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Consumer Perceptions, Evaluations and Attributes of Outdoor Wear Differentiation

Hwa-Sook Yoo
Dept. of Clothing & Textiles, University of Ulsan, Ulsan, Korea

Abstract : This study examined consumer perceptions towards outdoor wear differentiation and product attributes for
outdoor wear differentiation to develop an outdoor wear differentiation strategy. It also investigated how consumer’s eval-
uated product attributes according to consumer’s demographic characteristics. Data were acquired from a survey of 454
adult respondents aged over 20 that was analyzed with descriptives, frequency, t-test, one-way ANOVA, factor analysis,
and reliability. The results were as follows. First, it showed that consumers did not have a positive or a negative per-
ception toward outdoor wear differentiation, and they thought outdoor wear should be differentiated. Those married and
older tended to think that outdoor wear should be differentiated more than that for those single and younger. Consumer
evaluations were significantly different on the necessity of outdoor wear differentiation according to age and total income.
Second, consumers assessed that color, pattern and textiles had similar characteristics among outdoor wear brands; in
addition, brand recognition and brand image had very different characteristics. Third, product attributes for outdoor wear
differentiation were service and store, product quality, brand and popularity, and product designs with mean values of prod-
uct quality, product design, service and store, and brand and popularity, respectively. Fourth, consumers were significantly
different in the importance assessment of product attributes for differentiation according to gender, marital status and age.
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Table 1. Perception toward the differentiation of outdoor wear brands

MeantStandard Deviation

I think the product differentiation has been

3.94+1.270
achieved among outdoor wear brands.

It is necessary for outdoor wear brands to

+
be differentiated. 3341081

ofL=ofgjo] Fdaje] tjdr

o, B} H AP 2 31

Table 2. Differences among groups categorized by demographic
characteristics in the perception on the product differentiation

Variable N Mean t/F value

Married 293 4.05

Marital status -2.531*
Single 161 3.74
20's 109  3.69a"

30's 105 3.82a o

Age(Years) 6.445

40's 115 3.83a
50's 125 4.34b
X<2 million 39 3.79
2<X<2.99 million 62 3.73
Total 3<X<3.99 million 74 4.07

household  4<X<499 million 95 3.79 2204
income(Won) 5599 million 83 425
6<X<6.99 million 32 425
X=7 million 69 3.74

DScheffe test - a<b, p<.05,  p<.001
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of stk AZeke Aol e Aom vehid. = 9ol
Wi 05 BE B4 BB AT AU} IR0l IR
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o= e,
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Table 3. Differences among groups categorized by demographic
characteristics in the perception on the necessity of the outdoor wear

brand differentiation

Variable N Mean F
20's 109 551b"
30's 105 5.42ab .
Age(Years) 3.163
40's 115 5.36ab
50's 125 5.10a
X<2 million 39 5.51
2<X<2.99 million 62 5.10
Total 3<X<3.99 million 74 536
household  4<X<4.99 million 95 5.54 2.148
income(Won) 5 <599 million 83 5.08
6<X=<6.99 million 32 5.38
X=7 million 69 5.45

UScheffe test - a<ab<b, p<.05
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Table 4. Comparisons of similar characteristics and different characteristics among outdoor wear brands

Similar characteristic

Different characteristic

Item Frequency % Item Frequency %
Function 89 19.6 Function 78 17.2
Color & pattern 61 134 Brand recognition 76 16.7
Design(silhouette & form) 55 12.1 Price 71 15.6
Textiles 55 121 gﬁ;‘fgm & form) 58 12.8
Product image 54 11.9 Brand image 45 9.9
Price 50 11.0 Product image 43 9.5
Reflection of new trend 25 5.5 Textiles 18 4.0
Diversity of products 21 4.6 Color & pattern 10 22
Fit 16 35 Diversity of products 10 22
Brand recognition 12 2.6 Reflection of new trend 9 2.0
Quality of stitch or button 7 1.5 Brand reputation 9 2.0
Detail & ornament 4 0.9 Fit 8 1.8
Brand image 4 0.9 Detail & ornament 7 1.5
Number of store 1 0.2 Quality of stitch or button 5 1.1
Brand reputation 0 0.0 Number of store 5 1.1
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Table 5. Factor analysis and mean scores for the examination of differentiation attributes of outdoor wear

Factor Mean
Item

Mean Factor Eigen Variance %

Cronbach'a

(Standard Deviation) (Standard Deviation) loading value  (Cumulative %)
Store atmosphere 3.33(.841) 814
Comfortable and clean store 3.59(.780) 789
Service & store Attitude of clerks 3.65(.864) 733 31.228
M=3.61 5.933 .845
(6190) Clerks’ product knowledge 3.64(.870) 713 (31.228)
Accessibility of store 3.62(.824) .689
Undisturbedness in shopping 3.84(.763) S17
Easiness in repair, exchange and refund 4.08(.741) 719
Function of textiles 4.26(.682) 715
Pmdl\l;&?:amy it 423(653) 662 2.298 12.094 796
(4741) Quality(stitches, finishing touches) 4.16(.653) 621 (43.322)
Texture 4.16(.626) 613
Diversity of products 4.17(.682) .540
New style 3.04(.918) 798
Brand & Brand cognition 3.39(.886) 792
pl‘\’fia;‘;y Popularity 3.24(.858) 786 1.960 (;22;; 812
(.6488) Brand reputation 3.49(.861) 747
Detail & ornament(button, zipper, pockets) 3.63(.764) 462
Product design Design(silhouette & form) 4.04(.665) 812 1.145 6.026 08
M=4.01(.6210)  Color & pattern 3.98(.697) .806 (59.664)

KMO=.849 Bartlett's 7'=3614.319 (p-value=.000)
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Table 6. Effects of gender on the differentiation attribute factors

Factor Variable Mean sp”

t value
Male .0289 1.0209
Service & store Gender 614
Female -.0287 9801
) Male -.0459 1.0530
Product quality Gender
Female  .0455 9446
Male -.0044 1.086
Brand & Gender -.095
popularity Female .0044 9833
) Male -.1400 1.0017 "
Product design Gender -2.997

Female  .1388 .9808
D: standard deviation, **p<.01

Table 7. Effects of marital status on the differentiation attribute factors

Factor Variable Mean sp”

; Single  -.0042 1.0405

Service & store Marital g -.088
status  Married  .0043 9801
Marital  Single  -.0844  1.0752

Product quality -1.346
status  Married  .0479 9563

Brand &  Marital  Single  -.1343  1.1029
popularity status  Married 0751 9340
] Single 1973 1.1157 "
Product design Marital ¢ 3.143
status  Married -.1088 9164

D: Standard deviation, p<.05, = p<.01

t value

2.036"

Table 8. Effects of age on the differentiation attribute factors

Factor Variable Mean sp” F value
20's .0275 1.0628
30's -.0570 1.0337
Service & store  Age 158
40's .0047 9053
50's .0195 1.0078
205 -0779@ab)®  1.0530
) 30's -.1890(a) 1.0694 -
Product quality Age 3.921
40's -.0127(ab) 9371
50's .2384(b) .9098
20's -.2069 1.1871
30's 1182 9665
Brand & =) o 2375
popularity 40's -.0050 9592
50's .0857 8598
20's .2753(b) 1.1325
) 30's -.0243(ab) 1.0096 -
Product design Age 4215
40's  -0498(ab)  .8946
50's -.1737(a) 9193

D Standard deviation, . Scheffe test - a<ab<b, **p<.01
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