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Analysis of Wedding Behavior of Chinese Women in their 20's to 30's
in Shanghai and Neighboring Cities

Chil Soon Kim
Dept. of Textile and Clothing Design, College of Art and Design, Kyung Hee University, Suwon, Korea

Abstract : Nowadays, global wedding dress companies are interested in the Chinese wedding market because of expec-
tations in consumption patterns of the post 80's generation. Therefore, wedding behavior, selection criteria for wedding
dresses, and favored image by segmented groups targeting 20's to 30's Chinese women were studied to help the Korean
wedding dress industry to establish their business in China. The survey was conducted in Shanghai city and three neigh-
boring cities-Wuxi, Zhengziang, and Hangzhou-, and the primary data were analyzed using the SPSS program. As results,
Chinese women thought that the wedding ceremony should be elegant and dignified, and they wanted to choose their
favorite style rather than a recommended style. The criteria of selection were classified into four factors. Overall image
and well fitting with their face and body were the most important factors in the selection of wedding dress. The most
favored image was unique/novel image. Several favored images for their wedding dress were significantly different by
occasion (ceremony day and photo shoot day) and education level. People of higher education level preferred more lux-
urious and classic image during the ceremony, and a classic and gorgeous image on the photo shoot day. A white dress
and a colored dress for weddings were favored more than the Chinese traditional dress on both occasions. There was also
a significant difference between general consumers and the wedding business employees in the quantity of wanted wed-

ding dress.
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General consumer Wedding business employees Total
Age 20 to 29 aged 327(78.0) 44(73.3) 371(77.5)
(n=479) 30 to 39 aged 92(22.0) 16(26.7) 108(22.5)
Dwelling Shanghai 253(61.1) 22(8.0) 275(58.0)
(n=474) Wuxi, Zhengziang, Hangzhou 161(38.9) 38(63.3) 199(42.0)
) Graduated high school, college student 92(22.3) 10(17.2) 102(21.7)
E(‘i‘:a;'(;’)“ Graduated college 272(66.0) 38(65.5) 310(66.0)
Graduate student, master's degree and higher 48(11.7) 10(17.2) 58(12.3)
Family income per under15,000 201(48.2) 28(46.7) 229(48.0)
month(CNY) (n=477) 15,000 and over 216(51.8) 32(53.3) 248(52.0)
Total 100% 100% 100%
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Table 3. Factor analysis of wedding behavior of Chinese women
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Eigen value,

Mean Total
Factor Variables included in the factor Loading can lota % of variance, cumulative %
(n=478)
Cronbach a
I like to feel princess-like with a flowing and sheer dress. 0.741 5.61
I lik Ki le of i hy
ike to do a Korean style of wedding ceremony and photo 0731 481 5100
shoot.
Feel like princess / L ) . . 21.00
favored Korean style I'm interested morf.: in wedding dress for photo day than in 0,694 5.07 21.00
that for the wedding day. 0.691
I like to wear a colored dress with a lively mood for the 0.585 516
photo shoot.
I prefer a prestige brand of wedding dress. 0.766 4.18
For the photo shoot, I depend on the recommendation in the 2.100
. 0.676 453
Upscale brand taste/  selection of dress. 21,00
agrecable I follow the taste of the bridegroom in the selection of 42.00
. 0.654 5.06
wedding dress. 0.688
I will invest big money to have a beautiful appearance. 0.624 5.24
I will select my favorite style rather than the recommended 0791 6.01 1.419
Individual/ style. ' ' 14.19
elegant taste o o 56.20
Wedding rituals should be elegant and dignified. 0.701 6.19 0413
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Table 4. Factor analysis of selection criteria in Chinese women's wedding dress

. . . . Mean Eigen value, % of variance,
Factor Variables included in the factor Loading Total cumulative %, Cronbach
Good fit with the body type, and the face 0.783 6.33
Total image 0.770 6.65 3.029
) Silhouette 0.657 5.98 18.90
F1: Good fit/image .
Details and ornament 0.649 6.06 18.90
Textile material 0.605 579 0784
Good results of photo 0.541 6.20
Famous brand 0.805 4.19 2509
. Famous star's trial 0.756 3.28 15.70
F2: Famous brand/star's trial
Trend 0.665 5.13 34.60
Seasoning 0.553 5.21 0.747
Bridegroom's taste 0.736 5.68 1.970
F3: Bridegroom's taste/price Right price 0.722 5.43 411238
Advice of family 0.700 5.46 0.652
Wedding planner and counsellor 0.781 4.62 1.875
F4: Wedding planner/display Package contents 0.768 5.58 ;51528
Dress shop appearance and display 0.610 5.01 0,7.18
Note. Only varimax rotated loadings of 0.40 or greater are approved.
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Table 5. Selection criteria in Chinese women's wedding dress by independent variables
Factor score mean
t value
Low income High income (significance)
(under 15,000, CNY) (15,000 and over, CNY)
-0.944
F1: fit/i -0.046 0.043
Good fit/image (0.346)
-0.507
F2: F s trial -0.025 0.023
amous brand/star's tria 0.613)
2590
F3: Bri ' i 12 -0.11
3: Bridegroom's taste/price 0.125 8 (0.009)
F4: Wedding planner/display -0.085 -074 (_(}(?98:)

*5p< 01

7} g xjol7t itk P4 =H2vr E o el 5%
A2l olm|A7t AZEH7|E s|Wsh= A= YET 1 oy
o= Mssle onAle A oA A=t AHE
4 Al F Y o] olur7} FEHAE A&t ot &

ARE BT L2 omASE o] oluAjeM= A
8 =g roA o] ouA7F & ] 9EH7|E HAEsHT
AN ofu|Al= S ofFleldellM TP W HE BoiH. ©]

AAEHY 228 2YE Vi Azshs olvAZF HEER
A9 ARIEE 2R e =das §
MES Apdstslal 247 O]U]X]% =)
(Product mix)dgFe] o 3HS AXFEIAATE

VA8 898 AP=dR] dzomAe o8 A F
AF Wl FollA sholel= B4 ANOVA 24 23
oJ& Zfol7t AUFE FRIEHAL 2 AFAE Table 700 AIAIEHATE
9 gl 2get «iaAg =g A 73_?_‘—. TRAEe, 2
ojrAlefA el mE el AolE ‘4'5]"/7}
= 94 24 éﬁ”ﬂ’ﬂ E & e ZF g
Aeke dis 29 ool e 7]’%1 ekt A
2 b Jede gds] nolaoint. dE

Table 6. Preferred image of wedding dress by occasion variable

o] LAY SHWHMTH oMAES F U AsEs &

Zgske “HYE A¥=
AzomA= oil 71419 olnjA] & Fofe, 243,
s, Zale oluHold e wg dsolmAd FA4
o2 felg Aolrt Yk, FAHAMAEH olnlAoNE 1F
ke Y, hiekel ol st Musk AR ohe Huolle
w o] YREurt Foy orlNE B HEske o= ekt
o}, A 33 o|nA= = ot} gkl o) &= Aok
o] NE the AFS B thet 24 o] M gt
o E9kth aeht 3d ojuAe ZuEd ojuKE tysky
ok slizieh v ol sAlel Aolrk AT WE ol
oM & o AsAE

TBE olgd AAE FF FS S ol A=
dlze] Aashe ojulAle] gL mAER tgjolu], viEl
E HEshs ool B H4o] Besm ARl o]
sjolzhs WelS Telshs Zlo] £& Zow AzHr), 53|
AE P PAsh BEE A ARFGS sk A =E )

o
F Azsle oA E “MNE-(unique/movelyolm R M-S

_]E

Mean t value

Preferred image

Wedding ceremony day

Wedding photo shoot day (significance)

Luxurious 5.55
Unique/novel 6.00
Cute 5.03
Classic/traditional 5.55
Simple 542
Gorgeous 538
Innocent/pure 5.89
Sexy 5.12
Romantic/princess-like 5,62

5.64 -1.793(0.074)
6.19 -4.604""(0.000)
546 -7.853"(0.000)
5.81 -4.801"(0.000)
5.49 -1.180(0.239)

5.84 -7.814"7(0.000)
6.02 2.5007(0.013)
5.57 -7.738"7(0.000)
587 -5.035"(0.000)

£p<.05, **%p<.001
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Table 7. Preferred image of wedding dress by education variable

) Mean Total F value

Occasion Image .

H, CS (n=102)  C (n=310) G (n=58) (n=470) (significance)

Luxurious 525" 5.60° 5.95° 557 4.6227(0.010)

Unique/novel 5.88 6.02 6.05 5.99 0.672(0.511)

Cute 4.95 5.12 4.67 5.03 1.966(0.141)

_ Classic/Traditional 5.24° 561 5.84° 5.56 4.334"(0.014)

Wedding Simple 522 5.49 539 5.42 1.349(0.260)

ceremony day

Gorgeous 5.48 531 5.58 5.38 1.031(0.357)

Innocent/fresh 5.78 5.94 591 5.90 0.691(0.502)

Sexy 489 5.16 5.20 5.1 1.193(0.304)

Romantic/princess-like 5.58 5.69 5.25 5.62 2.264(0.105)

Luxurious 5.56 5.68 5.69 5.65 0.283(0.754)

Unique/novel 6.12 621 6.14 6.18 0.416(0.660)

Cute 525 5.58 5.13 545 3.218°(0.041)

Classic/traditional 5.44° 5.89" 6.03" 5.81 5.640"(0.004)

Photo Simple 529 559 533 5.49 2.033(0.132)
shoot day . b .

Gorgeous 5.54° 5.94° 5.81 5.84 3.522°(0.030)

Innocent/fresh 5.88" 6.14° 5.74° 6.03 4.179°(0.016)

Sexy 536 5.65 539 5.56 1.852(0.158)

Romantic/princess-like 5.78% 597° 5.44° 5.86 3.819°(0.023)

See nomenclature: 1) H = graduated high school only, CS = College student, C=graduated college, G = graduate students, higher degree than master's
2) a, b, c: the same letter means the same group in Duncan test.

*p<.05
2 dgafol & Aotk & T 5] AP=A2Y] B A8 dF8om PRl AP solE =, aea 2
L HAERtE 2 2Al9) TRl ® 2P sk Ao 2 Egls, AE sgias HEsle] Awg AR Aot 4]
S 7RIt st 9 Hd ]rke dukanjaE 2480 2980 dE
glzolld F 6 B WerE UEkal 298d Aee gt
45 E=eA U2 ST F O B2 HWEE Bt aEa B3 298
AP TRl A B 718, 22]al vAY el R A sdlee] e WEE 108, 14082 Hop
AT B8R she Fadgl #3 Aue ¢ S8kl Lotk o A Bl Hoe M) APEs SEde v A
gk 10 F e she WSS 4w @ EE s A Tt 9lo] BAje] Mdst ddE = & T ﬂ—zﬂ =
o] 5 Fop cdEE APHIEE S5 B 5 o o] AEAe A Y fECE T AFIE, T
Table 82 =1 o1/ &MIAle] 288l 1S A== £ At Aol B 28, aela gk A *E}O‘OI 3

Table 8. Quantities of wanted wedding dress for wedding day and photo shoot day

Mean

Occasion General consumer Wedding business . ! .value
(n=417) employee (n=59) Total (n=476) (significance)
White dress 1.48 1.63 1.50 -1.514(0.131)
Wedding day Colored dress 1.52 1.78 1.55 -2.300*(0.022)
Chinese traditional dress 1.07 1.17 1.08 -1.011(0.313)
White 2.26 278 232 -3.1357°(0.002)
photo shoot day Colored dress 2.13 2.44 2.16 -2.026*(0.048)
Chinese traditional dress 1.37 1.69 1.40 -2.271*(0.024)

p<05,  p<.01
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