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A Study on the Relationship of Use of Clothing Advertisements in
Magazines as an Information Source to Clothing Involvement

Tae-Gue Choo and Kyung-Hee Seo
Dept. of Clothing & Textile Design, Sangju National University, Sangju, Korea

Abstract : The purpose of this study was to investigate the relationship of use of clothing advertisements in magazines
as an information source to clothing involvement. Questionnaires were administered to 131 women living in Sangju City
during April of 2000. Data were analyzed by using factor analysis, t-test, ANOVA and Scheffe test. Attitude toward cloth-
ing advertisements in magazines was factor analyzed resulting three factors such as quality information & degree of use,
fashion & brand information, and communication. Clothing advertisement was not considered as a useful information
source and was not understood the message of advertisement clearly. There were significant differences between high
involvement group and low involvement group in attitude toward clothing advertisements as information sources. High
involvement group considered clothing advertisements as information sources more positively and used advertisements
to search information about fashion and product quality. Also, significant differences were shown according to marriage
state, age, and education level.

Key words : use of clothing advertisements, quality information & degree of use, fashion & brand information, com-

munication, clothing involvement
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Table 2. Use of clothing advertisement as information source
according to clothing involvement (n=131)

Low High

o 83 W AR dig ARE o Wol dx Qi Use of Involvement t-value
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Table 1. Description of use of clothing advertisement as information source through factor analysis

Factor Eigen Percent of Cronbach
Factors statements . . Mean

loading value variance o

Factor 1: Quality information & degree of use 3.557 356 7448 2.86
1 evaluate the quality of product through clothing advertised in magazines. 776 2.60
I see clothing advertised in magazines thoroughly before I buy clothes. 685 2.54
I tend to buy clothes which suit my taste among clothing advertised in magazines. .677 2.63
I hardly see clothing advertised in magazines (R). 625 3.50
Advertised clothing is very useful as an information source. .595 3.04
Factor 2: Fashion & brand information 1.510 50.7 7497 3.19
I get information about recent fashion style through clothing advertised in magazines.  .815 3.32
I feel like buying clothes when I see clothing advertised in magazines. 753 3.08
I get information about style of clothing brand through clothing advertised in magazines. ~ .752 3.16
Factor 3: Communication 1.005 60.7 .5823 3.02
Many of clothing advertisements are not clear what they mean (R). 825 292
I cannot understand what clothing advertised in magazines mean (R). .809 3.13
Total 2.99
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Table 3. Use of clothing advertisement as information source according

to marriage state (n=131)
Attitude Marriage state Single  Married t-value
toward clothing ad. (n=46)  (n=85)

Total 3.09 294 1.654
Quality info. & degree of use 3.00 279 1.957
Fashion info. & brand info. 342 3.06 2.556*
Communication 2.83 3.13 -2.305%
*p<.05.
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Table 5. Use of clothing advertisement as information source according
to education level (n=131)

Attitude Education Middle  High
College
toward level school  school (n=63) F-value
clothing ad. (n=15)  (n=53) -
Total 271 A 296 AB 308 B 3.710*

Quality info. & degree of use 2.64 2.82 2.95 1.872
Fashion info. & brand info. 258 A 3.15 B 337 B 6.833%*
Communication 3.07 3.04 3.00 068
*p<.05, **p<.001

AB Scheffé test shows that means with different supercripts differ at
p<.05.

Table 4. Use of clothing advertisement as information source according to age
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(n=131)

Attitude Age 20-29

30-39 40-49 50+

toward clothing ad. (n=37) (n=37) (n=85) (n=13) Frvalue
Total 3.13 3.01 295 2.83 2.634
Quality info. & degree of use 3.12 2.89 2.82 2.70 2.078
Fashion info. & brand info. 347 A 332 AB 2.86 B 279 B 6.098%**
Communication 3.09 3.00 292 2.70 1.107
***p<.001

AB Scheffé test shows that means with different supercripts differ at p<.05.
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