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Abstract

The purpose of this research was to compare American Korean consumers perceptions or evaluations of
womens formal wear and casual wear. Results revealed that two groups classified differently the
products in formal wear, not casual wear. In general, compared to Korean subjects, Americans rated the
Korean business formal wear as more fashionable, attractive, stylish and of having higher quality than
US. formal wear, indicating they were more likely to purchase. On the other hand, compared to US,
subjects, in general, Koreans rated higher the U.S. casual wear as more liking, purchasing, comfortable,

and appealing than Korean casual wear. Regarding clothing image toward each picture, there was a
statically difference in both groups. To increase American or Korean exports of apparels, companies must

look globally to develop new markets for their products.
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oA AR GEFE vRE F,
&H2E YRR FPe JFE nA,
< 7H aNAEE Fo £33 7o) wet vt
AY 2=l gk ghE, & AR o] tEA v
Ehvb= A$-5 "ol B 4 Aot (Alden, Hoyer, &
Lee, 1993; Cunningham, & Green, 1884). w2ty A
232 A F9E HMe 4 Y A= &
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33t Aalle F ueke] AHIAIEY FolHE
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o] ZdoldtAl veERstTh ole AME F3HE FEedt
Mele) Ao met B g B ¥ A3ske
g BEA o] tofsiAl Uetd ¢ ASE Yuigth
olof ¥ dApes g vix ARAYE WYL E, &
F2 visoMe] KRS ok F 3
e =) AGH AT it AA Y &Kol
a6 wE MEH7E F oolujA] HAE T, ¥
BAgoz 3t nFdel gFFEAdE A
Fdz AR Jof wE AHR THEHES
ogd £ ude A AT g9 E Ador &
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A g o] vt Fobd Aojch

93] T oI EBakAtels: ¥lm £43he
A7 7 Aol wat ohE AXH A, AAR
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E 1D HANE RS2
St S2 S3 4 S5 S6 S7 S8
T Suits Suits Suits Suits Casual Casual Casual Casual
ype (w/Pants) | (w/Skirt) | (w/Skirt) | (w/Pants) | (w/Pants) | (w/Pants) | (w/Skirt) | (w/Skirt)
.. Made—in | Made—in | Made—in | Made—in | Made—in | Made—in | Made—in | Made—in
£ USA Korea USA Korea USA Korea USA Korea

Atk o] A7l AR AR E UYL Bl
SAE 5 Qe 9n 2 Fol7] A8 o4 F
53 QFHEEd 9 HI} o9 (back—
translation) &4 & 3 AFE 7134tk £F oy
ZAE B3 3 2a® AEXE ALl B
FAE AAERATE AEHAAE g 200 AL
2 AG7ke) o]AA 9 AolE Fol7] HF F A
A HA3 BEAE Hol= UdlyE F4HoE 3
F2 Mg, 7 Z - BRAYY 3 gEAR
AsAx, F v B F AL iye=
FHAI AEAE mEIHch dHEAFR 200
o] AL dAel the Utk ZAE FAth 1
g2, viwiEs drere 2AN7Y ZARE F
E3l7] $sh 19999 793 8¥el AX FRolA A
o] ZAAEZA} o] F Tk O A, v} 100
Bl o] 103%-F AFAM ol RAF vl A
B2} 282 A 23 F 018V} AFEACE AL
Rk HEAH 2 5 vjFo] EF 2B84ME FY
gt AZ A2l descriptive statistics, x*—test,
t—test, A2 % A, Pearson's correlation 52 4
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&, 2 s7he) A1) AEH U@ GEe

O 1w 87_
95012 o]u| A H7tel| ThE FEL 64— 898 A
of AFHUTE & A7 AFE(stimuli)}2 <E

1>3} 2}

v. 4339
1. 9= 014

ZF g7l e} AT gk =3t ul5 A7kl of
29" 94 Y= AR F

x°—test® & AFE ol <F 2>9 Pk &
SE 1 2 39 dig dFdio]l iR E Aol
2 AN e WY, BFARAAS Au)ggolgt
AYBAM F He] {8 Aolg HYoh A
SE 49 AT FFARAT mFAlel A
Aol s Zhz BRIEA Jdg fAd
2ol & HojA] itk AFE 5, 6, 7, 8ol M
FE AY A9 AFdojet BHEaL A JLT
o g Ze)7b vEhdA] stk ole AF L
e Adels 7 Jee] 22 43 Holg 4

=

) 0
A&t FAETY Cronbach eAFE 2AME 2 oo, AAlgel AAME F At <149
G 2) 95014
S1 S2 S3 S4 S5 S6 S7 S8
B 7U689%) | 85(825%) | 83(80.4%) | 51(49.0%) — — 1(1.0%) 2(1.9%)
S |m] 23(235%) | 46(469%) | 38(388%) | 58(59.2%) | 2(20%) | 2(2.0%) — 1(1.0%)
A B 32(31.1%) | 18(17.5%) | 19(18.6%) | 52(51.0%) | 1(1.0%) - 38(36.9%) | 29(28.2%)
uli 66(664%) | 52(53.1%) | 58(59.2%) | 38(38.8%) 3(31%) 2(20%) | 47(480%) | 35(35.7%)
Ao & — — 1(1.0%) — 102(99.0%) | 103(100%) | 64(62.1%) | 72(69.9%)
a) | 9(9.2%) - 2(2.0%) 2(2.0%) | 93(949%) | 94(96.0%) | 51(520%) | 62(63.3%)
- & 103(1002%) | 103(100%) | 103(100%) | 103(100%) | 103(100%) | 103(100%) | 103(100%) | 103(100%)
7| 98(100%) | 98(100%) | 98(100%) | 98(100%) | 98(100%) | 98(100%) | 98(100%) | 98(100%)
x 460™ | as02™ [ 3615™ | 320 2.32 420 | 33 | 1w
*p<.001
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GE 3 FMAAE 457

7 S1 S2 S3 S5 56 S7 8
ol 5| 48(46.6%) | 12(117%) | 35(34.0%) | 70(68.0%) | 88(854%) | 85(825%) | 47(46.1%) | 61(59.2%)
u)| 65(67.0%) | 18(18.4%) | 49(50.0%) | 37(37.8%) | 80(81.6%) | 88(89.9%) | 64(65.3%) | 30(30.6%)
Ty 3 55(534%) | 91(883%) | 68(66.0%) | 33(32.0%) | 15(14.6%) | 18(175%) | 56(53.9%) | 42(40.8%)
o)} 33(33.0%) | 80(81.6%) | 49(50.0%) | 61(62.2%) | 18(184%) | 10(10.2%) | 34(34.7%) | 68(69.4%)
- 3| 103(100%) | 103(100%) | 103(100%) | 103(100%) | 103(100%) | 103(100%) | 103(200%) | 103(100%)
ol{ 98(100%) | 98(100%) | 98(100%) | 98(100%) | 98(100%) | 98(100%) | 98(100%) | 98(100%)
x* 847" 178 5.60" 1841™ 53 222 748" 16.59™

*p<.05, ™p<.0l, *p<.001
zpol7t e Ao Kl
2. RAIRIS 2 RESE

<E 3>o)A AAIG nps} o), 2} 89 ASE
3 FARE GEBE AR e A 1 Kol 1~
test 3 ¥ A AFE L, 3, 4,7, 8 F AT
o 2fFFE7F Aol7} e AoE: YEuth AF

£ 1,3, 78 m)Fo] A4, 82 B30l O Bo] AF
3T Q= ROZ HARD. ol AWAIE &
Ag REbse A% AFY v Alwst
e fAME 9B Bol ZHNT A AR 2
Rolt, ole AAME ZEfdo] WHARCE e
b3 stee 7 vt Ugdze 234 o
2 rerelo] #9537 ATk AR slol AT

o}_\]

<E 4) S19 S20f WISt o= HIL B OIDIXNHIL

S1 S2
#IM o] M t—value =M u=ZM t—value
appealing 329 6.11 —1662" 428 319 443"
fashionable 3.25 6.15 —16.29™ 4.37 3.31 472
comfort 357 568 —1142™ 301 3.72 —-321™
o) EH s} expensive 373 5.76 —11.76™ 517 521 —.21
good quality 413 5.94 —1348™ 5.10 5.14 —.21
liking 287 5.84 —1432™ 353 2.90 2.39"
purchasing 2,62 5.61 —1376™ 342 2.20 4.89™
modesty 515 6.03 —5.69™ 5.21 6.23 —6.25"
intelligent 515 6.47 —10.64™ 418 5.64 —856™
mature | 542 641 | —729™ 500 6.29 — 760"
sophisticated | 4.3 6.41 —1556™ 456 | 540 —448™
neat 491 6.43 —117* 5.04 6.30 —8.34™
sexy 2.29 453 —9.85™ 321 2.10 589"
o] v 2] 7} elegant 4.69 492 —11 4.90 422 287
feminine 365 5,06 —7.15™ 6.36 6.08 187
| modern 4.63 5.78 567 419 3.26 386™
| intense 291 428 —6.33™ 388 2.28 850"
bold 297 4.00 —4.69" 3.70 1.89 11.65™
gorgeous | 238 418 —7.82™ 5,10 271 11.03™
simple | 519 5.5 —2.35" 393 565 —8.70™

*p<,05, *p<.01, *™p<.001
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3. o/ 7} U O|D| AT I X2t

DAFE 1T AFTE 2

Bl wet 7t RSl sk ofBHrtet ofn]
G747k Aok Y= AE AFE £ A", 94
228 1(Suits with pants, Made—in USA)ell th3f
A AAFoz nstdtjaio] FFotAel vl <
B Zo] 7E3H appealing, fashionable, comfort,
expensive, good quality, liking, and purchasing) .
T o] Bk AT R 4>, F, visrqriAlo]
A8 19 s o ojgIdy, FPAe] B e,
9 "fgtela, o 2FAHY Holx, © FHol §
T, 9 AzHeiAw, 183 o TE =7t g
X LEstdh AFEE AR Wl YA
£ ZEXT bR oz mlFedel A=) nuiAAy
AAEL By JEshes AR Yebd Zojrt, 9
Eolm R Hrlo] glolMiE 13708 TE FA

LEDELE R

elegant’ 9} ‘simple’ & A3 11 FFAAM F Ho
7re) fodk zelE B4k A=E 2(Suits with
skirt, Made—in Korea)oll g AFEF 7] Ul
=, gFodgudol vFo{ujAi Eul ‘appealing’,
fashionable’, ‘king', Z18]%. ‘purchasing ¢ A%
Bo] A vehd vhE migdoaie] sty
o ‘comfort el e & o =4 JEesch &
olm|AF M= 1378 F 109 $E  feminine &
A 25 12709 FEAM F A FoF 2olE
Hyoh

2) AFE 3L AFE 4

<E 5>0lA RAFKo] AFE 3(Suits with
skirt, Made—in US)ell the AFH 7t = A=
njZejidel dFoiA R B FA Hrtsle A
o2 vepgoh & ¢ gy, Aol glom,

HWersly, AFAHY Held, FHol £, A3

(E 5) S3%% Sq0ff st 2/ SHIL K O{OI N H I}
S1 S2
=M Y t—value =M v =M t—value
appealing 417 5.12 -4 41 507 6.08 —495™
fashionable 331 5.39 —11.32™ 5.01 6.50 —893™
comfort 404 482 —3.90™ 445 559 —537™
92wt | expensive 471 546 —4.60™ 5.06 6.25 —7.29™
good quality 501 571 —4.19% 5.13 598 —5.23™
liking 416 471 —229" 5.40 5.95 —2.71*
purchasing 4.08 421 —.49 5.33 553 — .80
modesty 5.62 572 — 64 469 | 387 353
intelligent 5.55 6.03 —3.12" 5.13 528 135
mature 5.67 6.23 -398™ | 554 527 67
sophisticated 483 6.5 —666™ | 567 571 ~.18
neat 5.50 6.29 —5.48™ 5.66 5.76 — 49
sexy 2.83 363 —3.68™ 470 6.28 —8.94™
o] x| 7}t elegant 5.25 443 412™ 453 5.62 —557™"
feminine 5.12 5.61 —311™ 475 6.08 —5.94™
modern 487 5.01 —66 | 576 6.31 —337"
intense 310 3.57 5.90 469 567 —7.01™
bold 3.20 328 —.44 449 567 —7.02™
gorgeous 312 3.68 —2.80™ 396 542 —7.49™
simple 512 532 —.79 514 492 1.07

*p< 05, Tp<.01, *p<.001
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<E 6) S52} Seol| &t 2= HOL X 0]0| X H It

S1 S2

=M o] ZM t—value =M o] =M t—value
appealing 5.24 469 234 438 576 |  —704™
fashionable 425 484 —243" 420 5.85 —9.60™

comfort 6.13 6.06 45 500 6.28 —76™

ol 57} expensive 4,69 413 29" 3.68 424 —3.20"
good quality 506 | 523 —.98 443 5.56 —7.93™
liking 55 | ATl 381™ 433 5.64 ~5.04™
purchasing 5.42 448 374 425 5.50 —5.30™
modesty 3.94 537 —817™ 3.60 517 | —sa™
intelligent 331 472 —684™ | 21 458 —1027
mature 349 462 —5.26™ 2.72 106 ~702"

sophisticated 493 | 387 5.13™ 389 3.80 47
| neat 5.04 5.13 —39 421 5.28 —5.06™

L sexy 325 3.05 ol | 2t ] 3 | —2se”

o)X %7} | elegant 362 264 3™ 2.97 2.60 159
" feminine 3.97 455 —2.96™ 321 4,00 —449™

" modern 5.28 456 339" 482 5.02 -9

| intense | 359 | 26l 547 333 2.86 256"
bold 388 2.38 910" 368 272 599"

gorgeous 333 2.97 191" 314 312 13

simple 526 5,93 —382™ 468 5.98 —747

*p<05, ®p<.01, ™p<.001
AR E Aoz yelgth oEBo)njxjd thsiMe= 4 /) E3H(appealing, fashionable, expensive, liking,

A Fee A9 9% 3 (intelligent, mature,
sophisticated, neat, sexy, elegant, feminine, intense,
gorgeous)ell A & kel zpolz} oluth AFE
4(Suits with pants, Made—in Korea)oll thajr =
nFdige] st BT} 723 AEFHE =
A B e, ¢ & ‘purchasing & A 913 65
go] EAHOZ Fefdt Aol7t Ut ole H=
287t @] v AEE HEske AeE
ol = YA} E o HIANME 1358 F
853} (modest, sexy, elegant, feminine, modern,
intense, bold, gorgeous)e} T FETHe] {23 z}o)
€ B4ch

3) AL 53 A2E 6
38 5(Casual with pants, Made—in US)l| tj
3 goAe] vlFAA ] vl 7 £ F 5

purchasing)o] © E7 B7IEAD<RE 6>, o]RL
2 AR vFqA BT 5 AFEAE
of gt A3k B Fojert o & ALE Hel
th gEo|mXZE 1383 F 10/ E3lM § A
TZhe] f2dk Apelzh e Aoz Vet A=
& 6(Casual with pants, Made—in Korea)& ¥t
oz F=del vg) msle] 7w ¥ Hvh
H = Jeikkse g AlEe] dig vEl] A
2= % FHARE & F AUk gHFolniAEE
1BEE T sEFA F JD7He] F% Aolg B

Q) Re® et

HAZE TR AZTE S
<E 7>olM9 ol ASE TH(Casual with
skirt, Made—in US)ellM &= vl=gle] &=tlHt) 7

B 2% %S A5E T oBolnlA Hol
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152 F=9 F3g A
X 7> 572 S80f| tHE 2|2 Wt AW O|0|A|H It
S1 52
=M n =M t—value 3IIM vl=M t—value
appealing 363 454 —3.69" 469 314 6.60™
fashionable 351 453 —4,32™ 494 3.50 627"
comfort 5.29 588 —3.23% 5,06 461 237"
PR expensive 3.33 385 —2.76™ 400 3.94 27
good quality 397 4192 —60™ 435 454 —1.09
liking 3.58 445 —345™ 466 3.09 6.33™
| purchasing 3.39 429 —343" 468 2388 7.03™
modesty 5.04 5.82 —433" | 418 5.47 —6,29™
intelligent 373 5.05 —7.11™ 334 | 4 —463™
mature 496 529 —167 | 320 4.39 —5.13™
sophisticated 3.68 423 —273" 435 3.68 3.30™
neat 425 5.54 —656™ 493 4,60 145
Sexy 2.82 288 —-32 321 2.70 272"
ol mxj 7} elegant 409 322 413™ 362 263 5.36™
feminine 574 6.05 —195 5.78 5.46 177
modern 363 387 —110 | 467 381 395"
intense 285 2,50 206" 347 2.26 7.64™
bold 292 231 351 359 2.23 8.31™
| gorgeous 2,66 2.86 —104 354 251 5.66™
| simple 501 588 —466™ 494 552 —3.30%

p<05, Tp<.0l, p<.o0l

A W F 87t ste] 5 AWzt {93 Aol
g 2933t A3 E 8 (Casual with skirt,
Made—in Korea)ol A= 2 AB)R}7F w]ZAu]| A}
o Hlg) 770 &5 F ol FEANM o & HAFE
HAFE Aolg HAFL, gEojujx] 3 rlel
E 1370 F WA T Jdke] £93 Aol By
F

4. P29} OIS HIIRQ17E| Lt

<E 8> AAG vie} Zo] z+ AFE whel
ojE.o] Fujelx g} 6714 o]¥Hrralw, 7FAMA
of thdk FFAAE BN A 1A Bt
¢l (appealing, fashionable, comfort, expensive,
good quality, liking)2 9j&5-& FE =9 f9
g FEBATT e AR Jrhstth &, AFE
o Fo] odd 5, U] RYFE, gma By
TE, FHol Fo} HAFE, H4385E AlFY ¢

Be T AL 2 RO yehgte
5. 124 M

o] oE9) HAHIIAL M) BAANL S 3
HAE AEol AFE ol thst F I 44 A
e HAFEL <FE 9> Ak AN ALE A2
Qlo] <oF 30WrYd ~36TtAte] R, mlFedL oF
$171~$176 == AAT ASE Jeigd NFY
A AL, FFle] 127 ~16THA A, H] =l o]
$71~$85uell A THAAAEE ST F717ke) Aol
8 A ESE ARH g HFI)E APAT, B
HE)E 9Wez #ad) Bt o, Yutoz
2 EAF thE) FF 2u|AFo] ulF 4w
AgRY o 52 7MES Y52 dE A2 ¢
32542

="
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stimuli s, = WrolZio] A2zl earson’ s correlation
(E 8) Z stimulioff tH&t 2O =9} o5 HIIL0IZHo] AXAH (P lation)
purchasing appealing fashionable comfort expensive good quality liking
S1 826" 715" 719* 641 680™ 930™
S2 684 499" 333" 238" 239™ 829"
S3 619" 362" 336" 322" 283" 863™
4 652" 237 5817 274 568" 857"
S5 781™ A486™ 303 343" 468" 899™
S6 57 497" 550 343" 480" 921
S7 e 633" 426" 481" 630" 922"
) 780" 566 A15° 440 416" 933"
*p< 01, ™*p<.001
(E D IHEME
S1 S2 S3 S4 S5 S6 S7 S8
32 (W) 303,462 360,144 351,520 321,990 155,625 154,183 125,673 148 510
u) = ($) 171 171 169 176 85 74 72 71
with skirt)oll disiAs vFd Hd) =2l =
V.2 94 A o H3&L Ho FAUTH o9 AFES YusiAg

Z #37F AF gk AvjAke] ey ot
FFE " AYAFE vReE $F vF
o] 20t AL vin FAME £ Ae] AHAE 8°
3 B9 o3 2

A, F=av| s} vl=e SHRAE ] HR
(formal wear)o] th¥t 7ide] h2A vehd AL
Z Bk gl FRolgtr A4 Ue
gEE vlFoi A golgtr AXse A
ol F=HA Bl Relqurh o] A7 AAE &
HE B, AvBEH AHFde g S2dst @
A7t Ay ook gk F, olv R2EY A
AFFAely F=7re] AP W o Azt
AHE FFESEPC] o]FolAok HE AAlsH,
Fe AEAEAAE FAH AFL W i
£ 83 wHAE oAl e Aol

A, =3 viFan e AFH el sl A
= fed zolg Ho Fh 53 FEIF &
At =] A3 AF(suits with pants)3t 715
Y A F(casual with pants)ol] thaf o] =aH]AHEo]
=l vl g2 MEES FujEE Ho F
Rt Aok, Wi, w=o AFE AlF(casual

71E AGAY, @59 dAAME viFaERE B
ALs A4 AFEAF(casual with pants)e] T
241 Jhgol aAHL, vFFLAAAME B
E FF2HAE SR AT LA F (casual with
skirt)e] A€ TS AEshs o] $oR F
29 Y Mol E = UL Aol sk
AR, 2t AFol th oFolmAlef disf =
ol FHede] ME gE2A Hrisy e
ROz Yepdth o|RoE 2 A F gk oln
2 B747h Fspeiek 2A Jeihd AE € AR
o 2Bz, F3e] L8AEES AfelE & o
ol AHstL olaiatr] HAMME F B BHEH<
SR M o] v S A7t ol FoiRel & Aojrt
YA, oj=%7te] 67§ X% ‘purchasing(7H 2]
=)o w2 ABBAN Yt ZeE By &,
AEFol ¥ AGEFE, FHA o] Qo] BAFE,
ks HAFE, FAo| Fol BAFF | T3
HNEYFE Fog gurt 2 702 HA,
FF EF ol #WrlAEE EUR AEE N
kst PP EFLE ol £ & Aotk
opAlgte 2, 7k A F 9 AR ANE T JAEE
o] Aolg H=d, ole ATl AgRFEe 3
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7l s gl A2 AP AANE 2 2l
sted AF AAMAS dok F RO HalTh

2 APANE @ B33 v Me) FAATS
Tporg § AN IBARS YROT HAATHE A
AN HYATsh uyel ITkT sAX T Abale
g Aol A F e BANS Zeldl 2o
W, F o e AES B3] okl Ay A
2 wolsy gt JEAFS RelFT AW B 4
e AWAFI PG G F AL o),
T B ATAME @ vlav 00 AoR
200l B3t AT A Fol ?&Z“lﬁﬂ“&, F&9
FEE 00 W ohet ok F We
Y AMAEL AOR iA}EMﬁOk 2 2ol
7} B0 FYLHAE A% 24 BN Bo
24 8 2B Zelrt A Ad BH F o
e MREHAT FREUAAGHEAN A%
o]0l ok & Zolct.
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