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A Study on Sociocultural Attitudes toward Appearance and Clothing
and Cosmetics Purchasing Behaviors of Male Consumers
- Focused on Comparative Analysis between 20s~30s and 40s~50s -

Mi-sook Lee'
Dept. of Fashion Design & Merchandising, Kongju National University; Kongju, Korea

Abstract: The purpose of this study was to investigate the differences of sociocultural attitudes toward appearance, cloth-
ing and cosmetics purchasing behaviors according to male consumer’s age group. The research method was survey and
subjects were 656 male consumers. The results were as follows. First, three factors (appearance importance awareness,
appearance internalization, and slimness importance awareness) were emerged on sociocultural attitudes toward appear-
ance. Young age group showed higher level of appearance importance awareness and internalization than middle age
group. Second, there were many differences on clothing purchasing behaviors by age variable. Young age group more
importantly considered psycho-social purchasing motives, aesthetic selection criteria, and the internet as information
source and purchasing place than middle age group. Whereas middle age group more importantly considered practical pur-
chasing motives, practical selection criteria, and store display & salesman as information sources, and fashion outlet as
purchasing place than young age group. Third, there were also many differences on cosmetics purchasing behaviors by
age variable. Young age group used more and various cosmetics, and they more importantly considered skin improvement
as purchasing motive, skin suitability and price as selection criteria, the internet as information source and purchasing
place than middle age group. On the other hand, middle age group generally used fundamental cosmetics, and they more
importantly considered skin protection as purchasing motive, quality as selection criterion, TV and store display & sales-
man as information sources, and discount store and cosmetics speciality store as purchasing places than young age group.

Key words: sociocultural attitudes toward appearance (2] =9 th3dt AFS]E3}4] Bl %), clothing purchasing behaviors (2]
Eu)3)5), cosmetics purchasing behaviors (3F33%vl3)%5), male consumers (84 2:H]A})
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Aol o8l & d7e] FdxzE A=A, 99

2k QIFEAA 542 Table 134 2t}

A4S A EH, QM= 2000(24.4%), 300H(24.8%),
40t (25.6%), S0T0(252%) & AHE IE BEIXE Hon,
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Table 1. Subjects’ demographic characteristics

Subjects’ demographic characteristics N(%)
20~29 years old 160(24.4)
Age 30~39 years old 163(24.8)
group 40~49 years old 168(25.6)
50~59 years old 165(25.2)
] Less high school education 105(16.0)
Edlue c\:/aetllon College graduates 477(72.7)
Grad school graduates 74(11.3)
Students 99(15.4)
Office work 267(41.6)
Specialized work 36(5.6)
og:ﬁ;a?iin Management/administrative work 67(10.4)
Sales/service work 80(12.5)
Production/technical work 71(11.1)
Inoccupation 22(3.4)
) Not married 280(42.7)
I\z‘t’;z’; Married 361(55.0)
Others(divorce, bereavement) 15(2.3)
Less than 2,000,000 won 138(21.0)
Household 5 400, 000less than 4,000,000 won ~ 289(44.1)
(pelrnzozfmth) 4,000,000~less than 6,000,000 won 140(21.3)
Over 10,000,000 won 89(13.6)
Less than 200,000 won 144(22.0)
Pocket mony 200,000~less than 400,000 won 289(44.1)
(per a month)  400,000~less than 600,000 won 92(14.0)
Over 600,000 won 130(19.8)

teksloitl. AN = 7]1E(55.5%) nE42.7%)°] Hls=g
BEYXE 233, 4 7HASS 2009-9~40091] T19H44.1%)
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41 o] R it AlElESH By AT ot
gt o)zt U=AE golrr] L3l rests AAIS F3f, o=
84 A4 2265, p<01)3} 2% WH3} 290 (=4.55,
p<001plA BAFHOZ fofst zlo|7} e A= Yepyr).
olgigt Azhs WAdel o= g AEEsH Hlee AEy
o bl fojgh zfelrh Itk ¢k Nam(2010)0] A2 e}

TAEAE A ER, 20300 H/o] 4050tH HIET 2=
o] TS o = dAsL ARlon, AEH R AAE T
A7 ARle] s Hslehs A% B3 o w3t 2
23 ol2|g Aol wE Aol= ke AHHE W IR F&

14 B st 890eiM & o 2 Ao= yEpth
A 20300) w30 4050t) B ET RS FAISIAL o
Al M e ARle] TR WelEe] YHslels el
dhHoz Ate S & F 9

T 4050t Hge] A Haghs AuEE rFe
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o 19.87%2] AHES HAX AEEE 7302 YEET g
Table 2. Dimensions of sociocultural attitudes toward appearance
Fact Ei .
Factors Items acvor '8 Variance  Cronbach’ a
loading  value
Appearance importance Appearance is very important in order to be successful in these days. .84 194 25.03 74
awareness Today, keeping in-shape is very important to be successful. .83 ' (25.03) '
I do not want to look like a model in a fashion magazine.* 18
Appearance 1 some?times compare my appearance with fashion models or famous .76 2314
internalization entertainers. 1.83 @8.17) .69
The people on TV or movies makes me want to be like them. .59 ’
I wish my body figure looked like models or entertainment on mass media. .55
Slimness Most people think “the slimmer the better”. .89 165 19.87 7’
importance awareness Apparel looks better on a slim body. .83 ’ (68.04) ’

* Reverse score item
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Table 3. The sociocultural attitudes toward appearance by age groups

20s~30s 40s~50s

F
actors M(SD) M(SD) t
A i -
ppearance. Importance 3.87(65) 3.78(.58) 265
awareness
Appearance internalization 3.39(.66)  3.15(56) 455

Slimness importance awareness 3.36(.86)
T p<01, T p<.001

327(77) 141

42, olETHYS

491 el SRS Pols] Sla Pk, AE
Hep)E, o) Ane, Poigd, Topulg, LB 9
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Table 4. Clothing purchase motive, selection criteria, information source
and purchase place by age groups

20s~30s  40s~50s
F(%) F(%)

112(16.5)  92(14.5)
205(47.7) 225(52.3)
80(11.8)  44(7.0)
61(9.0) 98(15.5)

Clothing purchasing behaviors

Change in fashion trend
Change of season
Stress reduction or recreativeness

Change of body shape

Purchase
motives Identification with entertainers 28(4.1) 1422
Advertisement of store display 87(12.8) 81(12.8)
Effects of people around you 93(13.7) 72(11.4)
Threadbareness or damage of
clothing 8 1319) (1.1
Design 253(21.2) 210(19.1)
Color 139(11.6) 45.5(10.5)
Fabrics 79(6.6)  84(7.6)
Fitting 125(10.5) 103(9.4)
~ Quality 121(10.1) 155(14.1)
Sreli::m Trend S5(46)  44(4.0)
Price 213(17.8) 206(18.7)
Fame of brand 62(5.2) 44(4.0)
Easy of laundry and management 35(29) 48(4.4)
Variety of use of wear 45(3.8)  54(4.9)
Coordination with owned clothes 69(5.8) 36(3.3)
vV 77(9.5)  78(10.1)
Fashion magazine 67(8.2) 36(4.7)
Internet 224(27.5) 168(21.7)
Information Salesman 41(5.0)  56(7.2)

sources 91(11.2)  82(10.6)
100(12.3)  82(10.6)

140(17.2) 172(22.3)

Friends & family
Other’s appearance
Store display
One’ own purchasing experience 74(9.1)  99(12.8)
154(19.6) 135(17.5)
111(14.1) 126(16.4)
Internet shopping 220(28.0) 116(15.1)
Purchase TV home shopping 172.2)  51(6.6)
places 184(23.4) 208(27.0)

Department store

Selling agency of franchise

Fashion outlet

Discount store(ex. E-mart,

Homeplus) 43(5.5)  95(12.3)

Non brand store 56(7.1) 39(5.1)
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Table 5. Clothing purchase price, shopping frequency, and purchase companion by age groups

Clothing purchasing behaviors 22;(}30 s 4(2;(;5)0 s r
Less than 100,000 won 158(148.7) 144(153.3)

Purchase prices 100,000~less than 200,000 won 140(147.7) 160(152.3) 2.18
Over 300,000 won 21(22.6) 25(23.4)
Once a season(3 month) 110(127.5) 149(131.5)

Shopping frequencies Once a month 151(141.8) 137(146.2) 8.63"
Over twice a month 58(49.7) 43(51.3)
By oneself 91(97.0) 106(100.0)

. (:;C;‘iis Family & relatives 99(148.7) 203(153.3) 11657

Friends & colleague 129(73.4) 20(75.6)

O: Observed frequency, E: expected frequency
p<.05,  p<.001
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Table 6. Cosmetics use item, purchase place, and information source by
age groups

20s~30s 40s~50s
F(%) F(%)
Fundamental cosmetics(skin, lotion) 301(14.9) 318(17.5)
Sun block 221(10.9) 244(13.4)
117(5.8) 52(2.9)
125(6.2) 99(5.4)

Cosmetics purchasing behaviors

BB cream & foundation

Essence, nourishing cream

Eye cream 36(1.8) 20(1.1)

Functional cosmetics 79(3.9)  68(3.7)

Powder or compact 12(0.6) 9(0.5)

i[tjesrfls Eyebrow pencil, or eyeliner 13(0.6)  5(0.3)

Lipstick, or lip-gloss 33(1.6) 19(1.0)

Cleanser 261(12.9) 178(9.8)

Exfoliants of face and body 115(5.7) 68(3.7)

Shaving products 228(11.3) 290(16.0)

Deodorant 261(12.9) 41(2.3)

Perfume, shower cologne 179(8.9) 174(9.6)

Body lotion 218(10.8) 233(12.1)

Department store 117(16.1) 84(12.1)

Internet shopping 193(26.6) 144(20.7)

Discount store(ex. E-mart, Homeplus) 120(16.6) 179(25.8)

Purchase TV home shopping 24(3.3) 36(5.2)

places  Speciality store(ex. Beaute, Olive 132(1822) 155(22.3)
young)

%rlzr;;ic eszﬁge;()ex. Missha, innisfree, 17316.1) 79(11.4)

Duty free shop 22(3.0) 17(24)

vV 85(12.7) 99(14.2)

Magazine 35(5.2) 24(34)

_ Internet 204(30.4) 195(28.1)

Information ¢ - an 6509.7) 82(11.8)

sources

Friends or family 142(21.2) 132(18.9)
67(10.0) 89(12.8)

73(10.9) 75(10.8)

Store display

One’ own purchasing experience
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Table 7. Clothing purchase motive, selection criteria purchase price, and purchase companion by age groups

. . . 20s~30s 40s~50s 5
Cosmetics purchasing behaviors O(E) O(E) X
Skim protection 171(195.6) 219(194.4)
Self satisfaction 35(39.1) 43(38.9)
Purchase Social face 1109.5) 8(9.5) 46,07
motives
Skim improvement 86(54.7) 23(54.3)
Advice of others 9(13.0) 17(13.0)
Quality 74(85.1) 96(84.9)
. Price 59(53.6) 48(53.4)
Selection Skin suitability 127(1152) 103(114.8) 8.38
criteria
Functionality 29(33.6) 38(33.4)
Fame of brand 5(6.5) 8(6.5)
Less than 50,000 won 251(247.6) 252(255.4)
Purchase
prices 50,000~less than 100,000 won 57(62.5) 70(64.5) 2.07
Over 100,000 won 11(8.9) 7(9.1)
By oneself 145(140.8) 141(145.2)
Purchase Family & relatives 94(129.5) 169(133.5) 58.89™"
companions
Friends & colleague 80(48.7) 19(50.3)

O Observed frequency, E: expected frequency
p<001
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