o] 774 813 4]
A25H A3Z, 2023
<AFTE=E>

PISSN 1229-2060

eISSN 2287-5743

Fashion & Text. Res. J.

Vol. 25, No. 3, pp.267-279(2023)
https://doi.org/10.5805/SFT1.2023.25.3.267

2L MZ MIcH 0Ale| HalX|o] E2AIEHR} BIFE

gile

A% sk 4

-axe

LR RERNEE

Derair)etar o) FHl A1 8ts

The Wearing Status and Satisfaction of Women Wearing Bras in the MZ Generation
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School of Textile & Fashion Design, Kyungpook National University, Sangju, Korea
Dept of Fashion Design & Textiles, Inha University, Incheon, Korea

Abstract: The current bra market and the purchasing behavior of women of the MZ generation in Korea are reviewed
in this study. Therefore, basic data for bra product planning for women of the MZ generation are presented by inves-
tigating the wearing status and satisfaction. Through online surveys, 272 questionnaires were obtained and were analyzed
through frequency analysis, cross-analysis, t-test, and variance analysis. Generation M and Generation Z share digital cul-
ture, but, due to age differences, they are compared by generation. There was, however, little significant difference
between these groups. In addition, there was no significant difference between groups when factoring for the time of
wearing, place of purchase, and material of bras. However, there were big differences between groups depending on
whether bras had wires, lace, and their size, especially in body correction items. According to the results, it is pointless
to target each generation when making a bra. Also, the young generation consumers are more interested in functionality
than in the design compared to 10 years ago. It will improve consumer satisfaction if two different types of bras are pro-
duced; one that corrects the body and one that fits well even if the body is less corrected.
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MZAd = BHULEH ZANE T3t o2 TR
1981~2010348-2 @3t MAlie} ZAIthE FEsh=s do]

= A odo] EAshY B =22 FEl4 X (Dimock,
2019)¢] &ol A EHUE At 1981~19963480 2 7
ATE 199720103802 23] ERaisich 2L Al
e BRSS AR S AT, A ArE
W A AR T AW BT JRBAIES) BER A
UAE sl Asithe 3592 7HIthNam, 2021), ol
408 MzAlths 2280Itle] Zluk ARUA A 2]
oy s AHE_?_ EdCE gs1=t 2ad 9 517 9
o} Qo] SHelME et ool of 36%= 98] At
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(Kang & Kim, 2022). 3lA|%F dZtoXE MZAIOE F Al
o] vole] o] A 7t Ayt B3] AolE Kol Aldx
ETetal SRR ARl AXME FHA A4E ske A AT
Tl vl gtk AlZte] EAlEtAL 3lom o]f oA
o] Efgdt Ao = Holti(Jeong, 2022).
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on, 2019 o] FHE] Fuoxl= 2fe]ofrt fle Bafx|ee]
QIA=7} EolxTH(Son, 2021).

olf wslel| A= =S Sl FEagR] oW
Al 715H0laL ke 4 &2 YARIE N A (Lee &
Lee, 2018) 284 Y7} EomA 71539 Bele 7t
3171 Q1) 200 g odAelAl Al Hejele] A8A] BAE

T8k 2018d~20219] &HAES] &% Q1A wHslol| A
AT H(Kang, 2022) 3k & S3Toke] Wl 2 wEA|
ZARIAL Utk SR o] o] UnkF oz MzAIHellA
FoHAA e JEAd gisixe gkle] Had Aog
wolt}, w3 Fgdeo] e drEe I3 9| 20t
gAe] fFEege] 5498 vlwslal BjR|o] 2g3} il
£ 8w &AW (Cheng & Uh, 2015) 33} ml=te] 30t oA
o] Bixjo] 2hgAEel A%, FHEY BHR|o] Alo]=
1%, BR|o] 2] EREEAR) 52 HEted(Kim & Kim,
2014) g3} sl SAd=te] A2 LA E Hlwsl] 7%
Ho]aL 2ggto] -5t Bel|x|o]g sy g =¥l 3l
R, HAUM = 15~18M] T=t Hadr] oA de] Baix|o] A}
o]2 IR A%} AgAuet THEYS ZAbety 2Hgetal
Ue BEfRofe] RS9} FAIHS ZARBIAW(Choi & Yang,
2017), 192541 oAt e] fit Bofa Alo|Z2E H|welal Hs
she el Bexlo] HAEE 2RI ofuiAle] 425X
I QARS8 AU(Oh et al., 2006), YAl 4733 0)
UE 20~400] AL UM Z& R HElR|ofe 2§ 4

9} =S ZARIAU(Jang & Kim, 2017), 5ol #Alo]
B2 40~500] o3Ade] ~x =Bl ZgAeel A e ske
EXS BAs AN Park & Jang, 2017), 50~60t] AS 915
gxe] v YR S ANHslar Alzkek Hafx)of
o] AL WEEE FARlE(Park & Jang, 2014) 59 A=
UARE, MZAIH o3/d9] L BEjz|ofo) gt A7t B
Agoltt, wEhA] £ =oAs MAIIR ZAT) 4o Baf
Z|oje] 28 AEjol R o] ztolof| tia] gohEir, AAl A
Sxo] g5l Hlse)l Hef|oje] FeE ERlsiglon &
3, BaAlseA] FE Qe BEiRofe] tizile] FEjeh &
HIRFES] F3Fe] I ARE RIS o]& Eate] MAIY
oF ZAlthe] ZHzte] £ B SRS SRIEIN, o]
Qlof] BEjR]o] Alo]= QIX|oiH AR-3l= Bfx|ojo] o]
o} efolo] o W ol RIS ©]5 F3le] Bl
Sof|x] AnR; EPARS sl slo] dE71ES ke X
HE AL FoF AztEy, 2 Ay} AnRe] vEE 3

off 7lfstarat gt

3l Baix)el 28 A¥o] e MZAIT(1982~2010

Ay oS e w 2022d 11€ 26€FE 12¥ 947X
1497 28191 ARZALE AASITE BAAsA U Ebdst
AEAE AL 27252 AEAE FHFEA ] ARSIHS
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Ae AEAHS olgged AYATolM ALgH &
& FAY BRI vl A7 E-S AT Rz}
3l99tH(Choi & Yang, 2017; Jang & Kim, 2017; Jeon & Oh,
2009; Lee, 2018; Lee & Lee, 2018). XA, &AA) 4829
Beixjo] o €3S golrl Bix|o] iz} Bax|of
HAFEE oft|x A oft)x FYPs=A], A7 BejR|o] +
o Rt @) ) Fl, Y B
AL Aol BejRo] 28 AS golEt) ol f8) &=
Ab tidAEe] BefRlo] Afo]l= QIA] o
Ao]=, Hafjx]o] 2hg- of ) Hefz|of
| AIZE, ZEsls HejRo] &A), eholo] {5, Hejx|o]
FReF HeRlo] e, = yH], 33§57, glol& /5,
HE ARSI AA, Heljxlo] Fulr] Fash Azshe L
HAeS B3 Beixlols i W) 744, Bale A}
olz, txKI, EdE, WA}, A, 283k, il BA, S5S
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o ZgA] IIEEE 53 AE AR vlwaldeh. HA A
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IBM SPSS statistics 26.02 ARslo] 7|SEA A, ey
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3.1. A} CHAXte] =afix|of Tof sig

AR An|zte] Hjlo] Fuf| HFES ZARSI] W=
Al RREA AT SHAES] B oE w7t FYsleE
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Table 1. Purchase status of bras
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Variable Category M Generation Z. Generation Total X2
(N=155) N=117) (N=272)
Myself 153(98.7) 90(76.9) 243(89.3) .
Who to buy Family 2(1.3) 26(22.2) 28(10.3) 320;i32
Etc. 0(0.0) 1(0.9) 1(0.4)
Online marketplace 81(52.3) 49(41.9) 130(47.8)
Online company mall 24(15.5) 24(20.5) 48(17.6)
Department store & specialty store 26(16.8) 27(23.1) 53(19.5) 7.444
Where to buy
Outlet & Supermarket 18(11.6) 13(11.1) 31(11.4) dr=s5
Blog & Instagram market 4(2.6) 0(0.0) 4(1.5)
Etc. 2(1.3) 4(3.5) 6(2.2)
Family & Friends 19(12.3) 22(18.8) 41(15.1)
Advertising 46(29.7) 39(33.3) 85(31.2) .
Source of information Reviews 76(49.0) 36(30.8) 112(41.2) 1;(:82130
Sales staff 12(7.7) 18(15.4) 30(11.0)
Etc. 2(1.3) 2(1.7) 4(1.5)
1 or less 11(7.1) 15(12.9) 26(9.5)
Number of b 2 39(25.2) 32(27.4) 71(26.1) 3,498
pum‘;?sezr; lr;‘zar 3 38(24.5) 22(18.8) 60(22.1) o
4 37(23.9) 23(19.7) 60(22.1)
5 or more 30(19.4) 25(21.4) 55(20.2)
10,000 won or less 53.2) 4(3.4) 9(3.3)
1~30,000 won 85(54.8) 70(59.8) 155(57.0)
. 3~50,000 won 48(31.0) 28(23.9) 76(27.9) 6.857
Average price
5~80,000 won 9(5.8) 5(4.3) 14(5.2) dr=6
80,000 won or more 5(3.2) 2(1.7) 7(2.6)
Indifference 3(1.9) 8(6.9) 11(4.0)
Function 126(81.3) 83(70.9) 209(76.8)
What to Consider Design 22(14.2) 24(20.5) 46(16.9) 276:4;
Indifference 7(4.5) 10(8.6) 17(6.3)
Intense, colorful 1(0.6) 2(1.7) 3(1.1)
Fresh, cute 5(3.2) 7(6.0) 12(4.4)
Sophisticated, intelligent 21(13.5) 11(9.4) 32(11.8) 4527
Image
Sexy 3(1.9) 3(2.6) 6(2.2) df=6
Sober, simple 93(60.0) 73(62.4) 166(61.0)
Active, sporty 32(20.6) 21(17.9) 53(19.5)

MAlth o} ZAE R WA S A3} 77t Hejxjolg 79
SheA, Beixo] #d AHS ofuA Xl g 55 Al
elalals FelAE UehdA] eddtt. S'7ks 5 Baixlels
w3lo] A3 FUske 97t 89.3%3er V1ol Fufshe

395 103%3t. M7 sl F= 9= 27128 T 1'8
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o] AFolr= 20t AUl 27.6%%te] 7154S kL
57.6%= TIARR, 14.8%7F F-#A1Ql A3 Ohe] Ao (as
cited in Lee, 2018) 20t o3 F214de FasH Azt

oA (61.0%)5 FTohs SEAEC] 7P BAL 2 E, &
EE]’ o]u]#](19.8%), ‘AIEE, XHQ1 o|n|X](11.8%)7F HE
o]ct. slEfslAL AAfg oHXE Waks SHANE 27 1.1%
9} 22%% EA| ¢St} Kim(as cited in Lee, 2018)2] 14
of mEm 20t AL WIS e FEgls g o
w|=], 30t o442 AlEE/AAR ow|AE HdEdal sHe
ol PRI R Q] Adtelth

3.2. =AL CHAkRfe] EefiX[o] &2 BE
ZAL tiPdARe] Helxlof 28 dAfe ARste] Wit

A xR slit). ol & flal AL tidAke] Hefx|o] A

Table 2. Wearing status of bras

o]z Q1A o, Helxjo] 33} Fu Alolx, Hefxjo] 28 of
7, BeExjo] 2 ol Hefjxjo] A8 AL, Agshe HelA|
of &Al, sfojo] f, Belx|o] 2] Feh Hejxof FE), W
= UH], 2 A ol i, FHE AdEstel MAldieh Z
AIEE Table 201 23k

MAtoF ZAITE R A RRA g Aot Afelz QIA] of-eh il
EUH] @2 ALlshals FeAE deA] ek Alel
Befjxjof Ale]=g A 3] ohs SHAR= 1998(73.2%), 22
= SEARE 73%(26.8%)°10t. Fael HefAlo)E AEohe
SHAR= 253%(93.0%), A3 W= SEARE 19% ol
A2 sy Ee] FFR GHHE she A7t Wrhs Bal
7F A %K Son, 2021) AAZE T 7.0%2] -SHA] BejA]

S A8 Atk HejAolE Aeshe SuAee] He
Ao} A8 olfi= T e 8] FEE oF Zos =Y
the 21& WAE] 9187t 494%2 7P wekom <285t

Variable Catego M Generation  Z Generation Total 5
oty (N=155) N=117) (N=272) x
Accurately know 125(80.6) 74(63.2) 199(73.2) 9374™
Size awareness
Don't know 30(19.4) 43(36.8) 73(26.8) dr=1
Under 70 2(1.3) 43.4) 6(2.2)
70-75 15(9.7) 17(14.5) 32(11.8)
75 26(16.8) 14(12.0) 40(14.7)
. 75-80 24(15.5) 14(12.0) 38(14.0) 19.073"
Under bust size
80 23(14.8) 12(10.3) 35(12.9) ar=1
80-85 27(17.4) 12(10.3) 39(14.3)
85 over 8(5.2) 1(0.9) 9(3.3)
Don't know 30(19.4) 43(35.9) 73(26.8)
Under A 19(12.3) 7(6.0) 26(9.6)
A-B 45(29.0) 32(27.4) 77(28.3)
B 28(18.1) 14(12.0) 42(15.5)
) B-C 16(10.3) 11(94) 27(9.9) 12.962
The cup size
C 6(3.9) 5(4.3) 11(4.0) dr=1
C-D 6(3.9) 3(2.6) 93.3)
D over 5(3.2) 2(1.7) 7(2.6)
Don't know 30(19.4) 43(36.8) 73(26.8)
Yes 147(94.8) 106(90.6) 253(93.0) 1237
Wearing a bra
No 8(5.2) 11(9.4) 19(7.0) df=1
To prevent breast sagging and to maintain shape 21(13.5) 16(13.7) 37(13.6)
To prevent the breast and nipple shape from appearing 72(46.5) 53(453) 125(46.0)
on the surface of clothes
Purpose of wearing To improve appearance and shape 26(16.8) 11(9.4) 37(13.6) 13315
bra Because all around people are wearing bra 5(3.2) 1(0.9) 6(2.2) dar=11
Feel ashamed if don't wear bra 21(13.5) 22(18.8) 43(15.8)
Etc. 2(1.3) 3(2.6) 5(1.8)
Don’t wear 8(5.2) 11(9.4) 19(7.0)
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Table 2. Continued.

Variable Category M Generation  Z Generation Total XZ
(N=155) N=117) (N=272)
All day 27(17.4) 30(25.6) 57(20.9)
Bra wearing fime During daytime 38(24.5) 16(13.7) 54(19.9) 8.611
While out 82(52.9) 60(51.3) 142(52.2) df=4
Don’t wear 8(5.2) 11(9.4) 19(7.0)
Cotton 43(27.7) 35(29.9) 78(28.7)
Regenerated fiber 43(27.7) 19(16.2) 62(22.8)
Fabric of bra Synthetic fiber 58(37.4) 52(44.4) 110(40.4) 3;:7;
Etc. 3(1.9) 0(0.0) 3(1.1)
Don’t wear 8(5.2) 11(9.4) 19(7.0)
Wired 57(36.8) 40(34.2) 97(35.7)
Wired Wireless 90(58.0) 66(57.3) 156(57.3) Sfoji
Don’t wear 8(5.2) 11(9.4) 19(7.0)
Integral mold 85(54.8) 53(45.3) 138(50.7)
Non-removable pad 19(12.3) 18(15.4) 37(13.6)
Mold Removable pad 32(20.6) 21(17.9) 53(19.5) zflji
Unlined 11(7.1) 14(12.0) 25(9.2)
Don’t wear 3(5.2) 11(94) 19(7.0)
1/2 cup & demi-cup 23(14.8) 17(14.5) 40(14.7)
3/4 cup & Full cup 82(52.9) 55(47.0) 137(50.4)
Cup type Bra top 36(23.2) 29(24.8) 65(23.9) j;fi
Triangle cup 6(3.9) 5(4.3) 11(4.0)
Don’t wear 3(5.2) 11(94) 19(7.0)
Narrow 15(9.7) 14(12.0) 29(10.7)
Normal 93(60.0) 72(61.5) 165(60.7) .
Bridge type Wide 37(23.9) 14(12.0) 51(18.8) la]’fO=6451
Band type 2(1.3) 6(5.1) 8(2.8)
Don’t wear 8(5.2) 11(94) 19(7.0)
Hook & eye closure (pull on) 105(67.7) 70(59.8) 175(64.3)
Hook & eye closure No hook 42(26.1)) 36(30.8) 78(28.7) ldf2:212
Don’t wear 8(5.2) 11(9.4) 19(7.0)
Overall 7(4.5) 2(1.7) 93.3)
Lace Part 42(27.1) 29(24.8) 71(26.1) 1 ,6j§2
No lace 98(63.2) 75(64.1) 173(63.6) dr=2
Don’t wear 8(5.2) 11(9.4) 19(7.0)
Solid color 134(86.5) 96(82.1) 230(84.5)
Dot 3(1.9) 1(0.9) 4(1.5)
Stripe 3(1.9) 1(0.9) 4(1.5)
Logo 1(0.6) 2(1.7) 3(1.1)
Pattern Check 2(1.3) 2(1.7) 4(1.5) ;f(fg
Botanical 3(1.9) 2(1.7) 5(1.8) ‘
Animal 1(0.6) 1(0.9) 2(0.7)
Geometry 0(0.0) 1(0.9) 1(0.4)

Don’t wear 8(5.2) 11(9.4) 19(7.0)
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Table 3. Types of bras on sale

Brand/Cup style 1/2 cup & demi-cup bra  3/4 cup & Full cup bra Triangle cup Bra top
Vivian 4% 61% 9% 26%
Venus 3% 76% 0% 21%
Calvin Klein 31% 19% 19% 31%
Brand/Lace Overall Part None -
Vivian 46% 10% 44% -
Venus 46% 19% 35% -
Calvin Klein 0% 0% 100% -
Brand/Pattern Solid Botanical Geometry Logos
Vivian 84% 12% 4% 0%
Venus 88% 9% 2.4% 0.6%
Calvin Klein 69% 0% 0% 31%
2] gkom N7} 17.0%=2 L tholdek o] dF el 7t e F165e] Hefrlolrt A= let. e Qe B
& FEHE A8 i et ko] A A7) SleiA 7t 2t gx]ole] Fejot tARRIS Tt Table 33} Zth.
7t 14.6%°190T. FHAREC] Zgezbetal SHIE At HHRkt Wy 2] 739 747} 61%, 76%7F Exe1Ren, A
< 24%°190m ZJERE 2.0%C1A= 2834 FoH B9 REEele] A9 A7 oF 20-30% BlEE 45FR7E BT EAL
Sirhal HRsgitt. Wil HejRolE Agshe SRS 2 F dfetal Aek. HEISkE i ae dA|RE Eol 285
HEr7E Sl@Alol et 2Hgslon FHAES ARt SR AL e 343 2 BeiAe] FeiEG 12433 dnx B
ZETH19.9%)9 sHFEd ZEATH21.0%)E o] HE Ajofe] F77F AA vehaL glof awixke] Y=g 2 vkgst
oltt. SHAREe] A8sks HejAlo] aAE Al flel 3L SlE AR HRlth ANIEERRIS 343 23] HA
BRlo] A5 HEshs Hejr|ofoll gko] 7MY =2 S o7} the HIl=nt vk WS dAnfsial Sl= Z1s #klst
A= Hol 31.2%, #lol23 2 AXRA7E 24.8%, ek =W MZAIYZE 7P dsshe Jeivth 3433 s

W7 44.0%010TE FEHAES i ffololrt gle B
#=01(61.7%)5 &A= ol oA 7% FHE #
371 $1EiA BERoE FEske SHAVE 14.6%= BA
P A3 dRshs Aot} HejRloje] BEs UdAY &
el AS7F 7P BUIL(54.5%) BFe] st
(21.0%)2 2ol Erhsel si=3(14.6%)°] FE ©IUch
=g J=7) gl A$E 9.9%01UT) Hex]o

347 e EX(542%), BEtE(252%), HE &
(15.8%), E&Fo]BF(9.9%) =o]Ath. Befjx]o] M=e] Lul=
HF(65.1%), HTH20.2%), FH(11.5%), NE=FH(B.2%)= -
S o] A %2 g3t SEAEe] 2
S3h= BaXlole Ui T37F AATHE9.2%). Befx]o]e]
fol& F75 ZARIAEY - #Hol27t fI2.0H(68.4%)
HRHo7 #o]2ol A= 28.0%, Hefxlo] A7t go)x~
QA= 3.6%01et HefjR]o] 3| oA iR wlow
FE7F $1ATH90.8%).

Moae Halze] A9 F 17K Ba=r) AFEAL
AzEE HAl= 9] 1~39% Bk vy, AnlgEkle
2 Yehgon o] Al BAE=o] Aok Hl&<
2 Uit o|F vlgo® nuly) vju2 ANIEERl 28
91 AFollA 20233 19 = HajR]ofo] tiAlS &
245} tH*“Calvinklein”, n. d; “Venus-Eshop”, n. d.; “Vivien-
Mall”, n. d) HH|SES F 81F, HlU2E F 75%, AWEE}
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Table 4. Things to consider when purchasing bras according to M and Z generation

) Price Brand Size Design Trend
Generation
Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
M 3.94(0.74) 2.95(1.04) 4.26(0.67) 3.44(0.39) 2.36(1.1)
V4 3.96(0.71) 2.77(1.10) 4.27(0.68) 3.62(0.88) 2.15(1.1)
t value -0.257 1.370 —0.146 -1.560 1.479
. Color Material Comfort Shaping Activity
Generation
Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
M 3.52(0.89) 3.86(0.82) 4.40(0.60) 3.63(0.92) 4.22(0.68)
z 3.78(0.89) 3.89(0.88) 4.55(0.63) 3.17(1.18) 438(0.71)
t value 2218 -0.223 -1.915 33427 -1.885

'p<.05, "p<.0l1

Table S. Things to consider when purchasing according to wired or wireless bras

. Price Brand Size Design Trend
Wire Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
Wired 3.97(0.71) 3.24(0.93) 4.27(0.67) 3.72(0.86) 2.57(1.11)
Wireless 3.94(0.74) 2.65(1.09) 4.26(0.68) 3.38(0.88) 2.09(1.10)
t value 0351 4570 0.133 2.993" 3340
) Color Material Comfort Shaping Activity
Wire Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
Wired 3.88(0.82) 3.88(0.79) 442(0.67) 3.74(0.95) 4.14(0.68)
Wireless 3.47(0.92) 3.87(0.87) 4.49(0.59) 3.24(1.09) 4.37(0.69)
t value 32537 0.010 ~0.804 37237 2531

“p<.01, Tp<.001
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Table 6. Things to consider when purchasing bras according to lace or no lace bras

Lace Price Brand Size Design Trend
Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
Lace 3.94(0.80) 3.10(1.10) 4.30(0.62) 3.78(0.87) 2.60(1.24)
No lace 3.95(0.66) 2.77(1.05) 4.25(0.70) 3.40(0.87) 2.12(1.04)

t value 0.168 -2.300 ~0.579 323" -32117
Color Material Comfort Shaping Activity
bace Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
Lace 3.70(0.93) 3.81(0.87) 4.35(0.75) 3.73(0.95) 4.14(0.79)
No lace 3.60(0.89) 3.90(0.83) 4.52(0.55) 3.30(1.08) 4.36(0.64)

t value ~0.840 0.788 2010 -3.023" 2353"

"p<.01, "p<.001
Table 7. Things to consider when purchasing according to bra size awareness

. Price Brand Size Design Trend
Size Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
Accurately know 3.89(0.72) 3.00(1.09) 4.25(0.68) 3.50(0.89) 2.31(1.14)
Don't know 4.11(0.73) 2.52(0.95) 4.30(0.66) 3.56(0.88) 2.15(1.07)

t value 20517 3224 ~0.548 ~0.479 1.008

Size Color Material Comfort Shaping Activity
Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)

Accurately know 3.65(0.87) 3.88(0.85) 4.41(0.62) 3.49(1.01) 423(0.71)
Don't knot 3.58(0.98) 3.86(0.84) 4.61(0.61) 3.27(1.20) 4.45(0.64)

t value 0.567 0.116 -2.172" 1.431 2292

p<.05, “p<.01
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Table 8. Things to consider when purchasing bras according to place
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Price Brand Size Design Trend
Place of purchase
Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
Online shop 3.94(0.71) 2.76(1.06) 4.30(0.61) 3.49(0.89) 2.17(1.07)
Offline shop 3.99(0.76) 3.16(1.04) 4.16(0.79) 3.56(0.87) 2.53(1.21)
t value ~0473 28347 1.459 ~0.643 -2366
Color Material Comfort Shaping Activity
Place of purchase
Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
Online shop 3.56(0.91) 3.85(0.83) 4.53(0.52) 3.48(1.04) 4.33(0.63)
Offline shop 3.76(0.85) 3.89(0.87) 4.31(0.77) 3.38(1.13) 4.19(0.80)
t value ~1.500 -0.361 2567 0.721 1.475

‘p<.05, “p<.01



Table 9. Things to consider when purchasing bras according to material
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Material Price Brand Size Design Trend
Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
Cotton 4.06(0.69) 2.88(1.04) 424(0.71) 3.41(0.90) 2.40(1.24)
Regenerated fiber 3.89(0.87) 3.00(1.06) 4.18(0.71) 3.52(0.88) 2.31(1.03)
Synthetic fiber 3.93(0.66) 2.78(1.11) 4.32(0.63) 3.58(0.85) 2.18(1.09)
F value 1.225 0.826 0.890 0.878 0.857
Color Material Comfort Shaping Activity
Material
Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
Cotton 3.56ab(1.00) 3.97(0.87) 4.47(0.60) 3.17a(1.14) 4.37(0.67)
Regenerated fiber 3.40a(0.86) 3.94(0.81) 4.47(0.70) 3.776(0.86) 4.31(0.76)
Synthetic fiber 3.79b6(0.83) 3.76(0.82) 4.45(0.60) 3.42ab(1.07) 4.22(0.68)
F value 4.005" 1.698 0.024 58317 1.136
‘p<.05, “p<.01
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Table 10. Things to consider when purchasing bras according to wearing time

. Price Brand Size Design Trend
Wearing time
Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
All day 4.07(0.75) 2.65a(1.23) 4.21(0.75) 3.58(0.82) 2.26(1.25)
During daytime 3.91(0.68) 3.13b(0.87) 4.30(0.69) 3.54(0.93) 2.37(1.05)
While out 3.92(0.74) 2.86ab(1.06) 4.28(0.63) 3.48(0.90) 2.23(1.11)
F value 1.022 2.851" 0.284 0.282 0.293
. Color Material Comfort Shaping Activity
Wearing time
Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
All day 3.75(0.83) 3.84(1.00) 4.53(0.60) 3.49a(1.10) 4.42(0.63)
During daytime 3.72(0.83) 3.91(0.83) 4.43(0.66) 3.74b(0.88) 4.15(0.74)
While out 3.54(0.94) 3.87(0.78) 4.45(0.61) 3.30a(1.08) 4.28(0.70)
F value 1.625 0.085 0.420 36127 2.164

'p<.05
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Table 11. Satisfaction with buying bras by M and Z generation

) Price Brand Size Design Trend
Generation
Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
M 3.39(0.88) 3.56(0.84) 3.90(0.77) 3.64(0.96) 2.86(0.97)
Z 3.32(0.86) 3.50(0.88) 4.06(0.76) 3.89(0.97) 2.92(0.97)
t value 0.692 0.488 -1.552 2335 —0.477
. Color Material Comfort Shaping Activity
Generation
Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
M 3.84(0.81) 3.86(0.78) 4.00(0.76) 3.16(0.96) 3.95(0.74)
z 3.99(0.83) 3.96(0.81) 4.06(0.76) 2.86(1.01) 4.19(0.73)
t value ~1.416 -0.977 ~0.580 2381 -2.504"
) Coordinate Fit Satisfaction
Generation
Mean(S.D) Mean(S.D) Mean(S.D)
M 3.75(0.83) 3.72(0.74) 3.95(0.80)
Z 3.94(0.80) 3.82(0.85) 4.06(0.83)
t value —-1.889 -1.016 -1.067
p<.05
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Table 12. Satisfaction with the purchase of wired or wireless bras
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. Price Brand Size Design Trend
Wire Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
Wired 3.29(0.88) 3.68(0.81) 3.86(0.78) 3.85(0.77) 3.06(0.92)
Wireless 3.40(0.87) 3.44(0.87) 4.03(0.76) 3.67(0.88) 2.77(0.98)
t value -1.020 2236 ~1.784 1.587 2357
Wire Color Material Comfort Shaping Activity
Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
Wired 3.92(0.84) 3.74(0.81) 3.89(0.76) 3.32(0.87) 3.82(0.74)
Wireless 3.89(0.81) 4.00(0.77) 4.10(0.75) 2.85(1.02) 4.19(0.72)
t value 0.250 ~2.540" -2.220° 3797 3857
) Coordinate Fit Satisfaction
Wire
Mean(S.D) Mean(S.D) Mean(S.D)
Wired 3.80(0.79) 3.79(0.72) 3.72(0.89)
Wireless 3.84(0.84) 3.74(0.83) 4.15(0.72)
t value -0336 0.493 40437

p<.05, “p<.01, p<.001



Table 13. Satisfaction with the purchase of lace or no lace bras
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Lace Price Brand Size Design Trend
Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
Lace 3.26(0.87) 3.65(0.89) 3.96(0.79) 3.81(0.86) 2.88(1.07)
No lace 3.41(0.87) 3.48(0.84) 3.97(0.76) 3.71(0.84) 2.89(0.92)
t value 1.236 -1.450 0.084 —-0.875 0.770
Lace Color Material Comfort Shaping Activity
Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
Lace 3.88(0.86) 3.79(0.82) 3.98(0.80) 3.40(1.01) 3.95(0.73)
No lace 3.92(0.80) 3.96(0.78) 4.05(0.74) 2.86(0.93) 4.10(0.75)
t value 0.402 1.610 0.691 41517 1472
Lace Coordinate Fit Satisfaction
Mean(S.D) Mean(S.D) Mean(S.D)
Lace 3.79(0.82) 3.71(0.73) 3.84(0.83)
no lace 3.85(0.82) 3.79(0.81) 4.06(0.80)
t value 0.569 0.705 2.064"
p<.05, “p<.01, p<.001
Table 14. Satisfaction with the purchase by bra size recognition
. Price Brand Size Design Trend
Size Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
Accurately know 3.36(0.90) 3.67(0.86) 4.03(0.75) 3.80(0.82) 2.90(0.98)
Don't know 3.36(0.80) 3.15(0.73) 3.79(0.81) 3.59(0.89) 2.82(0.93)
t value -0.015 47457 2234 1.720 0.622
) Color Material Comfort Shaping Activity
Size Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
Accurately know 3.99(0.80) 3.95(0.79) 4.04(0.78) 3.13(0.97) 4.04(0.75)
Don't know 3.65(0.83) 3.79(0.80) 3.97(0.70) 2.76(1.01) 4.08(0.75)
t value 29737 1.401 0.670 2645 -0311
Size Coordinate Fit Satisfaction
Mean(S.D) Mean(S.D) Mean(S.D)
Accurately know 3.88(0.81) 3.86(0.75) 3.99(0.82)
Don't know 3.70(0.84) 3.48(0.81) 3.98(0.79)
t value 1.546 3427 0.084

'p<.05, "p<.01, "p<.001
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Table 15. Satisfaction with the purchase of bras by place of purchase

Price Brand Size Design Trend
Place of purchase
Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
Online shop 3.38(0.85) 3.46(0.83) 3.93(0.75) 3.69(0.85) 2.82(0.90)
Offline shop 3.29(0.92) 3.71(0.90) 4.03(0.83) 3.89(0.81) 3.04(1.08)
t value 0.819 —2.164° -0.917 -1.774 —-1.686
Color Material Comfort Shaping Activity
Place of purchase
Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D) Mean(S.D)
Online shop 3.89(0.79) 3.81(0.76) 4.00(0.73) 2.99(0.94) 4.05(0.71)
Offline shop 3.98(0.83) 4.06(0.85) 4.04(0.82) 3.13(1.08) 4.04(0.82)
t value -0.803 -2361" -0.363 -0.975 0.098
Coordinates Fit Satisfaction
Place of purchase
Mean(S.D) Mean(S.D) Mean(S.D)
Online shop 3.79(0.82) 3.70(0.79) 4.01(0.76)
Offline shop 3.91(0.81) 3.90(0.77) 3.94(0.92)
t value -1.075 —-1.890 0.628
p<.05
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