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Abstract

This study develops scales to measure clothing consumption values for Korean male consumers. This
study conducted qualitative and quantitative research to explore a new clothing consumption value among
males as well as investigate empirically the measurement of clothing consumption values. In-depth inter-
views and focus group interviews were collected for qualitative research on 20 Korean men in their 20s-40s
who had experience with 2 types of stores in Korean men's fashion. An analysis of qualitative data based
on grounded theory approaches identified 6 factors and 15 items. For the empirical research, the question-
naire which consist of 9 factors and 46 items were developed by the results of grounded theory approaches
and prior studies. Final measurement scales were based on 651 data used in exploratory factor analysis
(EFA) and a confirmatory factor analysis (CFA). All subjects were in their 20s-40s. The result from CFA
suggested 4 factors and 18 items with showing acceptable construct validity and discriminant validity.
Therefore, this study confirmed that clothing consumption value for Korean male consumer consist of osten-
tatious and brand value, epistemic and possession value, conditional value, and reasonable value. These
constructs will provide critical insight in understanding and segmenting Korean male consumers.
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Table 1. Categories and items extracted by paradigm procedure of grounded theory methodology

il Purchase of custom-made suits or clothing at fashion multi-brand store
phenomenon
Pa.radlgm . @iF Categories traced (Sl a3 Co BTyl Question items extracted
axial coding value
Causal Increase of social Conditional - Proper clothing is important to me for special meetings
condition importance of attire (job interviews, dating, and visiting clients)
Cau.sgl Uperaded fashion taste Brand authenticity -1 byy brand clothing with a specific and distinct design
condition philosophy, concept, and story
Intervening l?osmve & affirmative Brand authenticity -1 buy legltnpate brand clothing of a specific fashion style
condition attitude toward new brand & Epistemic (e.g., American casual style)
& original style -1 tend to buy new brands versus existing common brands
Intervening Easy acql..usmon (.)f . . . -1 try to check for and buy fresh and exiting clothing
.. knowledge & information via Epistemic .
condition . . . - try to search and buy new brands or clothing
internet site, and magazines
Strategies Sef: king of quality, scar01.ty, .. - I think it is important that a brand has history or heritage
- uniqueness from brand with Brand authenticity . L .
of action . Lo -1 buy a brand that is well known for specialized items
heritage or specialized items
Stratesics Seeking high quality, cost
of act%on effective completion of Functional -1 buy clothing as cheaply as possible by comparing prices
products such as handmade goods
-1 buy clothing if it is worth possessing despite not wear-
ing it often
. . -1 buy limited item clothing if there is no opportunity to
Consequences Seekln(%sgis:?iﬁyable Enjoyable possession | buy it in the future so that I do not regret not buying it
p -1 buy clothing if it would be difficult to reorder it
-1 buy clothing if it is a limited edition or attractive despite
not wearing it
Consequences Manic consumption Enjoyable possession g col!ect a spec1ﬁc b.rand or clothing with a unique style
despite not wearing it often
Consequences Manic consumption Emotional iy t.o be satisfied Wlth buying what [ want to buy at any
cost, if my economic circumstances allow
Total 6 factors 15 items
E5 A5 fal, & dFolxs APATE v N AF-EA o) gHAl 3" SAH =Tl o3
ZEd LS E/RSIA w2 AAST T, 9E 734571 %7] wi<oll(Kim & Rhee, 2004) & °4¥°ﬂ/\1¢
218 AABRE Aol vl slt= Churchill(1979)2] A A ] AT B3 Kim and Rhee(2004)0] #|A] o}
& w3ttt o]ell Kim and Rhee(2004)2] Aol A o], EU7 o] M=E v Al thE A (8g)
$3UY PPS EUR oA, 4FH 2ANES A Hel /1A RS 488 AR, 49 A 7}%19} e
Hatan ] 74, AVl 719} 3 A s g TRl
Kim and Rhee(2004)%- 912 &34 s 2 T8 4%, 3 AAFS 128 deiol k. B
2 73] 18] WA B AYATES) 2ARH A WAL o2 shbe] AUCR ek on, AP
FH25E 7P AiEo] =3 A9 20 ALS 2A -] o) & Au7x] @ A AEo] Sheth et
sfo] M7} e 9l ofe) ATl FEHOR AL al(199)9] ARt ol vio R @ MYATE E o}
4d TFES FESIUTH B Aol e 1579 A3 A 71Fe Rz 4 e ng B AL A% Sheth et
ATE WO o8 2ul7bA 2olRH AT AWE  al(1991)9] €)% AuI7ER) AN AbgSet.
o 71§ EE 49) TH A 2Q WEFE 24 R, A4 7HR9) 28 RS 19 9A R, B
Slew 2 A= <Table 3>3 2T} <Table 3>0l14 = 7] 20l & Wl o3 A AR Bl E
A NEFT 15 Ao A%, A Aol AYAT A 2uASo] o8] A% APHL TN 71 2
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Table 2. Factors of clothing consumption value and the number of items for each factor developed by grounded
theory methodology

Clothing consumption value Research questions developed by grounded theory methodology No. of items
Functional | I buy clothing as cheaply as possible by comparing prices 1
Emotional i Ltrrnystt;)n E:Ss:ltlisged with buying what I want to buy at any cost, if my economic cir- 1
Scale from I tend to buy new brands versus existing common brands
Sheth et al.
(1991) Epistemic | I try to check and buy fresh and exiting clothing 3
I try to search and buy new brands or clothing
Conditional i’irt?r?grc;:ilecg?si)ng is important to me for special meetings (job interviews, dating, and vi- |
I think it is important that a brand has a history or heritage
Brand I buy a brand that is well known for specialized items s
authenticity | buy brand clothing whose design philosophy, concept, story are specific and distinct
I buy legitimate brand clothing of a specific fashion style (e.g., American casual style)
Scale I buy clothing if it is worth possessing despite not wearing it often
developed I buy a limited item clothing if there is no opportunity to buy it in the future so that I
Enjoyable do not regret not buying it S
possession | I buy clothing if it would be difficult to reorder it
I buy limited edition or attractive clothing depite not wearing it often
I collect a specific brand or clothing with a unique style despite not wearing it often
Total 6 factors Total 15

Table 3. Factor name and frequency of the high rank 3 variances of explanation in prior studies

Factor name Frequency Factor name Frequency Factor name Frequency
Functional value 8 Social value 3 Conditional value 1
Emotional value 7 Conspicuous value 2 Brand-image value 1

Trend value 5 Symbolic value 2 Expressive value 1
Utilitarian value 5 appgt:;izteiv\?alue 2 Self-expressive value 1
Epistemic value 3 Psychological value 2 Sensuous value

° 2 Yy, B 77} Sheth et al(1991)9] H =S < AAETE o A3 HE T AR 27 7
AR SRS ER O SR E BE T 5 A, A, A5 A, FA 7154, BAE 084, 7
= XA 2 A3, 7153 7R, A T, & Aol A 21 o] FZE AT 13} 8| 2AL A, 7]
A 7HA], IAAA 7HA, ARS1A 71, <R e g A, TA 7Ex19] 8 24 o] ltar ddste] B A
38 71X 9] TN 2SR s AP Atel A s TAE HES 973 A g H AEvbL A E
AHol| 8 FIE T AR E eI =S BYES =, 7154 7 E -8 23S 74, Baste] 23
st F 300 #4& FE3 oAU ZARE AABITE 23} oflu| AL AR E T A,

AePAgela] FE3 o5 An7H] 23] 2w} 14 alEAe A, A g8 AEE 12
FE EA= <Table 4>9F 2t} A2 A7) o=l & o] gHelz] @olE-A o)A 0389 291%-3HS UEhlol

A AZL ZE e A2 e} B A5 W= ANALNL 2 Ak, F 570 2] 208 FFe] A

Al FQslEE SPSS 22,03 AMOS 22.08 AH&-&te] 12}
of U] A} 2FF 2] FAE Q1A 9l 3eld @ QliA
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Table 4. Clothing consumption value factors and the number of item of each factor extracted from prior studies

for empirical tests

ciﬁiﬁ%ﬁoﬂ%ﬁﬁf’* References No. of item

Functional Kim (1999), Kim (2008), Kim and Lim (2001), Lee (2004), Lim (2005, 2007), Moon and 10

Choo (2008), Park (2011), Park and Lee (2003), Park et al. (2014), Ryou (2002)
Emotional Kim (1999), Kim (2008), Lim (2005, 2007), Ryou (2002), Yoo (1995) 4
Trend Kim (1999), Kim (2008), Lim (2007), Moon and Choo (2008), Park et al. (2014), Ryou 3
(2002)

Epistemic Kim (1999), Kim and Lim (2001), Lee (2004), Moon and Choo (2008), Park and Lee (2003) 5

Social Kim (1999), Kim (2008), Lim (2005, 2007), Moon and Choo (2008), Ryou (2002) 3

Attractive appearance | Kim (1999), Kim (2008), Moon and Choo (2008) 3

Conditional Kim (2008), Kim and Lim (2001), Lim (2005, 2007), Park (2011), Park and Lee (2003) 3

Total 7 factors Total 31

*The order of clothing consumption value name is based on the order of frequency of factor name listed in <Table 3>.

925, RMR=049, RMSEA=0662% v}gH g 5 1} w0l ol 8-, T S| Az} B
BHow, SAREF WAL 0630822 BF B4 2 AFe] ske] BaE 8w g1d 2w
Aoz frolsilnk. A2l 7id A 2] = (construct re- g AT B aRjRke] o & 2M7EAE #Y
liabilityy= 0.78~0.88 H<lol 2l.om, ﬁ*&” A&k s}s17] 9l8te] 482243} Varimax A 23| A H L o]
(AVE)Z 0.51~0.64 912 A4 7 ZaA Al &3to] QRIEA S A, 8 AREE AT
HET =4 Yehy A BEER S gl 3171 915k Cronbach's o 2121 A5 S AHE-3131
Stk £ 2ALES 918 F 207 Be] AT FHE oh B AMIHIE BE F 2070 230 O8] 264
<Table 5>} ZIT. 1o 7IEe g a91s 53 A3, & A7 2
A AFZRE FE3 BAE AL AHE ) &£
Iv. @ n el aRli-atge] 0.6 olsk= Vbt Al AT 2 A
AT 19709 o] 1A ol AREH 1 oM, <Table
1. &Y o|F 2d[7tx|o] EH™EE0 CiEh B 6> ZFo] F 47 €] gjlo] FEHUT 811 HAH
LGRS FHAISh BAE 2184 71 F70) Bg 2SR 74
5o} 4] 2 B s4He} gy sigle. 8912k A7
7 2] AR AFE AA A E 200 £ S HF 2] 719 A 287 HR 0 B 2RER 7 H o

Table 5. Sources for the scale development of clothing consumption value for male consumers

Clothing consumption value Sources No. of item
Epistemic & Possession value | developed in this study 5
Kim (2008), Kim and Lim (2001), Lim (2005, 2007), Park (2011), Park and Lee 3
Conditional value (2003)
developed in this study 1
Brand authenticity value developed in this study 4
Kim (2008), Kim and Lim (2001), Lim (2005, 2007), Moon and Choo (2008), Ryou 5
Ostentatious value (2002)
modified in this study 1
Reasonable value éloﬂ(l) 8()2()()8), Kim and Lim (2001), Lee (2004), Lim (2005, 2007), Moon and Choo 4
Total 5 factors Total 20

-892 -
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Table 6. Exploratory factor analysis of clothing consumption value for male consumers

Variance
. RN
Factor name Item Factpr Eigen explalned. % Cronbach's o
loading | value | (Cumulative
variance %)
I consider if the clothing makes me look rich when I buy it 74
I think it is important that a brand has a history or heritage 74
I buy legitimate brand clothing of a specific fashion style (e.g., 7
. American casual style) ’
Ostentatious & - — 18.40
Brand value |l buy a brand that is well known for specialized items 72 3.50 (18.40) 85
I buy brand clothing thinking if people can recognize its logo or 70
particular design ’
I consider if the clothing makes me look like a socially success-
. .65
ful person when I buy it
I mostly buy new style clothing that I have not seen before .76
Epistemic & I mostly buy clothing of a unique design, color or textile 75 1ol
Possession | I buy limited edition or attractive clothing despite not wearing it | .72 3.02 3 4'31) .84
value I try to check for and buy fresh and exiting clothing 72
I buy clothing if it would be difficult to reorder it .67
Proper clothing is important to me for special events (e.g., atten- 81
ding a wedding) '
Proper clothing is important to me for special meetings (job inter- 30
Conditional | views, dating, and visiting clients) ' 574 14.42 -
value Proper clothing is important to me for special reunions (class or 78 ) (48.73) ’
family reunions) '
Proper clothing is important to me at special places (church and 74
art galleries) '
I buy clothing designs that I can wear for as long as possible reg- 81
ardless of trends '
Reasonable | I buy clothing that is durable enough to be worn for a long time 77 59 12.07 74
value I buy clothing that is more valuable for the money spent 75 ' (60.80) '
I consider the functionality of clothing (comfort, elasticity, and 63
insulation) very important ’
7 0 24 712 Beet. 8938 ARA K Aoz ARdy
Fo) B BHER Y5} 4B /120 9
Fov 99 715 71X FT9 AR 74 S 2. H4 ol aul7txe] SHE S et solX
e ECR EE R EL T 20184
23} eljulzAbe] 749, A7) B v 4B, A= 2
B4, A4, G4 7Rl 9 Aedelglont & 2} l) SREIY 2B
o WA SolRY Az HAE A} FAH 713 A o8 2] SR AEE dls), B
7h e Ao SHHUC HAE 1G4 29004 A aolEAlo] FE 107] Eaol et Bl ey
27 o)Al B D) ol AAHe] 3RGOR F A2 A4S A, mdle] BY HPALE 1=491.667
AEAAL, B AdA] A E QB A] BRI A A (df=146, p=.00), CMIN/DF=3.368, GFI=.924, AGFI=.901,
71E= B =S e ehe Het #HE FA A 71 CFI=.928, RMR=.041, RMSEA=0602% T|A| 2 313
o] HAEd tig /A E B NP o R 23k 7Hk ol k.
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IR EE, A 7k T AlFe] 7154 B v % 7} 0.05 ©]3k2} 0.05~0.08 Atolo)] efwsh= ulEHE g
—-—(Halr et al,, 1998)°l] == o] 2d A3te= ANk

ol ATk B3 B o F

(=}
o] ZF3td Q9l%algo] 0447% Ueldlo] foE
REEA] ero} A A3k & & 187] Eatol| 3k &<l
ANAA AT 2 A= <Table 7>7 72
o} e o] AR ¢ *=458376(df=129, p=00), CMIN/

é

A=) [e)
CEDEZE

o7 4835 utsl =
I RESHTTEY] &
oA 0.6 ©deleH, CRA =

Fohel Qo1nsEe

3l 7

i

A ]7]-7‘<

2 p<00
E51.96 01*033

DF=3.553, GFI=.924, AGFI=.900, CFI=.929, RMR=.042, ol EaE it B o E An|7ER] 471 891
RMSEA=06322 GFl, AGFl, CFI7} 27 09 o]0 = 4 o] HPgRAEEZ th NN = zhz} 0.59Jr 0.7 ©]
8 Wk 5ol REE 91, RMRI} RMSEAL: 7t o 3 o aR7HA Y] SARIES BT Y
Table 7. The result of confirmatory factor analysis
Standardized
Construct Items factor t-value | Cronbach's oo | AVE CR
loading (1)
I consider if clothing makes me look like socially suc- a
. .68 -
cessful person when I buy it
I think it is important that a brand has a history or heri- 74 16.317++*
tage
. I buy a brand that is well known for specialized items 71 15.662%**
Ostentatious & — - -
Brand value | consider if the clothing makes me look rich when I 70 15.615%** 85 52 86
buy it ’ ’
I buy brand clothing questioning if people can recog-
N - . .70 15.456%**
nize its logo or particular design
I buy legitimate brand clothing of a specific fashion
. .69 15.344%**
style (e.g. American casual style)
I buy clothing if it would be difficult to reorder it 71 A
1 buy. llrr.nted edition or attractive clothing despite not 76 17.000%%*
wearing it
Epistemic & -
Possession I mostly buy new style clothing that I have not seen 71 16.21 2% R4 50 3
before
value
I try to check for and buy fresh and exiting clothing .69 15.704%**
l. mostly buy clothing of a unique design, color or tex- 68 15.608%**
tile
Proper clothing is important to me at special places 70 a
(church and art galleries) ’
Proper clothu}g is unportant to me for special reunions 73 17.049%%%
Conditional | (class or family reunions) % 61 %6
value Proper clothing is important to me for special meetings 76 16.713%%* ' ' '
(job interviews, dating, and visiting clients) ’ ’
Proper clotblng is lmp9rtant to me for special events 7 16.085%%*
(e.g., attending a weddings)
I buy clothing that is more valuable for the money 65 a
spent ’
Reasonable |1 bu}f clothing designs that I can wear for as long as 3 10,81 7%+* 4 67 36
value possible regardless of trends
I buy .clothmg that is durable enough to be worn for a 66 12.903%**
long time
*x¥p< 001

a: Because of the case that unstandardized regression coefficient is fixed at 1, 7~value is not deducted.
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Table 8. The squared correlations and AVE of variables

Olgtrzr;:gti/o;ie& POES;ZSEECVSTW Conditional value Reasonable value
Ostentatious & Brand value 52°
Epistemic & Possession value 46° .50
Conditional value 22 .18 .61
Reasonable value .01 .02 .04 .67

a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal.
b: Numbers below the diagonal are squared correlation estimates of two variables.
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