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Abstract This study aims to examine the college students experience and intention to purchase organic clothes
according to their lifestyle as the most promising consumer class in future. First, it was found that their experience
to purchase organic clothes according to the subjects demographic characteristics showed significant differences in the
categories of gender, age, related major, pocket money and income from except their residential areas. Second, factor
structure analysis of their lifestyles was conducted and the factors analyzed were divided into “well-being orientation”,

» CLINTS

“pursuit of changes”, “eco-friendly view”, “trend innovation”, and “conservative security”. Third, the present study
examined differences in sub-dimensions of lifestyle characteristics such as “well-being orientation”, “pursuit of

changes”, “eco-friendly view”, “trend innovation”, and “conservative security” depending on their experience or
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non-experience to purchase organic clothes and found that “well-being orientation”, “pursuit of changes”, “eco-friendly
view”, and “trend innovation” were higher in the group with experience to purchase organic clothes than in that with
non-experience and it was known that all sub-factor groups including “well-being orientation”, “pursuit of changes”,
“eco-friendly view”, “trend innovation”, and ‘“conservative security” had a significant influence on intnetion to

purchase organic clothes.
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Table 1. Demographic Characteristic

Frequency
Research N %
targets characteristic

male 187 32.6
Sex female 3% | 674
21 below 325 56.7
Age 22 - 23 179 31.2
24 up 69 12.0
Major of yes 312 54.5
clothing no 261 45.5
Seoul 123 21.5
A residential Gyeonggi-do 321 56.0
district Chungcheong-do 35 6.1
Jeolla-do 94 16.4
200,000won below 117 20.4
Pocket 200,000-300,000won 173 30.2
money 300,000-400,000won 143 25.0
400,000 won up 140 24.4
2,000,000won below 227 39.6
2,000,000-4,000,000won 198 34.6

Income
4,000,000-6,000,000won 76 133
6,000,000 won up 72 12.6
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Table 3. Factor analysis of consumer's lifestyle

A EALe] IFEAA B wEl 27t o] F{A
Fo FulEdge] zfele} FAM AL who] ZAER S
BA1817] Ssko] Bl #(2005)[25], B41F(2009)[26]¢]
AYATE BEUZ 14519

ZAMWXH E}OP*E}"‘«I 9 aQs B3y

Questions Fact_or Eigen T_Ot?l Cumulative Cronbach a
loading value variation
Factor] well-being orientation
I prefer organic products in spite of their high price. 737
I purchase organic products after weighing the pros and cons. 734
Organic products are needed for my health 715
I prefer eco-friendly product and E-mark certification product. .632
1 promo'te' the benefits of ec'o'—frlendly products af:tlvely. .630 8278 26.705 26.705 876
I am willing to pay for additional cost to eco-friendly products .627
Organic products are needed for myself and my family. .570
I use recycled products actively. 564
Consumption of organic products is for self-satisfaction 537
I take in organic food steadily 527
I prefer the products made by eco-friendly companies 510
Factor2 pursuit of changes
I like to see continuous changes 780
I like experiencing something new 776
When I feel something bored, I love to look for something new and strange 759
I looking for something new idea and experence always 733 3.840 12.388 39.092 .871
I like a job which offers change and diversity in a risk .701
I have much interest in TV, newspaper and magazine which have a lot 652
of fashion information
I focus on fashion rather than on comfort when I buy a dress .550
Factor3 eco-friendly view
I bring a shopping bag with me when I shop 729
Purchasing eco-friendly products practices social responsibility 677
I separate trash thoroughly although it bothers me .652 2.052 6.618 45.710 795
I make efforts to reduce using disposables .624
I am sensitive to environment-related information (newspaper, news, etc.) .583
I have my own living habit for saving energy .529
Factor4 trend innovation
I usually purchase a new style dress first 789
I enjoy trying a new style dress earlier than others 758 1.569 5.063 50.773 .837
I offer a new style dress information to others around me .698
I am often asked to give advice of a new style dress. .673
Factor5 conservative security
I like to continue something usual rather than try something new 758
- 1.221 3.938 54.711
I purchase a new style dress after confirming others' responses 755 .602
I prefer daily routines to unexpected life filled with changes .585

3091



A=A 71Ee 8] =2 A A6l AsE, 2015

7] 8k QQ1E4](Factor Analysis)¥} =] L34
= 2sk7] Slste] A1) 415(Cronbach's a)& 24
kot 2Ab A ghol ~Ekd 54 et i
g R Hid e Aete) Apole] A v gto]ZERe
o 53 we ebe elfAlEel tEk Pl Es
Al flete ttests AABHRl oM, ZAMEAR] <l
TEAA S0l uh gholZ ~EpAtolE ot
fate] ttest, UUEATTEA (one-way ANOVA)S 3151

om AFE 0 2 Duncan testES XS

4.1 ZMUAXIC| QTREAN EMut 2Tt
O|FHIE FOHZERS XI0|
2Abdte] ATEAH B4 ket g Eel 1
b QEAE dohir] gia) FulA Y N TA R F
woz TR ATEAY S0l mel e
Aletem 1 A3} Table 29 2t} Table 291 A4
uhsh o] A% Aol metAE folEA e Ao
LR o AH(x’= 4221677, A8 (x7=26.513"),
AR T(x7=24.966"), SE(x= 12.5147), FU(x
= 122257)oll M= AL o3 Aol7h Y AoR

(e}

o, mN

u

o)

veh
o7 SRAFES Fuld Aol gl WeelAE
o gnl o] Ml g} gkort Tl FPel g A
Sl elut giol o e 2
ol 224 ool FulEgHgo o
olatol ] FulRel i Mol we Aow ey
oh SgRAAFAAE o3t BAE TS B P
o Fuh3Y ol gkom ol guel 43S A %
uAel gz ulge] ek olawa
o

P SR A g gt o

!

(e}

N o 2 ool rlo
ozié\IOlﬂEEEN
U AN U el ey
o = e
rir E N 2
B N—>':‘_‘
S 2 o
(AN ey
o T to
o = T N
_,r_{n
o> o [
£E_t{0
2
fo R =
NSNS
TS
TN =
o i o
PP ooy
n{kl
lo,
-
=
o
o
o

Eﬂ—ur{O
o =

S
24
ofo o

o

o
o
k1
2 ]
2
oo
it
o
N
g
)
B{il
to
X
1%
1o
Ju
2
o
1o
-
2

X,

CON
o
£
it
v
o
3L
&
&
jine
=2
>
rir
i
S
b
(o))
S
S
a=h
o,

fo I wo
X 4 oo

N
-

Table 2. Purchase experience of organic clothing products (N=573)
F
requency Purchase experience Non-purchase experience
Research X2
- N(%) N(%)
targets characteristic
male 26(13.9) 161(86.1)
S 42.216
X forale 184(50.3) 192(49.7)
21 below 77(23.7) 248(76.3)
Age 22-23 82(45.8) 97(54.2) 26.513"
24 up 25(36.2) 44(63.8)
128(41.0 184(59.0 s
Major of clothing [ @10 (590 24.966
no 56(21.5) 205(78.5)
Seoul 44(35.8) 79(64.2)
A residential Gyeonggi-do 90(28.0) 231(72.0) 7,000
district Chungcheong-do 11(31.0) 24(69.0) '
Jeolla-do 39(41.5) 55(58.5)
200,000won below 44(35.8) 79(64.2)
Pocket 200,000-300,000won 90(28.0) 231(72.0) 12514
money 300,000-400,000won 11(31.0) 24(69.0) ’
400,000 won up 39(41.5) 55(58.5)
2,000,000won below 57(25.1) 170(74.9)
2,000,000-4,000,000won 65(32.8) 133(67.2) .
Income 12.225
4,000,000-6,000,000won 34(44.7) 42(55.3)
6,000,000 won up 28(39.0) 44(61.0)
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Table 4. Purchase experience of organic clothing products (N=573)
Purchase experience ) (%)
Purchase experience 184 33
No-Purchase experience 389 67
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Table 5. Life style and Purchase experience (N=573)
Factor Purchase experience | b hase experience Non-purchase experience t-test
Well-being orientation 3.135 2911 4812
Pursuit of changes 3.464 3.264 35727
Eco-friendly view 3.299 3.138 3.085"
Trend innovation 3.039 2.855 2.878"
Conservative security 2.848 2.779 1.263
o o7k oFAlE W] Qlvtm ©I SHEAE EoA R HAFE Yeith & o0l JRAES T
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UTA| LolR A} t-testE A AISFITE Table 5o UHE}
W A3 o] BQEH S A9e «dWR|, st 425 ZANHAXL ARSAHH E4ut 2tojZA
T, “RIBA T, Y Alro] e7be SRFAlE T Etd 42| x}0]
ARG vl A 2 fogt xol & eI Qb SRAlE Al AR I EAA &
th <A RS ETEr, <BAPF, fald Ao mE go|ZaEtde] AolE AT RI] 9]
AE ook oFAES FaiAERGe] Bl AY ttesto} AUFAHEAS AABIA oM 1 AF= Table
ARy =4 Jebdsd, ole oY JFAES + 739 2ok
gk Aol gle AR gto] iz B E4do] T “dr) A2 o] (P<.01) <} A5 A 2(TTP<.001)9l
YA A o] st Aol Ao FAHA A {3 2pol7t UEhsk o whebs 22-2341¢] At
AR 7S 7R AE & 4 vk 3 o0k oF AYelA Ax ole tistR Tl A TpA s
A e B_AE o 2 Qd8ta gev o7d 7P B Uehg) il Lol (P<05), o4kt
AJFAE Trle] Fad aglel Hi gl AL & 5 AAE(TP<001), AFAA(P<05), LE=("P<01), 4
At FACTP<00D)M FrelE 2hol7} vrEltom ulelA
244 ool o AT AR ALA A A
424 274 CFHE FUHZEE ¥ HIF Y lon 40t o] &=t 6003 o] o] o]
o} Fofe|E=2 X|o] AE o] MgtFA9) 7S 7S = UERTh
27FY oFAEY FelE el uhel 5 Ful e = “AERFY = ol(P<05)olA] F2l3 2po]S Liet
ZJol7} PERS dolry] Y3 ttestS AAF 1 Wow 22- 234]9] A Huto] A el <3
A3} Table 631 2tk @7h FulA@e] Qi Aeo]  FANE HoI(P<05), S1BRART(TP<001), 7154
Tl gel gl vl g growel puje]  el(P<05), $E(P<001), BFACP<05)NA Frel @

Table 6. Purchase experience and Purchase intention (N=573)
. Purchase intention Purchase experience Non-Purchase experience t-test
Purchase experience
Purchase intention 3.391 3.018 5213
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Table 7. Research targets and Life style (N=573)
Life style factor Well-being Pursuit of Eco-friendly Trend Conservative
Research targets characteristic orientation changes view innovation security
male 2.936 3.287 3.136 2.894 2.893
Sex female 3.005 3.348 3216 2.924 2.819
t-test 1.429 1.036 1.446 458 .368
21 below 2.933(B) 3.269(B) 3.132(B) 2.892(AB) 2.819
Age 22-23 3.079(A) 3.390(AB) 3.287(A) 3.004(A) 2.873
24 up 2.970(AB) 3.445(A) 3.205(AB) 2.790(B) 2.826
F-value 4445 3.608" 3.991" 2.739° 1.287
. Yes 2.973 3.454 3.208 3.104 2.801
Major of - =g 2.991 3.177 3.167 2.688 2.856
clothing oo G
t-test 332 5.426 827 7.282 -1.078
Seoul 3.002(BC) 3.468(A) 3.221 3.063(A) 2.764
o Gyconggi-do 2.899(C) 3.274(B) 3.149 2.860(B) 2.813
A residential
district Chungcheong-do 3.117(AB) 3.302(B) 3.152 2.843(B) 2.895
Jeolla-do 3.194(A) 3.337(AB) 3.300 2.934(AB) 2.926
F-value 8.805 2.951" 1.749 2.651" 1.482
200,000won below 2.992 3.271(BC) 3.198 2.761(B) 2.906
200,000-300,000won 2.963 3.215(C) 3.197 2.799(B) 2.836
Pocket money 300,000-400,000won 2.953 3.387(AB) 3.138 3.014(A) 2.758
400,000 won up 3.029 3.456(A) 3.226 3.084(A) 2.817
F-value 604 4741 560 7.340"" 1.322
2,000,000won below 2977 3.211(C) 3.165 2.829(B) 2.866
2,000,000-4,000,000won 2.967 3.346(BC) 3.217 2.910(AB) 2.837
Income 4,000,000-6,000,000won 3.011 3.431(AB) 3.182 3.007(AB) 2.798
6,000,000 won up 3.013 3.538(A) 3.197 3.092(A) 2.699
F-value 219 6359 278 3.190° 1.472
*p<.05, **p<.01, ***p<.001, Duncan test A>AB>B>BC>C
Zpo]7F UrERsk o whebx22-23 419 tiE o= 94*&% 77} Table 80 YEFA A3} o] o7k o] {AES A
W ATE Sn gom AgAeel Afdn dn $E  Pske dolzank H91e9) Y T m
2 40791 o goln} U 6004l ool thSHYY IS MHE e & 5 Ak eholxElle) dhela
o] Al 7HA#E 7 = YERAT ¢ o] vAE FTS TAHOE AHRY 2o

426 2t0|ZAEIY SH0| 274 QRMZF o 2
_ -~ seokok skt
o|z 0| O|xls st A" P<.001), “HAoHA” (""P<001)°] 9714 9
glo] ZAElAd ] EAJo] @b S FAEY] Tl FAE FHje=el folgt IS MAL e AS &
of M)A JFE Dotry] A ttestS AU 2 T STk
Table 8. Purchase intention analysis of lifestyle factors (N=573)
Purchase intention Purchase intention Mean Deviation t-test
Factors
2.4297 .5576 «
Well-being orientation ;COS 3.0926 1467 10.576
3.1835 7760 .
Pursuit of changes o 2.062
yes 3.3565 5816
no 2.7737 7520 xx
Eco-friendl i 6.173
co-triendly view ves 32720 5181
Trend i " no 2.6132 8128 4072
rend innovation . 29744 6627 X
. " . no 2.8759 .6763 4047
nservati 1 4.
onservative security ves 25754 5775

(**p<.01, ***p<_001)
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