under 100,000
Type 4 15 0.579 20 53 159 T-shirts, pants under 100,000
(n=2) 20 0.011 24 48 161 T-shirts, bag, scarf over 100,000-under 200,000
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Table 5. Standard scores by types of 3 factors(Z-score)

No Statement Type 1 | Type 2 | Type 3 | Type 4
1 | The characteristics in fashion are recognized as images. 13 -0.9 0.9 0.9
2 | The text of fashion is recognized as a message. -14 2.0 -0.6 -1.8
3 | Preferences for text messages vary depending on fashion items. 0.3 0.2 -1.0 -1.7
4 | Letters are an element of fashion design. 1.6 0.2 0.2 -14
5 | Fashion characters should represent the brand. 1.4 -1.5 -0.4 1.7
6 | Select clothing based on fashion text. -0.8 0.4 1.3 -1.4
7 | I like Korean characters. -0.9 -0.2 13 -1.4
8 | I like letters in foreign languages. 1.1 0.6 -1.0 0.4
9 | I like letters in numbers. 0.1 -0.9 0.2 1.3
10 | The handwriting of letters is important. 0.6 -1.1 1.0 -0.4
11 | The color of the text is important. 1.1 0.0 0.9 0.9
12 | The meaning of the text is important. -1.2 1.5 0.2 -0.9
13 | I like simple letters. -0.6 -0.9 0.9 -0.9
14 | I prefer long sentences. -1.5 0.1 -2.1 0.4
15 | The formability of characters is important. 1.1 04 1.6 0.9
16 | Texts should be in casual clothes. 0.4 0.4 1.6 0.5
17 | Texts of fashion should convey social messages. -1.0 1.8 -0.9 -0.5
18 | The meaning of the text affects the purchase. -1.1 1.4 0.1 -0.0
19 | I prefer the large size of fashion characters. 0.3 -0.9 -2.0 1.3
20 | I prefer to be in a position where I can see letters. 0.6 0.9 0.7 1.8
21 | I prefer that the characters in fashion are expressed in the form of patterns. 0.0 -1.7 -0.6 0.5
22 | 1 prefer characters expressed in accessories to clothing. 0.6 -0.3 -04 -0.9
23 | I prefer the characters expressed on the top of clothes. -0.4 0.6 -0.6 0.0
24 | 1T think the design of clothes with letters looks sophisticated. 1.1 -0.5 0.3 -1.3
25 | I prefer to place some characters. -0.4 0.9 1.6 -0.4
26 | 1 prefer that the characters be placed as a whole. -0.5 -1.7 -0.9 -0.5
27 | The suggestiveness of clothing letters is important. -1.8 1.4 -0.5 0.0
28 | Clothing text is good in monochrome. 0.3 -0.1 1.3 -0.9
29 | 1 prefer graphic graffiti characters. -1.1 -1.3 -1.5 1.3
30 | Characteristic of play is important. -1.1 0.1 -0.3 0.9
31 | Text is also a fashion. 1.6 -0.2 -0.4 -0.0
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Table 6. Characteristics of type 1

Items strongly agreed in type 1 Standard score
4. Letters are an element of fashion design. 1.64
31. Text is also a fashion. 1.63
5. Fashion characters should represent the brand. 1.36
1. The characteristics in fashion are recognized as images. 1.26
15. The formability of characters is important. 1.15
11. The color of the text is important. 1.1
24. 1 think the design of clothes with letters looks sophisticated. 1.1
8. I like letters in foreign languages. 1.09
Items strongly disagreed in type 1 Standard score
30. Characteristic of play is important. -1.08
29. 1 prefer graphic graffiti characters. -1.08
18. The meaning of the text affects the purchase. -1.11
12. The meaning of the text is important. -1.16
2. The text of fashion is recognized as a message. -1.42
14. 1 prefer long sentences. -1.52
27. The suggestiveness of clothing letters is important. -1.77
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Table 7. Characteristics of type 2

Items strongly agreed in type 2 Standard score
2. The text of fashion is recognized as a message. 1.99
17. Texts of fashion should convey social messages. 1.84
12. The meaning of the text is important. 1.51
18. The meaning of the text affects the purchase. 1.43
27. The suggestiveness of clothing letters is important. 1.36
Items strongly disagreed in type 2 Standard score
10. The handwriting of letters is important. -1.09
29. I prefer graphic graffiti characters. -1.34
5. Fashion characters should represent the brand. -1.49
21. 1 prefer that the characters in fashion are expressed in the form of patterns. -1.65
26. 1 prefer that the characters be placed as a whole. -1.71
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Table 8. Characteristics of type 3

Items strongly agreed in type 3 Standard score
16. Texts should be in casual clothes. 1.61
15. The formability of characters is important. 1.57
25. I prefer to place some characters. 1.56
28. Clothing text is good in monochrome. 1.33
6. Select clothing based on fashion text. 1.28
Items strongly disagreed in type 3 Standard score
29. I prefer graphic graffiti characters. -1.53
19. I prefer the large size of fashion characters. -1.96
14. 1 prefer long sentences. -2.07
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Items strongly agreed in type 4 Standard score
20. I prefer to be in a position where I can see letters. 1.76
5. Fashion characters should represent the brand. 1.74
19. I prefer the large size of fashion characters. 1.34
29. I prefer graphic graffiti characters. 1.33
9. I like letters in numbers. 1.32
Items strongly disagreed in type 4 Standard score
24. 1 think the design of clothes with letters looks sophisticated. -1.34
4. Letters are an element of fashion design. -1.36
6. Select clothing based on fashion text. -1.36
3. Preferences for text messages vary depending on fashion items. -1.74
2. The text of fashion is recognized as a message. -1.75
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Table 10. Characteristics of types

Type that value
formativeness

Type Characteristics
- Text is an element of fashion design.
Type 1 - Text is also a fashion.
Type that value fashion - The characteristics in fashion are recognized as images.
- The formability and color of characters are important.
- The text of fashion is recognized as a message.
Type 2 - The suggestiveness of clothing letters is important.
Type that value meaning - Texts of fashion should convey social messages.
- The meaning of the text affects the purchase.
- The formability of characters is important.
Type 3

- Texts should be in casual clothes.
- Clothing text is good in monochrome.
- I prefer to place some characters.

Type 4
Type that value
commerciality

- Fashion characters should represent the brand.

- I prefer to be in a position where I can see letters.
- I prefer the large size of fashion characters.

- I prefer graphic graffiti characters.
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