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Fashion Style and Image Preference for University students
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Abstract

This study aims examine specific image preferences through selected fashion style and
evaluation terms. Therefore, this study provided basic information in order to help select a
suitable fashion style within a desired image. As times are changing, most people obtain
information about fashion through the use of the Internet by utilizing mobile phones and
personal computers and less through magazines, newspapers and so on. When people buy
clothes, they seem to be more influenced by the design and color than by price and
quality. It is not perceived important for buying like company, advertising, the place of
purchase etc. The results of the analysis reveal the structural elements of an image having
a sense of fashion style and can be categorized as a natural image, romantic image,
elegance image, casual image and avant—garde image. Among the six fashion styles, the
natural image is regarded the highest A style. The romantic image is the highest B style
and elegance image is the C, D, E style. The casual image is the highest F style and
avant-garde image is a D style. In regards to appropriate fashion style by ages, the
twenty—something population is investigated in finding a fit that is lively and vibrant in style
while the thirty—something population is perceived to identify with a more feminine style.
The forty—something population has shown to prefer a more luxurious style. Through this
observation one can see that there is a distinction is fashion style between ages.
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Table 1. Contents of Questionnaire

Sorts Total questions Details
Demographics  variables 5 questions Age, Sex distinction etc. 5 questions
Actual condition and )
) purchase factor, preference image,
preference of wearing and ) ) .
42 questions wearing style etc. 42 questions
purchase
fashion image and 150 questions image and preference as fashion 150 questions
preference style
fashion style preference . best fashion style, worst fashion .
5 questions . 5 questions
as age style, advanced fashion style etc.
Total 204 questions
Table 2. Demographic Characteristics of Subjects
division N %
birth before 90 year 1.8
91 year 7 4.2
92 year 13 7.7
93 year 30 17.9
Age 94 year 50 29.8
95 year 21 12.5
96 year 40 23.8
97 year 4 2.4
female 133 79.2
Sex distinction
male 35 20.8
Total 168 100.0
Ch, ‘OgX &y, ‘BEolck, ‘Ol ‘e 2 24 (one-way ANOVA)S AAlGHACEH
LPOA MEiE & QT2 5I2C). IHEAAERZO CHE QA MS&, AZDHO JtE
5 A22AM: 2 2 i 289 d2i2s OHEcle HEAHY S U2 ?lof UAEA
SPSS 20.0 Z2IYS 0I25t0 2AGIUCH. HA S 2 Aot
ZACHAN Sl E41 o SHEAEH S22 A4HED 4
of BIEEAE AASIYL, o5 20 Al =2 14 _
MBSl EQEE 20H2D| YSH BRI EEXE A . 20 & IF
Z0IRUCH IHEAEHY 010IKIS 4 RIS F=56t
Il Sl QOIEAS AAGIYRD, =28 Qo2 2 2 dFRlANM=E E0I0IXE HIEN ¥ maA
Hdotd Qs 332 dIAT BES  HAdl Et2d2 HHGI0 2 0|0IXE AYY HE HdESEE
Cronbach's aztS AEGIRUICH I=SAEIAN [et ZOt20A ot ALt 0IE Sofl 2ok= OO H
OIEAEIYO 0|0IK 2012 HIIE <ol LRHESf gt IEAAEY 88 Al &30 & = e =X

100



Table 3. Actual Conditions of Wearing and Purchase

IHEAEIL D OI0IXI 8% 3

Division N %
under 1 piece 14 8.3
over 1 piece to under 3 pieces 92 54.8
Purchase frequency - -
over 3 piece to under 5 pieces 44 26.2
over 5 pieces 18 10.7
under 50,000 26 15.5
over 50,000 to under 100,000 70 41.7
over 100,000 to under 200,000 49 29.2
Purchase cost for 1 or"200,000 to under 300,000 5 8.9
one month
over 300,000 to under 500,000 2.4
over 500,000 1.2
Others 2 1.2
TV 27 16.1
Information medium |Magazine 21 12.5
for fashion News paper 9 5.4
Others 111 66.1
change different style every day 91 54.2
i change different style per 2-3 days 66 39.3
Wearing style
wear same style every day 9 5.4
Others 1.2
Total 168 100.0
SE Mot ot 1 e O3t 20 012+2 F0Hots ZRIH 92H(54.8%)22 IHE &
ZMUHATHE 94HM0| 29.8%2 It D O USM, 3 04 52 0|2t= F0icts ZRIt 44F
80| 964M(23.8%), 93 M(17.9%) =22 LIEIt (26.2%)2= ALt &, & & HZ o5 F0UIE
Ct. 480 AAHM= e, FE 3 MO0 A o CHolMd= 58HA 0la 108+ 0OIBt01 709
EgAL U822 102+ 014 20

04 0l 79.2%, €d0l 20.8%= 0ld2 HIE0l = (41.7%)2= &
o}

eH  DIBHOI 49%(

29.2%), 58t 0|20l 26Y

EMEH’C\JIPOI o= ASAHE A4HE Z1, HE (15.5%)2 LIEFGCHTable 3).
02 ARYs HEol= LI 918(54.2%)2 It o= 0 Al DA CHoll AHEH, CIXHel
& nAeH, O3S0l 2-320 & UE AEES (4.51)3 Zi(4.11)0t 5Q& FES 0= N2
280ot= 2RIt 66%(39.3%)& LIEHRCE =0 UEtRtCH, OS22 JHAD ATH(3.93), SZ
oet 2= DI 1118(66.1%)2 It RA=C (3.92)9) =2=F LIEIGICH B#E(2.85), 7 &
letzE =2 Y ZMS Sote L= FRIt (2.52), RIZ3IAH2.44), Z210(2.06) 52 28 ¥
HR20I1A2H, US2Z TV(16.1%), &XI(12.5%) &2 DIXIX 2= A2Z LIEtRCHTable 4). &
S9 22 ULEGC of GE 2A= 0 Al =2 NHAIEES 4HEUS

Ol= FOHAEHOl ANAM= 8 S0l 12 014 32 M 242k CIRRI0 AOAEH R2/018 XH0IE LIE
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Table 4. Major Consideration for Buying Clothes
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OI0IXI, Rl 4= 4= 0l0|
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Ol LHE XISt =2 =222 FHLUS0I =0l
I ACHTable 6). 2901 12 g0
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OIXE

2012

Major consideration M SD
Company 2.44 1.05
Brand 2.85 1.10
Price 3.93 .95
Quality 3.92 .89
Color 411 74
Commercial 2.06 92
Design 4.51 .73
Textile 3.93 75
Purchase place 2.52 1.03
Table 5. Major Consideration for Buying Clothes as Sex Distinction
. . ) female male

Major consideration (N=133) (N=35) t
Company 2.41(1.09) 2.57(.88) -.934
Brand 2.82/(1.10) 2.97|1(1.12) -.724
Price 3.99((.87 3.71((1.18) 1.306
Quality 3.90((.83 3.97((1.10) -.407
Color 4.05((.76 4.34|(.64) -2.13%"
Commercial 2.08/(.90 1.97((.98) .635
Design 4.44|(.77 4.771(.49) -3.076™
Textile 3.95|(.70 3.86((.94) .529
Purchase place 2.55((1.0 2.43((1.14) .616

"p<.05, "p<.01

102



Table 6. Factor Analysis about Fashion Style

XH /O] THEAEILD 001X d8E S

factor loading
Factor [tem Cronbach's o
Factor 1 | Factor 2 | Factor 3 | Factor 4 | Factor 5
comfortable .828 202 -.183 149 -.063
active .826 .068 -.255 21 .007
Natural natural .803 .267 -.229 .080 -.066 .894
simple .765 -.004 .034 -.001 -.189
friendly .673 .284 -.186 .268 -.160
lovely .059 .852 -.017 126 120
girlish 120 .851 -.113 .084 -.007
. mild 125 .754 .230 -.122 -.054
Romantic = e 228 733 | -.244 216 097 877
soft -.041 .670 .168 .238 -.277
lively 272 .667 -.224 .387 .062
intellectual -.059 -.070 797 -.048 -.020
luxury -.368 .039 .778 -.133 .066
Elegance sophisticated -.182 -.080 .768 126 .085 872
graceful -.396 110 .7835 -174 175
modern 173 -.154 .688 .011 125
elegance -.390 242 .662 -.167 107
Casual cheerful 216 277 -.080 .785 .075 689
movement 219 181 -.032 752 .245
creative -.158 .021 .200 A17 .848
Avant-arde |- erimental | —.180 | 024 124 146 805 fa4
eigenvalue 3.874 3.865 3.737 1.747 1.679
variance(%) 18.447 18.405 17.794 8.317 7.997
accumulation variance(%) 18.447 36.853 54.646 62.963 70.960
MOl O|0IKIE UEIRICEH 2! 5 otegIt=E 0I0IXl AEH(3.85, 3.93, 3.94)0| I =2 2122 LIE
= HoHol, AEXNOI O|0IXIE LIEHUCH GOM, FAEIY(2.25)0] JtE &2 2102 LIEHG
6 DHEAEMZO et W EE OI0IKIE Eotst Ct.
AP EHECEZ  Qo0Et 02 Bo=d Mg O0I0IRI(F=37.929, p<.001)= FAEY
(F=285.857, p<.001), AAEI(3.97)01 LH=E 010l (3.54)01 It =2 2A22 UEH2M CAEY
AoF Y =1, US22 FAEIY(3.75)01 /%2 (2.44)10F EAENY(2.40)0] JIE &2 H2=Z2 LIEIS
0, DAEFY(1.83)01 LH=E OIOIXIDF JHE SQUACH Ct.
20HE!l 0|0|KI(A=157.655, p<.001)= BAEIY O ItZ2E 0I0IXI(F=63.113, p<.001)= DAEIY
(3.77)01 JHE =U2CM, TS0l FAEL(3.26), AA (3.47)01 JHE =X UEHGSM, ChS0l CAENY
Ef2(2.50)0F DAEIZ(2.42) =22 UEIGH, E (3.07), EAEIY(2.68), FAEIY(2.50) =22 LIE

AEF2(2.01)01 ZOHE OIOIXIDF D
defiZA OI0IXI(F=206.304, p<.001)= C, D, E

b <A

P
SCH AAER2(1.90)01 OHE LHEFSECH

(Table 7, Figure 1).
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Table 7. Factor Analysis about Fashion Style

fashtioln natural romantic elegance casual avant-garde
division 2 M| (SD) M| (SD) M| (SD) M| (SD) M|(SD)
A 3.97/(.68) 2.501(.66)° 2.58/(.68)° 2.84((.91)° 1.90((.78)°
B 2.66((.69)° 3.77/(.66) 3.53|(.64)° 2.57((.74)° 2.21((.78)°
C 1.96/(.68)° 2.23(.68)° 3.85|(.74) 2.44/(.80)° 3.07{(.99)°
D 1.83((.69)° 2.42|(.77)° 3.93|(.70) 2.71((1.01)°¢ 3.471(1.08)
E 2.86/(.69)° 2.01((.67)° 3.94/(.65)° 2.40((.92)° 2.68((.97)*
F 3.75/(.64)° 3.26/(.73)° 2.25/(.63)¢ 3.54((.91) 2.50((.92)°
F 285.857™ 157.655™" 206.304™ 37.929™ 63.113
"p<.001
A B C D E F

Figure 1.

Fashion Style
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Table 8. Best Match Fashion Style as Ages

X&/Uhstol HEAEIYD 001X d8% 7

tashion style age twenty thirty forty
28 10 8
A 28.6) 6.0) @8)
28 56 1
B (16.7.) (33.3) (8.3
4 26 24
c (2.4.) (27.4.) (14.3.)
o 0 17 8
(0) (10.1) (48.8.)
1 39 3
: (6.) (23.2) (226
87 0 2
i 518) (0) (1.2)
168 168 168
Total (100.0.) (100.0.) (100.0.)

Table 9. Perception and Preference about Fashion Style

division ) advanced fashion worst fashion old—fashioned
fashion style e RS style style style
A 38 14 15 43
(22.6.) (8.3.) (8.9.) (25.6.)
B 36 13 25 27
(21.4.) (7.7) (14.9.) (16.1.)
14 20 29 17
C (8.3.) (11.9.) (17.3.) (10.1.)
b 11 31 66 40
(6.5.) (18.5.) (39.3.) (23.8.)
£ 34 59 20 12
(20.2.) (35.1.) (11.9.) (7.1.)
r 35 31 13 29
(20.8.) (18.5.) (7.7.) (17.3.)
Total 168 168 168 168
(100.0.) (100.0.) (100.0.) (100.0.)
0, Gh82& B, F, EAEIYS &2g UEEaeLt =00 M2AGH= Aoz UEIRC &, S3sS &AM
Hel XHOIDF SiRICEH JHelel HEko Met 85%9 Jte IHEAEIZZ2E EE MES 3RI E/UA2H,
XHO0IE UEHH ez 8ot &, JIE H2elXl FHH FHACHD MAUot= WEAEIZE= AE S
UE A &S WEAEHYEZ= DAEEEZ JHE Ol Biet ZRIF HULEH AAEIZY ZR0= & o=2E
HEIRCH, OhS2& B CAEYS =22 LU Ct M2ASIHMET SO Y FIHECHLD M5t
EtGiCH DAEIYS Z=0l= 40001 JtE H=SE £ N2Z LR
(@) [e]3

»
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