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Abstract

The purpose of the study s to compare the clothing purchusing behaviors between Korean and American
college women and io gather « basic data {o establish a clothing marketing strategy and effective world

marketing strategy in the fashion marketing.

1,150 questionaries were distributed 1o 3 universities in Korea and 3 universities America from March, 15
0 30 in 2006 and a total of 800 questionnaires, 466 from Korea and 334 from American, were utilized in
the final analysis. The SPSS 12.0' was used to analvze the technical siatistics like average and frequency,
t-test, x° factor analysis and muliti-variate analysis of variance.

Kev words : purchasing motivation, purchasing information source, standurd of selecting clothing, stondard

of selecting stores. purchasing place.

1. Introduction

Even though the world is becoming general-
ized duc to technological advances and the rapid
spread of mass media, cach country still has its
own characteristic. It is important to understand
the behavior of consumers in cach country.

Consumer behavior is to access, purchase, and
experience products and scrvices through the
psychological proccss by which pcople process
information under social interactive and euviron-
mental factors and through the decision making
process 1o satisfy the desires of the individual,
the group, and the government.

The types of consumer behavior are usually
the atlitude (owards acknowtedged danger, the
coliection of information, the dccision making
process, purchasing behavior, lifestyle. value sys-

tem and ctc. Therefore. knowing the purchasing
behavior of consumers is very important for mar-
keters to be able to create successtul marketing
strategies.

The purchasing bchavior means the consum-
er's attitude and behavior during or beforc the
purchase to acquire or use the product or service
by their desire or demands, and the purchasing
clothes behavior are alse affected by social fac-
tors, individual value, interest, and economic fac-
tors in the samc manner as consumer behavior,

Stanton{ L1982} divided the factors which can
affect the consumer's purchase behavior into ex-
ternal variables such as culture, social ¢lass and
family and intcrnal psychological variabies such as
individuality, attitude, and helief system. Gyung-
bouk Lim and Sukja Lim" pointed out that
many variables can affect the clothing purchas-
ing behavior because it includes not only the
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physical behavior but also the psychological
process in the same manner as the consumner's
behavior. It means that people acknowledge
clothing due to the social and cultural environ-
ment, individual desire and select the brand and
place to shop by searching for information. cval-
vating the plan, and purchasing bchavior.

The purpose of the study is to compare the
clothing purchasing behaviors between Korean
and American college women and to gather a
basic data to establish a clothing marketing stra-
tegy and cffective world marketing strategy in
the fashion marketing.

II. Theoretical Background

There have been various studies performed re-
garding clothing purchasing behavior. In this
chapter, the motivation for the clothing purchase,
the information sourcc for the clothing purchase,
the standard for clothing selection, the standard
for storc sclection, and the place where the con-
sumer purchases the clothing to analyze the dif-
ferences in clothing purchasing behavior between
Korean and Amcrican college girls.

The motivation for the clothing purchase
means the consumer's reason for purchasing u
specific product or service, which is to fill their
desire. It means that the purchase occurs from
the desire during recognizing problem or from
the stimulation which can be defined as impulse
power for individual's 10 make a purchase.

Hycjeong Park” said that college girls put-

chase clothes to show their individuality and to
make matches with their other clothes but they
don't purchase clothes because their clothes are
too old or to similar to their friend's clothes.

In Seonyoung Paek's study”, the motivations
for the clothing purchase arc fashion trends, the
desire to show off their wealth, and actual need
in that order, and in Heejcong Han, Misuk Kim"
and Youngmi Kim's study’, the changes of the
season, maiching with other clothes, and the ac-
tual need for clothes were considered important,
but the motivation for showing off their wealth
was considered low. In Eunjin Choi's studym,
consumcrs in their 20's prefer young casual clo-
thes purchases because they don't have enough
clothes or due to the changes of season, to ex-
press themselves, for dignity. or for special days
{National holiday, thc first day of school and
graduation),

As we can see from the above studies, col-
lege girls in their 20's purchasc clothes most due
to the changes of the seasons and because of a
lack of enough clothes.

The information sourcc for purchasing is some-
thing that used to search the information to pur-
chase, and it provides correct information and
helps to make the correct decision by reducing
uncertainty.

Engel and Blackwell” pointed out that an im-
personal information source is thc most useful
for products, such as clothes, which consumers
can judge visually.

Sookja Lim® said that the purchase informa-

' Gyung-Bouk Lim, "A S$tudy on Clothing Purchasing Behavior Which is Followed Life style" (Master

thesis, Ehwa Women's University, 1991).

? Hye-Jeong Park. "Study on Fashion Preference of the women university students” (Master thesis, Ehwa
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* Young-Mi Kim, "Fffects of Situational Variables on Twpulse Buying” (Master thesis, Scokmyung

Women' University, 2002).
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Behavior: Focus on Discount Price™ (Master thesis, Ehwa Women's University, 2005).
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tion source for Korean college girls is usually
advice from friends und family, other person's
purchasing experiences, observing other people’s
clothes. and store displays in that order. While
Sukja Lim's study results considers the personal
information source to be important, Minjecng
Park's study” results considers store display,
observing other people's clothes on the street,
and information trom the media to be impor-
tant,

The standards for clothing selection are the
basic standards or characteristics of sclecting and
purchasing clothes and they reflect the purchas-
ing purpose and motivation. so it 1s diffcrent for
each individual, and it is also atfected by social
and psychological variables.

Monroe & Krishnan'" analyzed consumer's
behavior regarding the price among the clothes
evaluation standards, and showed that if the only
variable is price and each product has a very
different price, consumers usually prefer the clo-
thes that arc more cxpensive.

Miyoung Kim'" considered beauty. practicali-
ty. function, and economy 1o be important and
Eunjung Kim'" sclccted the design and style as
the most 1mportant standard for college girls.
Kumyoung Scong'” said that teenagers consider
color and design to be more important than

§

women's University, 1992).
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price and comfort when purchasing clothes.

Gwanghee Park - Minae Seo™ pointed out
that the group who prefers materialism considers
design, trend, and brand image to be the most
important but not comfort and cleaning method,
when purchasing clothes. .

Funjin Choi'™ and Shim'® considered indi-
viduality and social rclationship to be the most
important standard of selecting clothes. We
cun see that most studies considers the design,
which is a property of the product, as the
most important factor for college girls except
for the studies by Eunjin Chei and Shim &
Bickle.

The store selection standard is the objective
and subjective slandard that determincs the pref-
crence, sclection. and reason for visiting a spe-
citic store to purchase a product and it is related
to the product, serviee, and store characteristics,

Darden'” suggested the swdy resuht that each
consumer group has a different standard {or se-
lecting a clothing store, and Spiggle & Scwall
(1987 clarified that the store image is the most
important standard.

{n Jeongsun Lee'™, Mihae Jeong + Myeongsuk
Han's studyw". the varieyy of products is the
most important standard and also transportation
and service are considered to be important fac-

)

Sook-Ja Lim. "Study on the Clothing Behavior of Korean College Women" (Ph. D. Diss., Fhwa

¢ Min-Jeong Park, "A Research on the Clothing Price Perceptions, Clothing Orientations aned Clothing
Purchase Behaviors of College Men and Women" (Master thesis. Fhwa women's University, 2001),
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National University, 1989).
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Eun-jung Kim, "A Study on the Comelation Betwesn Fashion Leadership and Consumer Behavior"
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subscales” (Master thesis, Korea University, 1997).

14 Gwang-Hee Park and Min-Ae Seo, "A Study on Materialism and Clothing Buying Behavior Korean

Home Feonomics Association 39, no. 3 (2001): 1-10.
¥ Eun-Jin Choi, Op. cir.. {2005).
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tors.

Most studies considered the store's varicty of
products to be the most important standard, how-
ever, Jeong Choi*” showed different results that
consumers consider the trend and brand of prod-
uct to be the most important but didn't consider
the vaniety of products.

In Euna Yoon's’” study, service, economy,
and convenience, in that order appeared to be
the most important standard for purchasing lei-
sure wear and consumers prefer department sto-
res because they consider the service to be the
most important.

Therefore, marketers can establish their mar-
keting strategies by emphasizing thc character-
istics that are proper for consumcrs by under-
standing the kind of stores consumers prefer.

The placc where the purchasc occurs refers to
the type of store, and the product from a dis-
tribution system in one country. There is not a
typical type of store, and it is a relative concept
which can differ according to time and space,
and can be divided into department stores, fa-
mous brand agencies, special fashion distrib-
utors, disceunt storcs for famous brands, dis-
count department stores, normal commercial com-
plexes and wholesale complexes.

The studies regarding the place where clothes
are purchased are mostly about detailed purchas-
ing place or preferred purchasing stores, and
Sugyeong Park™ and Sookja Lim” divided the
purchasipg place into department stores, lamous
brand agencies, special fashion distributors, dis-
count stores, discount stores for famous brands,
discount department stores, normal commercial

12

versity, 1995).
19

complexes and wholesale complexes.

From many studies, the number onc place
where college girls prefer to purchase clothing is
department stores.

As we can see from the above, people show
a variety of purchasing behaviors depending on
personal preference and valuc.

M. Method

1. Research Question

Arc there some differences in most of all the
clothing purchasing behaviors between Korean
and Amcrican college women?

1. Is there a significant difference in purchas-
ing motivations of clothing between Korc-
an and American college women?

Is there a significant difference in purchas-

ing information source of clothing between

Korean and American college women?

3. Is therc a significant differcnce in the
standard of selecting clothes between Ko-
rean and American collegc women?

4. Is there a significant difference in standards
of selecting stores bctween Korean and
American college women?

5. Is there a significant difference in the place
to purchasc the clothes betwcen Korean
and Amcrican college women?

6. Is there a significnt difference in monthly
cxpenses for purchasing clothing between
Korean and American college women?

N

2, Method
1,150 questionaries were distributed to 3 uni-

Jeong-Sun Lee, "A Study of Effect on Clothing Purchasing Behavior" (Master thesis, Hongik Uni-

Mi-Hac Jeong and Mycong-Suk Han, "A Study on Clothing Purchasing Behavior and Valuc of

College Students” The Costume Culture Association §, no. 4 (2000} 602-610.

20

University, 1996)

21

Women' University, 2004),

Jeong Choi, “Clothing Store Patronage Behavior of Adolescents” (Master thesis, Seoul National

Fu-Na Yoon, "A Study on the Purchasing Behavior of Leisure Wear" (Ph. D. Diss., Socokmyung

2 Su-Gycong Park, "A Cross-Cultural S$tudy on the Consumer Satisfaction of Clothing Between Korea
and the United States : Focusing the jeans wear” (Ph, D. Diss., Ehwa women's University, 2003).

* Sook-Ja Lim, Op. cit., 1992.
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versities(Sangmyung Univ., Kyoungwon Univ.,
Korean National University of Art) in Korea and
3 universities America(Marymount College, New
York Univ, E.1.T) from March, 15 to 30 in 2006
and u total of 800 qucstionnaires, 466 from
Korea and 334 from American, were utilized in
the final analysis. The SPSS 12.0 was used to
analyze the technical stalistics like average and
frequency, #-test, x°, factor analysis and mul-
ti-variate analysis of vapance.

IV. Result and Discussion

1. Differences of Motivations for Purchasing
Clothes

The results of a #-fest which was performed to
analyze the different motivations of purchasing
clothes between Korean and America college
girls can be seen in the (Table ).

The motivation for Korean college girls was
need, situation and impulse motivation in that or-
der, and for American college girls the motiva-
tion was situation, need, and impulse in that
order. Funjeong Ryu({1991), Eunjeong Kim (1998),
Eunjin Choi's (2005) study showed the same re-
search results that Korean college girl's first moti-
vation necessity, There were no significant differ-
ences between ‘situation’ and 'impulse’ motivation,
however there were significant ditferences be-
tween Korean and American college gitls {1=—
15.16, p<0.001). Amecrican college giris(m=4.35)
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showed higher situation motivation than Korean
girls (m=3.65) and this can be considered in two
aspeels. First, American college girls may try to
purchase clothes during a bargain sale or dis-
count period due to their practical and economic
minds, second because people dress up accord-
ing to TP.O in the American society which
means they purchase clothes for special days:
such as graduation, so this is why they showed
a higher situational motivation.

2. Differences of the Purchasing Information
Source

The results of a test which was performed to
analyze the different purchasing information so-
urces between Korean and America college girls
can be seen in the {Table 2>.

Korean college gitls used both media and per-
sonal information more than Amgerican girls, and
Korcan girls considered the persenal information
sourcc to be more important than the media
source, however, American girls considered me-
dia information source to be more important,
This is same with the study resulls of Sukja Lim
{1992) and Jingyeong Kim {2002) in which
Korean girls consider the personnel information
to be more important and Pisco's (1975) study
which showed that American girls consider the
store display or fashion magavzine to be im-
portant, however it was differem from the study
result from Minjeong Pack (2001) which said

(Table 1) Differences of Motivations for Purchasing Clothes

Variable I Standard
R N Mgcan E) . t
Motivation Group : Sl
Korean 466 302 7.04
[mpulse o =045
American 334 3.05 0.91
Korcan 466 4.02 0.7
Neced — - 0.54
American 334 4.00 0.76
Korean 466 3.65 : 0.72
Situation b— —_ T ] (S 6%
American 334 I 4,35 ; 0.58
— .. . Il RS —
#*rpe 001,
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{Table 2) Differences of the Purchasing Information Source

Variable Standard
. N Mean .. t
Information source Group Deviation
Korean 466 3.15 78
Media 3 50k
American 334 293 96
Korean . 466 344 5%
Human . S 12,5244
American 334 2.86 .69
*xxpe (0],

that Korean girls consider the store display to be
the most important. In the rescarch results, there
were significant differences between the two
countries regarding media and personnel infor-
mation source.

There were significant differences for media
information source in p<.001 range, meaning that
Korean girls (m=3.15) considered fashion magaz-
ines, fashion articles, commercials and pamphlets
to be more important than the American college
girls did (m=2.93), meaning that Korean college
girls using magazines, articles and commercials
more than American girls do, which also mecans
that Korcan girls display a higher interest in
fashion.

There were significant diflerences regarding
the personal information source in p<.001 range
(t=12.52) and Korean college girls (m=3.44)
showed a higher use of persenal information sour-
ces than America girls (m=2.86). This means
that Korean girls consider the fashion style of
their family, friends, and other people, and the
advice of the salespeople to be highly impor-
tant. This is because Korean college girls rely
heavily other people's opinion about themselves,
so they use not only their friend's and other peo-
ples’ opinion but also use various information
sources to get a positive evaluation from other
people.

3. Differences of the Standard of Selecting
Clothes

The results of a z-test which was performed to
analyzc the diffcrent standard of selecting clothes

between Korean and America college girls can
be seen in the <Table 3.

21 characteristics were divided into 7 aspects
regarding the standards of selecting clothes, how-
ever, all 2] characteristics werc compared in this
study because it was assumed that everything
would be different between Korcan and Ameri-
can college girls. As shown in the (Table 3,
there were significant differences between stand-
ards except for 'material'. 'trend’, 'price’, ‘ade-
quate to the situation’ and 'religious effect’ in the
21 standards. 'Matcrial’, 'trend’, 'price’, and 'ade-
quate to the situation' were recognized as im-
portant for both Korean and American college
gitls, however, 'religious effect' was considered
as unimportant for both with thc average less
than 2 points.

However, there were significant differences in
"design/style’, 'color and pattern, 'quality (sawing
stutus), 'matching with my other clothes', ‘easy
to take carc’, ‘comfort!, ‘the amount of body
shapc that is covered', 'feeling of wearing', 'simi-
larity with the samc age friends or group',
'whether or not the clothcs matched their image’,
‘whether or not the clothes made them attractive
to the opposite gender', ‘cxpressing individuality',
‘brand awareness', 'symbol of dignity or social
status', ‘chastity’ and 'refund - cxchange - A/S’.
Korcan girls considered design and style to be
thc most important, then ‘whether or not the
clothes matched their image’, ‘matching with my
other clothes', ‘color and pattern’, 'quality' and
‘price' in that order. American girls considered
'whether or not the clothes matched their image'
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(Table 3) Differences of the Standard in Selecting Clothes
Variable )
mm— errrrerreie s Seereerreer . — e — —tt — ] S‘andard
. in & " N Meu .
Statdard e ng Group Mean [evzation f
Clothing
. Kerean 466 452 X
Desizn'Style — — Thees
American 3xd ; 412 )
. Kotean 466 i 442 6
ColorPatiern . - — - Thptey
. Armerivan 333 407 2
Product - —_— —
Kurean 166 L3
Mutenal -iL.76
Amencan 334 ur
().uakiiey o Kurean . 66 “ ] 47 me
ISewing Slatus) Atnericdn . 334 a7
— _— .
. Kasean A6 29
+ Prige - - — . - 1.29
| American 334 4.14 4%
Mawhing waih Karean 406 <
N o s — — RS—— — S— |4“\S’tl"
My Other Clothes Anmenean EEN
: ) Korsean 66 371 9z
Lasy 1w Care - 25T
Anerican 334 3.54 IRl
Economue  — ——
Kurean 46 93 84
('ul!’ll‘()ﬂ o cna— —— — S Jﬁsﬁ .
Anerican 334 a7 Ly
Covering of Budy y Kﬂﬁ:dn. it 4.].? a8 dagens
Shape American 334 179 116
Kurean 36h 32 &7
Fueling o1 Wearing Su0ese
Ameriian i 334 R
Kirean 466 0%
Fashioa LR
American 334 112
. Kerean 466 316 91
Socicty Similaraly . — - - — [ERRIE
Angtivaa 334 1A L &3
Peoperness for Kuwean 166 R \
. — — e A
the Situaton Amenean 334 308 6
: Karean doh 4.49 By
Maichimg My | haresn ™ 1 . & - SETrer
Image Ametican 134 L
; ive o Korcan O 3
Indwadualisy ;’\ma.c%wc l,“ e 3 5peex
Ipposite. Gender American 334 34t 108
. Kersan 166 173 R
[ndividuality - - _ - —_— SRAORer
Amenican 324 4.00 141
Korvean 406 343 14
Brund Awarcness . — f30% >
Amerivan 334 292 122
Brand 1 . . N
! Symbaol of Kaorean 66 .34 L1
Digoity or Social I T (U R Rt
Status American 334 155 115
Korcan 466 1.8% 104
Religious Fffect - - _— - —_— .35
Amwerican 334 1.85 1.6
Chastity _ = e - -
Korean RLTY 103 102
Chastity - -— —— L1.72%e%
American 3id 249 118
© Retund - Fx . Korean {0t 368 95 :
Service H f{‘un xehange : 9 16r¥*
ASS American 33 298 118

**p<0.01, ***p<00].
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as the most important, then 'comfortable feeling',
'price!, ‘color and pattern’ and ‘expressing In-
dividuality' in that order.

As stated above, Korean college girls consid-
ered 'designistyle’ to be the most important and
American girls considered 'whether or not the
clothes matched their image' to be the most
important. This study result is exactly the same
with Jinkyeong Kim's (2002) study result saying
that Korcan college girls consider the beauty and
quality as the most important and consider de-
sign/style, color/pattern and quality as the most
important standard characteristics of product,
There were no significant differences in 'mater-
ial', 'price’ ‘popular trend’, 'adequate to the sit-
vation’ and ‘religious effect’, and Korcan girls
considered most of the standards to bc more im-
portant than the American girls did. Howcver,
the American girls considered ‘expressing in-
dividuality' and ‘comfort' to bc more important
than the Korean girls did. This study result
matches the study result's of Shim and Bickle
(1994} in which th¢ American female consumer
considers the individuality as the most important
standard of selecting clothes.

4. Differences of the Standard in Selecting
Stores

The results of a r-test which was performed to
analyze the diffcrent standard of selecting stores

between Korean and America college girls can
be seen in the (Tablc 4.

Both Korean and American college girls con-
sidered the product service as the most im-
portant, then convenient service, and promoting
service as important. The fact that they consider
price - various product - quality as important is
the same with the study results from Armold -
Ma - Tigert(1977) and Mihae Jeong, Myeongsuk
Han(2000).

There were significant differences in ‘Product
service' and 'promoting scrvice’ among the store
selection standards, but there were no significant
difference in 'Convenience of service'.

There were significant difference in ‘product
service' in p<.001 range(t=3.68), and it was
shown that Korean college girls (m=4.23) con-
sidered the product service in a store more im-
portant than American college girls did (m=
4.07). Tt was shown that Korca girls considered
the product quality, price and variety of products
to bc an important standard when choosing a
storc. and this is becausc Korean college girls
arc very interested in thc beauty of the clothes.
These results match the results from the studies
of Jeongsun Lee(1994) and Mihae Jeong - Myeong-
suk Han(2000).

There were significant differences in ‘promot-
ing service' (¢=8.77, p<.001), and it was shown
that Korean college girls {m=3.33) considered

{Table 4> Differences of the Standard in Selecting Stores

Variable [
; Standard
Standard in Selecting Group N Mean Deviation !
Stores
Korcan 466 3.35 72
Convenient Service -1.89
i Amecrican 334 3.45 74
Korean ! 466 4.23 58
Product Service : 3.68%**
Aroerican 334 407 65
Korcan 466 333 66
Promoting Scrvicc : 8.77%%%
Ammerican 334 2.82 .90

rxpe 001,
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the promoting scrvice to be more important than
the American college girls did (m=2.82). This
means that Korean college girls consider brand
awareness, and store display to be important,
and American college girls focus on ‘how easy it
is to take care of the clothes' or 'comfort' due to
their cconomical ideas concerning clothing.

3. Differences of the Place to Purchase the
Clothes

The results of a z° which was performed to
anatyze the diffcrent place of purchasing clothes
between Korean and America collcge girls can
be seen in the <Table 5>.

There were significant difference in the place
where the clothes are purchased in p<.001 range
{ % “=88.12), and it was shown that Korean col-
lege girls purchase their clothes in department
steres and fashion outlet malls more than Ameri-
can college girls do. This result matches the re-
sults of the study by Sukja Lim (1992) and
Jingyeong Kim(2002) which say that Korean
college girls prefer department stores. Also Ko-
rean college girls prefer home-buying such as
internet shopping malls - catalogs and mail and
TV home shopping more than American college
girls do. However, American college girls pur-
chase clothes in fashion malls, cornplex shop-
ping malls or famous brand stores on the street
morc than Korean colicge girls <lo.

This is because it is easy to access Korean

The Tnternational Jounal of Costume Culture
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department stores which are located in the city,
and have convenient public transportation so stu-
dents can get there casily. However, the shop-
ping mall culture is very developed in America
which has cheap and varieus products, also de-
partment stores are usually located in the malls
so they can casily access the department stores,
that's why American college girls can purchase
clothes in the shopping malls morc than Korean
college girls. Moreover., the IT development in
Korea has bronght about an increase in the in-
temet and home shopping sales, which 1s why
Korean college girls show a higher rate of pur-
chases through home-shopping.

6. Ditferences of the Moathly Expenses for
the Clothing

The results of a x ¢ which was performed to
analyze the difference of the monthly expenscs
for the clothing between Korean and America
college girls can be seen in the {Table 6.

There werc signiticant differences in the a-
mount of money spent on clothing between Ko-
reap and American college girls ( x >=25.60,
p<.001). MoslL Korean college girls spent 50,000
to 100,000 won monthly on clothes, and the
number of gitls who spend more than 150,000
won was the lowest. However, most American
colicge girls spent more than $150 per month on
clothes. It is assumed that the reason is because
many Amcrican college girls hold part-time jobs

{Table 5) Differences Of the Place to Purchase the Clothes

Gronp . Korean Americe Total % 2
Place < menican (Column Percent) &
Deparimen Storcs 158(66.4/33.9) _ 80(33.6:24.0) 238(100.0/29.8)
Home-Buying 6((88.2/12.9) $(11.82.4) | 6&(100.0/8.5)
Shopping Mall 189(44.4/40.6) 237(55.6:71.0) 426(100.0/53.3) -
Discount Store 59(86.8/12.7) 913.22.7) 68(100.0:8.5) :
Total % , .

466(58.3/100.0) 334(41.8/100.0) R00{100.0/100.0)

{(Row Percent)

#*%p< (1, (a/b): a=% of column, b=% of row,
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{Table 6) Difterenccs of thc Monthly Expenses for the Clothing

Group

Total %

Monthly Expense Korean American * (Column Percent) x

~ 50,0.00. Won( ~ $50) 120(64.0/27.9) 73(36.0/21.9) 203(100.025.4)

50,000~ 100,0(50($50 - 100) 164(60.3/35.2) 108(39.7.-'323) 272(100.0/34.0)

100,000 - 150,000($100 ~- 150} 87(67.4/18.7) 42(32.6/12.6) 129(100.0/16.1) 25.60%**
150,000 ~($150~) a 85(43.4/18.2) 111(56.6/33.2) 196(100.0/24.5)

?n‘cal % {Row Percent) 466(58.3‘;’: 100.0) I 334¢41.8/100.0) | 800(100.0/100.0) ]

*rap<e 001, (afb) @ a=% of column, b=% of row.

$0 they have more money to spend on clothes.

V. Conclusion and
Recommendation

There were some differences in most of all
the clothing purchasing behaviors such as the
rcason for the purchases. the purchasing in-
formation source, the standard of selecting clo-
thes, the standards of selecting stores, the place
to purchase the clothes and thc monthly ex-
penses for the clothing. In the practical study re-
sult for the clothing purchasing behavior regard-
ing the rcason for the purchase, information re-
sources, clothing sclection standards, and store
sclection standards, there were slight differences
in the reasons for the purchases between Korcan
and American college womcn. Most of the Ko-
rean college women said that they purchase
clothes Lo satisfy their needs, then according to
the simation and then on impulse, and most of
the American womcn purchasc clothes according
to the sitnation, then to fill their needs and the
least was impulse. Regarding the sources where
the women gaincd about the products they pur-
chased, there were only slight differences in hu-
man sources and media sources. The Korcan
college women werc slightly higher than the
American collcge women for both the human
and media sources. Regarding the standard for
clothes selection, the Korean college women con-
sidered the design/siyle to be the most important

standard, howcver, the American college women
considered the clothing that matched their per-
sonal styles as the important standard, and there
were slight differences in the 16 items except
for the material, price, trend, properness for the
situation and religious factors. Regarding the
standard for store selection, the collegec women
from both countrics considered product service
to be the most important, then considered the
convenience of the service, and the promotion of
the services as important in that order, but there
were slight differences in product service and
promotion service between two countries. The
Korean college women considered the product
and promotion serviccs to be more important
than American college women. Rcgarding the
place where the clothes were purchased, the
Korean college women prefcrred to make pur-
chases at department storcs, and the American
college women preferred shopping malls. Re-
garding the monthly expenses for clothing,
50,000won~ 100,000won was the average for
most of the Korean college women and few of
them spent more than 150,000won per month,
but most of the American college women spent
more than 150,000won{$150) per month on clo-
thing.

From the abovc resulis, we can sce that it is
important to understand the Amcrican college
girl's clothing purchasing behaviors in order to
cstablish a successful markcting strategy bccause
there were somc different purchasing behaviors
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between the Korean and the American college
women, also it is necessary W gather a basic da-
ta to establish a clothing marketing strategy and
cffective world marketing strategy.

American college girls show a relatively st-
ronger desire to cxpress their individuality while
they chouvsc clothing than Korcan college girls,
so, it is important to develop various colors, de-
signs, materials, and ornaments for products to
satisfy their desive to express thetr individuality.
This strategy is very different tor Korcans who
chase the fashion trends.

This study was conducted on college girls, so
a comparative study should also be performed
on various ages and local areas in Korea and
America.
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