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A Study on the Purchase Status of Athleisure wear and Consumers’ Dissatisfaction
with Online Shopping Post-COVID-19

Eui Kyung Roh'

Korean Council for University Education; Seoul, Korea

Abstract: This study analyzed the purchase status of athleisure wear and consumers’ dissatisfaction with online shopping
post-COVID-19. The target population comprised female consumers in their 20s to 50s who are interested in exercise
and fashion. The study investigated differences according to age. It was found that athleisure wear was purchased once
every two to three months and used as sportswear and/or daily wear. Purchase information was obtained via the Internet,
and purchases were made online. Design, price, wear sensation, and textiles were the most important selection criteria,
and T-shirts and leggings were the most frequently purchased garments. Additionally, textile characteristics such as mois-
ture-absorbing and quick-drying as well as elasticity were evaluated as important. Online shopping of athleisure wear has
increased since COVID-19 due to the time savings, low price, opportunity to compare several products, and delivery con-
venience. However, consumers were dissatisfied due to the differences between the screen image and the actual product,
the inconvenience of returns, exchanges, and refunds, the lack of product information, product quality, and delivery. Fur-
thermore, it was found that pursuing value of athleisure wear differed according to age. Consumers in their 20s and 30s
required athleisure wear with the characteristics of sportswear and daily or urban wear and those in their 40s and 50s
required garments with good performance as sportswear. Based on consumer feedback, it is necessary for manufacturers
to provide product information that can improve product reliability.
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A} oAl A FHE 2 d 5 A4S 4TS B
ST}, Polaris markets research2021)= # AlA]l o&dA Al
F TEE 2021 2,888 4,000 € E, 2020~20293 F
o} O:]ELF,L 8.2% Mx}a Zvﬂi cq]/\l- ].03\\:}

FZ1H9 o]AHE] o]AH 2 (e-commerce, electronic commerce)
= W, vt AlFe] A, 7H HlaL 5o ARoR o
n fE BEoA thhZ 2] #A9kt). eMarketer(2019)0] wh
29 20199 A AA olFAHE mlEe 3% 53009 dEE A

d oiH] 18% S7HITE o ANFH oA U= frEdl
o] Mshk= F21H95 gl 7RI ATl /1% B
i 2H] s oA w2 AT A&ERlen, s Bl 2
29 {F3AEe Edert exeRjlo 2ERIeR SAZT
AR Agel mE =l 2Rl £ A2 20214 oF
1922 89469 Yoz, Hd thv] 21.0% Z7FITH(‘Online
shopping trends’, 2022).

SARE o|AMAE B3 uiE SV A A AR
7t AR oAttt miEo] soldE RIFERE §
7 F7keiAnt. o)A Be Fulle shH onR|o)] ojEs}
M AEFS AAZ gl 9 28 5 Qirk. s ojw]A|e} A

Al AFe] 2o, FFAE theh F=53} FA o] Allo] ¥
o] Zm|Rte] BriEo] F7lslar, old gk EAlEo] sjAEA

ol MEEELE THl AkSSE Zlojt), e §5 - Anjr|Eo]
WAl Eok ¥ AR Q18] AmHA7E FEslor sk v
o] AF W7t 66%el Eote A= Arh(Kim, 2022;
Kim et al.,, 2013; Kwon, 2023).
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29 fsuAgole] 2nASS 20~30t) ool
40~50t o/t o2t FA7HA] 23 ‘:}. SEAINE oS A]
fllo] APgellA] oJH3] ool FE AH|Folt) olx iAol T
AR FAET A o B S 7, 971 HEe]
oge] A= gl IEYX Sgd] gt %‘047} *7}o}¢ EH
A B wisl) nhE °H’“Eﬂxi°ll°1«1 AFE
i, Olﬂtﬂ’\«l e Qe vhrst AlFH i %‘9] He
Aelel GA "2 e R Halgy] wEeld).

e S FA e 4|
)

o
s
=2
R

2o

jus)
i)
Av)
v

X &

3] 40~50th oAdS 7] e #AS T
Fo2, A7 Ad9S 98 2F 2 HEUZ A3 B
Eom, ePARl BAYEE viEoR AH] FAVL HA Ut
(Lee & Lim, 2021). 221} AA] &l A} 2212
23S TR 20~300H 04* < e R 7193k] 40~50th
de fEH Ao} AF e Al B 22l a3 A EE
73 ek

e Aol B 2] &go] o o)g A5
FEy glov F2 200 A4S IS E A7 (Lee et al,
20177+ A= o] the AR ARlgEkl digk U=,

A
o

2 o

m{o

28 e @ o) A BAH B @7} ol

olol] The Ave] AL PO A4S A7
ok, SEAonE ai»m oF wslsie S Edss),
Ahal- A% WsE wegshe esel Sl o 2l

5 o) 2 Ulil-t— 2

o]

o R4

(consumer insightys €2 4 IS 7/4\0]‘:} ’é‘—‘?—@f&—‘: EaL]
X]'«] Y=ol gl= AF AE719 8o oAl B

719 +-‘F°ﬂ Al % 2E THATFT O, B ARRE A &
=]

X4°ﬂ*1 alﬁ‘r\_ IRl Al Al v Y S Sle

% TolHE 20~ 50ﬂ1 A F =5 2w &4
10 H m— gpdez, F21}19 o)F of&e o]
92 2l o Al BRI ARl dlsl 4519 ol
sto] Z2E 2 Algie] oA glolel tist 7% A&
of, AE71E - YRRl - 28R1 el thst WEMS AL
2t

2. O|EH Hi&

2.1. ofE2Ix<lo]
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ZERIS] YiEot. 7| X =907t 1A A
=91 HEHX o] (performance wean)ZE 2= o] 3
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i Jrt. RhHol| oS Aglols FEE L ofold
=2 FA ] 2FEF GdE] A 4& 7 AUrk(Kang,
2019). °H SHAo1e] 5895 Z21H19) o3k ALS)A g ¥
slet gty FGANME W fefo] obd Fi=dE(new
normal)2 7215} Th(“Athleisure, woksle leisure”, 2021).

T8 MRS 20-300) Aol ont, AL FE Y
I 1T SR 4] S Folde golziEdw, 1%
gt 4k Xl ARSlE E971d met A ARFoZ FAlkst
AtHAnn, 2022). ALl we} ofEsaA o] AFFele
ol o]z} Qlek. 20-30t= o4 AIA| ojwA] o FE,
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31dtk(Ju et al., 2019).
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ArkLee & Lim, 2021).

Lee et al.(2017)2] Aol 20t o344S of&dAdlefe] &+
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AT} Ji20095= SHR olmXsl A AES] A Fol, A,
o)), Ae]=7} EAlEk Shict.
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Y 8Y~147EA] XS Az} APATE
(Cho & An 2021; 2019; Kang, 2020; Kim et
al., 2013; Kim & Lim. 2021; Kim & Park 2020; Lee et
al,, 2017y& vFERO g2 21319 o]F of&H A dele] ) &
g s, 2El &9 93 2 UEs, BV st 29
S =& A A 22l £ EE (“Adidas”, nd.;
“Andar’, nd.; “Xexymix”’, nd.; “Mulawear”, n.d.; “Nike“, n.
d) E 2059 Al A F NIt 28 £018 =&
™, AH|R7F MEske HAHE(Lee & Lim, 2021; Lee et al.,
2017)2 vlEre 2 AAsiT)
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Table 1. Characteristics of respondents

Categories N % Categories N %
20s 91 40.3 Office workers 74 327
30s 80 354 Full-time homemakers 43 19.0
Age 40s 20 8.8 Professionals 31 13.7
50s 35 15.5 Student 24 10.6
High school 20 8.8 fob Services 20 8.8
Education College 47 20.8 Sales 15 6.6
University 147 65.0 Managers 11 49
Graduate school 12 53 Others 8 35
Online shopping experience for athleisure wear 226 100.0

Table 2. Purchasing behavior of athleisure wear

Categories Total 20s~30s 40s~50s
N % N % N %

Sportswear - daily wear 90 39.8 73 42.7 17 30.9
Sportswear 47 20.8 26 152 21 38.2
Sportswear - urban wear 35 15.5 33 193 2 3.6
Daily wear 16 7.1 12 7.0 4 73
Use Sportswear -urban wear- daily wear 15 6.6 8 4.7 7 12.7
Urban wear-daily wear 12 5.3 10 5.8 2 3.6
Urban wear 11 49 9 53 2 3.6

Total 226 100.0 171 55

Fisher's exact test 273"

Once every 2~3 months 100 442 91 532 9 16.4
When needed 53 235 28 16.4 25 455
Once every 6 months 49 21.7 34 19.9 15 27.3
Purchase frequency Once a month 14 6.2 12 7.0 2 3.6
Once a year 10 44 6 35 4 73

Total 226 100.0 171 55

r 3093

Internet 146 34.8 103 312 43 47.8
Friends & colleagues 80 19.0 67 20.3 13 14.4
Shop display 70 16.7 55 16.7 15 16.7
Purchase information Purchase experience 60 14.3 49 14.8 11 12.2
(multiple responses) Newspapers - magazines 32 7.6 30 9.1 2 22
TV -radio 17 4.0 14 42 3 33
Pampbhlets - catalogs 15 3.6 12 3.6 3 33

Total 256 100.0 208 48
Internet - mobile shopping mall 185 46.4 145 46.2 40 47.1
Outlets & large marts 99 24.8 78 24.8 21 247
Brand shop 52 13.0 41 13.1 11 12.9
( :1 lfﬁfpfrﬁ?;fﬁii) Department store 32 8.0 24 7.6 8 9.4
Home shopping 29 7.3 24 7.6 5 5.9
etc. 2 0.5 2 0.6 0 0.0

Total 399 100.0 314 85

Hxx

p<.001
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o] w}a} FAHCE Fefgt xfol7} LR Th(Fisher's Exact
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Fig. 1. Athleisure wear's increase in number of purchase after COVID-19.
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o Farel %ﬂHoV’iB‘r 53], 40~50t= 71l Hols
WA A wiste} HYE 58 I; A4S AA =,

3} AR %3015‘:&*1 2%
S7F17] wEol(Lee & Lim, 2
2 AMgshE Hlgo] =4t

e A gofe] FuiRHe| et thEsFEAS AAS 2
7, Table 29} Zth. F2 Ul A (34.8%)0 2 TP RS
FRsIen, ol9dl= G AR 97A(19.0%), 3 t=F
#01°(16.7%), ‘A Tl A E(14.3%), AlE-FR]°(7.6%),
TV 2 2°(4.0%), “HE2 - 7FEE1(3.6%) o= Uit

20~30tE eIl A (31.2%) S Al 217°(20.3%)
o7 FHEE FHEI0H, 40~50ET) TRkl iR
E o] &3tk HhEel 40~50the F2 QEY AA°(47.8%)
o7 A RE 3530tk Lee and Lim(2021)2] A+ A3}
o} fAlslH, &‘4—19 o]F 40~50the] QIEYl AME o]8-gh
TR S HojE)

R R E %Luﬁﬁifﬂl 03] te-sHEAS AAe 4
} F2 <leyl-muled 2B Ed64%)eIA Fajsiaen, ©}
el - HF AP (24.8%), ‘A Fo Has HER
(13.0%), ‘N3 (8.0%), T3 ’(7.3%), 7IEP(0.5%) o2
YERSTH(Table 2). Aol we 2ol A<l gldith =24}
19 oHoll= cf&HAAAE RABUl-Eujd L& RT}E 2
TAF To BAs AR oA st o, AZuE9 o] %o
= T R EREDE QUEYl- Butd 435S o831t (Lee
at al., 2017; Lee & Lim, 2021).
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Table 3. Purchase priority of athleisure wear(multiple responses)

Categorics Total 20s~30s 40s~50s

N % N % N %
Design 143 212 112 225 31 174
Price 113 16.7 78 157 35 197
Wearing sensation 95 14.1 64 129 31 174
Textile 79 118 57 114 22 124
Fashion trend 62 92 54 108 8 45
Fit 48 7.1 37 74 11 62
Brand 43 64 33 66 10 56
Body complement 30 44 19 38 11 6.2

Swicth to the dailywear 28 4.1 15 30 13 73
Famous celebrities wear 22 3.3 21 42 1 0.6
Exchange and repair 12 1.8 8 1.6 4 22
etc. 1 01 0 00 1 06

Total 676 100 498 178
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3, TRRI(21.2%), 71 (16.7%), FH-871(14.1%), “2A°(11.8%),
“B3°(9.2%), LA (7.1%), ‘HAE(64%), ‘AA| BA°(4.4%),
LA AL 7F(4.1%), “E ZET (3.3%), -
3(1.8%), 71EP(0.1%) o2 Jebdth(Table 3). Lee and
Lim(2021)2] ATl e of&EelAdo] #u Al &R 7]1573°
< 7P $AeE JEso, B AdMe YRS 7t
F F88 BRI ol lEd A/ SalE BE
slFoEN EEO A VTR ThSst 852 AMSS)
7] $18 &mjate] Y=zt wiede Aot

Aol we ciEH A HEriEs A A3
20-300H= TIARRI(22.5%), THA(15.7%), “A84(12.9%), &
A(11.4%), F3°(10.8%) =2 S8 H7sioleh. S
AFFRel, 20-30t= 65 oleld= A= Ee 9
Ao Aet 2EAS FEE, TIRRIF FH S F
Alsle &H] sF0] YERd Zolth(An 2022). 40~50t= 7F
Z°(19.7%), TIARI(17.4%), “Z71(17.4%), A (12.4%) &
o2, FA8S 2030t 2T B FQ5HA ErFeIAT o]
o|E9] AAA B Wslel Mg BA 7118 Axfolrt. o]
o gk 2AAg =ele 4] A9 71ES Bkl e
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3, BM=(17.7%)0F A (17.6%)E 7P ol skl
CH(Table 4). o]l ‘TF -2 H=(11.6%), “FT1’(11.6%),
ANZ(10.7%), “F(10.0%), WHER(9.6%), ZAMN=’(jogger
pants, 8.6%), ‘=71 efo] ==’ (boots-cut-wide pants, 2.7%),
IEP(0.2%) o2 YERATE Lee et al.(2017)2] AellAle=
721} =7t Choi2020)e] ATollMe B2 F oF
oJdlo]grh. =19 o] F AA| WY ofoldle] Mew FU}
= HAE 2 Z29de Ao A%k 953 A=A B
oll & 22 A, e 557148 710 AF
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Table 4. Purchased items of athleisure wear(multiple responses)
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Table S. Textile priority for athleisure wear(multiple responses)

Total 20s~30s 40s~50s . Total 20s~30s 40s~50s
Items Categories
N % N % N % N % N % N %
T-shirts 113 17.7 84 173 29 191 Moistur.e absor'bing & 120 249 B3 231 37301
Leggings 112 176 8 175 27 178 quick drying
Crew - sweat-shirt 74 116 61 126 13 86 Elasticity 1o 228 73 203 37 301
Hoodies 73 114 62 128 1 72 Fiber compositions 8 176 76 212 9 173
Jackets 68 107 51 105 17 112 Hands 8 172 63 175 20 163
Tops 64 100 46 95 18 11.8 Pill resistance 52 108 43 120 9 13
Shorts 61 9.6 51 105 10 6.6 Eco-friendly textile 25 52 19 53 6 49
Jogger pants 55 86 36 74 19 125 Air permeability 4 08 103 3 24
Boots-cut*wide pants 17 27 10 2.1 7 46 Cooling 2 04 0 00 2 16
etc. 1 02 0 00 107 etc. 1 0.2 1 03 0 00
638 100.0 486 152 Total 482 100.0 359 123
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Fig. 2. Athleisure wear's increase in number of online shopping after
COVID-19.
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Table 6. Reasons to shop online for athleisure wear

) Total 20s~30s 40s~50s
Categories N % N % N %
Time savings 109 222 73 212 36 247
Low price 105 214 74 214 31 212

Comparison of several
products

Delivery convenient 71 145 46 133 25 171

Avoiding store visits due
to COVID-19

100 204 66 19.1 34 233

49 100 39 113 10 6.8

Freedom from fit due to
loose-fit and waistband 25 51 2470 1 07

Freedom from fit with

1 . 11 2 4
stretchy fabric 6 33 3 >3

Prizes * events 9 1.8 8§ 23 1 0.7
Excellent quality 5 1.0 2 06 3 21
etc. 2 04 2 06 0 00

Total 491 100.0 345 146
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Satisfaction

Athleisure wear Online shopping

Fig. 3. Satisfaction with athleisure wear and online shopping.

Table 7. Complaints when shopping online(multiple responses)
Total 20s~30s 40s~50s
N % N % N %

Categories

The difference between
the screen image and the 109 262 74 240 35 324
actual product

Inconvenient of returns,

exchanges and refunds 101 243 80 26.0 21 194

Lack of product 80 192 56 182 24 222

information
Product quality 78 188 58 188 20 185
Delivery 46 11.1 40 13.0 6 56
etc. 2 0.5 0 00 2 19
Total 416 100.0 308 108
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