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Abstract

Qualitative consumption is a trend in the children clothing market and watching TV of childcare-entertainment
reality programs are becoming popular. This study examines the watching degree of childcare-entertainment reality
TV programs of parent buyer (30s) and potential buyer (20s) and we investigate their shopping orientation of
children wear. We did the survey research of 200 consumers with SPSS statistical analysis including the review
of internet news, paper, and books on children wear shopping orientation. The results are following: first, the longer
the watching time of childcare-entertainment reality TV programs, the higher shopping orientation, such as following
the fashion of child stars, and the higher the watching preferences on childcare-entertainment reality programs, the
greater shopping orientation in following childcare-entertainment reality programs star when they are purchasing
children's clothing. Second, potential consumers as well as parent consumers were affected by watching the
childcare-entertainment reality programs. Watching childcare-entertainment reality TV programs could give the
impact when they were shopping children’s clothing because they wanted to follow the fashion of childcare-
entertainment reality programs TV star. Accordingly, the exposure of the childcare-entertainment reality programs

for children clothing is found to be positive to the both current and future consumers.

Key words: Shopping Orientation, Children'S Wear, Childcare-entertainment Reality Programs,

Conformity to Star Fashion
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Table 1. Results of factor analysis on watching preferences of childcare-entertainment reality TV programs (N=201)

. . Description of ,
Questions Eigen value e Cronbach's alpha
I’m interested in childcare-entertainment reality TV programs
I’ve enjoyed watching childcare-entertainment reality TV programs
I’'m satisfied with childcare-entertainment reality TV programs
I want to watch childcare-entertainment reality TV programs more 3.93 65.56 -89
When 1 watch childcare-entertainment reality TV programs, I look at the
children's clothing carefully
Watching childcare-entertainment reality TV programs satisfy my needs
0.78, 05302 Yelsto B E ¥ o8 wh5d vhek  AEdS FolsheA], fdol mEA|, FuE A
FEA AoR yeEth I A Table 291 2tk dle A 5] A E 25 £IoE FAH Sl
29118 Ko} a5 TV ZEIPe] FAsHE obE 2 colERY FAFTA, L3S FAo| S5 ofF
BE0 2l e 72 &7, F Fot ds v 5E A"seA, AAA e 2dste] obgRe
Z2agd FUSE 285 2uS Folshexl,  PolshEA, AUS ol 8dEA Fol oiRE BE
el sl AeA, Fuistn AS A o ARE B gom A o ‘obERe] A4, 204t F
L RO TAH] Qo] Ko} ol TV 2E B2 U HALY A% olf fRE BL PO 74
g olekal gsklen, 82 e oksEol A= ol 3lof cofF&e] HAlE SR HHsiith
Table 2. Results of factor analysis on children clothing’s shopping orientation
. Factor Eigen | Description of | Cronbach's
Factor S loadings | value | variance (%) alpha
I really like the clothes worn by child star on TV 0.85
I want to buy the same children clothes appearing in 0.85
childcare-entertainment reality TV programs ’
) I want to buy the similar children clothes appearing in 0.83
Confomlw to | childcare-entertainment reality TV programs ’
™ g:lggnsmr I want my child to dress up with the fashion of child star 0.83 339 2330 89
I want to buy family look when buying children clothing 0.74
I prefer to wear the clothes of celebrities appearing in TV 0.67
I want my children of siblings to wear the same clothes, when
. g . 0.57
buying children clothing
I search for the brand of clothing worn by child star who appeared 0.77
in childcare-entertainment reality TV programs ’
Fashion pursuit I buy children clothing that most of children enjoy to wear 0.75
of Children's | I try to buy the most trendy fashion for my child 0.72 3.77 15.72 .80
Wear I tend to buy children clothing which is shown in TV advertising 0.71
or magazines ’
I like window shopping without the plan to purchase children wear 0.62
I invest the time to buy the children clothing with good quality 0.81
I adopt the budget in advance to buy children clothing 0.73
Practicability of - - -
Children's Wear I usually use the sale when purchasing children clothing 0.71 2.40 9.98 18
I continue to buy the brand that I like when buying children clothing 0.65
I usually buy the clothing to fit my child's image well 0.56
Brand Loyalty | I am considering brand reputation when buying children clothing 0.81
of Children's | T immediately buy the children clothing if new style of fashion 1.59 6.61 53
W . 0.58
ear appear in market
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Table 3. Results of factor analysis on adult clothing’s shopping orientation

Factor Question Factor | Eigen | Description of | Cronbach's
loadings | value | variance (%) alpha
I'm buying the similar style clothes that most people wear 0.71
Fashion pursuit I usually buy the latest fashion clothes 0.70
of Adult's I often buy clothes, regardless of my income 0.65 3.16 26.31 .68
clothing I prefer the center of fashion stores even if the distance is too far| 0.59
I get a diversion satisfaction when shopping 0.49
I want to buy clothes of the brand that other people may know | 0.75
Brand Loyalty of . . .
Adult's clothing I buy brand clothing only that I think fits my image 0.70 1.95 16.22 .63
I steadily buy the brand that I like 0.68
o I am willing to invest the time to buy clothes of good quality and
Practicability of | | : 0.83
\ . OW prices 1.37 11.45 .65
Adult's clothing - - — -
I think the clothing practicality carefully before buying a clothes | 0.70
Impulse Buying | I can not resist not to buy the clothes that I really like 0.83
of Adult's ] } 1.06 8.83 .52
clothing I buy the clothes that I love even if I do not plan to buy it 0.59
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Table 4. Results of correlation coefficient between adult clothing’s shopping orientation and children clothing’s shopping
orientation (n= 201)

Adult clothing’s Shopping Orientation

Clothir(fh‘lidg;ri) in Fashion pursuit of Brand Loyalty of Practicability of Impulse Buying of
& nopping Adult's clothing Adult's clothing Adult's clothing Adult's clothing
Orientation

Conformity to TV .

child star fashion N.S. 22 NS, N.S.
Fashion pursuit of - « s s
Children's Wear 31 =15 32 27
Practicability of *%
Children's Wear N.S. NS. 26 NS.
Brand Loyalty of oo oo
Children's Wear N.S. N.S. -23 31

p<0.05 ; **p<0.01 ; N.S. not significant

& Aol Fot dE

A(p<0.01), ot&5&

= 7
22(p<0.05), oFEE BT FAA(p<0.01)0] 4
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Table 5. Results of correlation coefficient between watching time, preferences and children clothing’s shopping orientation

Children Clothing’s Shopping Orientation
N Average Conformity to TV | Fashion pursuit of Practicability of Brand Loyalty of
child star fashion Children's Wear Children's Wear Children's Wear
Watching time 201 1.52 hrs 32%* 23%%* 16* 23
Preferences of
watching the TV 201 3.37 point .65%* 33 25%* A7*
programs.
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Table 6. t-test results of children clothing’s shopping orientation according to watching-time groups

Watching time N Average t-value Probability
groups
Conformity to TV low 52 2.86 2530 0.00%*%*
child star fashion high 48 3.78 . .
Fashion pursuit of low 52 2.87 20.19 N.S
Consumers with Children's Wear high 48 291
children Practicability of low 52 3.28 0.37 NS
Children's Wear high 48 3.22 - o
Brand Loyalty of low 52 2.97 -0.04 NS
Children's Wear high 48 2.98 . o
Conformity to TV low 41 2.77 3.03 0.00%**
child star fashion high 60 3.16 ’ .
Fashion pursuit of low 41 2.89 2.94 0.00%**
Potential Children's Wear high 60 3.28
COTRTHIEES Practicability of low 4 339 -0.43 N.S
Children's Wear i 60 3.45 ' B
Brand Loyalty of low 41 241 20.97 N.S
Children's Wear high 60 2.56 - o

*p<0.05 ; **p<0.01 ; N.S. not significant
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Table 7. t-test results of children clothing’s shopping orientation according to watching-preference groups

Watching N Average t-value Probability
preferences groups
Co.nformity to TV low 46 2.63 -7.80 0.00%**
child star fashion high 42 3.91
i i low 46 2.85
Fash'lon p'ursult of 20.92 NS,
Consumers with Children's Wear high 42 3.02
el Practicability of low 46 3.24 0.06 N.S
Children's Wear high 42 3.23 . o
low 46 2.97
Bra1.1d Loyalty of 0.62 NS,
Children's Wear high 42 2.83
3 low 49 2.75
Co.nformlty to TV -4.08 0.00%**
child star fashion high 52 3.25
i i low 49 291
in“lzl F{“fs\;ﬁ oif : -3.28 0.00%+
Potential ridren’s wear high 52 3.33
consumers ST low 49 3.12
Pra.ctlcablllty of -4.40 0.00%**
Children's Wear high 52 3.70
low 49 2.38
Brar'ld Loyalty of 177 NS,
Children's Wear high 52 2.64
*p<0.05 ; **p<0.01 ; N.S. not significant
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