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Abstract

The Indonesian population is estimated at 250 million and ranked as the world's fourth-largest. It is also one
of the world's largest Muslim nations. Seventy percent of the population of Indonesia is young consumers in their
20s and 30s. In additions, Indonesian consumers have recently developed a great interest in fashion in general and
Korean fashion in particular. This paper addresses issues related to young Indonesian consumers' clothing behavior
in terms of clothing image, clothing style, body image, clothing and attitudes toward Korean fashion brands. The
survey method was used as a primary research instrument. All measurements were adapted from the existing scales
from previous studies. A total of 172 questionnaires were used for the final statistical analysis. Empirical results
showed that Indonesian consumers' preferences regarding clothing image were new, casual, humorous, futuristic,
soft, interesting and active. In terms of style, Indonesian consumers scored high in their preferences of casual and
classic styles. With regard to body image, Indonesian consumers have significant concern for their appearance and
body, but at the same time they are more satisfied with their body shape. More than half of the respondents had
experience in purchasing Korean fashion products. Indonesian consumers recognized the clothing image of Korean
fashion brands as new, futuristic, and hi-tech. Furthermore, they perceive the clothing style of Korean fashion brands
as casual, feminine, and sexy. Korean fashion brand purchase intension was significantly influenced by recognition
and preference of Korean fashion brand.
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Il. Background

1. Clothing image, clothing style and body
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2. Attitude towards and purchase intention for
Korean fashion brands
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Ill. Research Method

1. Research questions
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IV. Results

1. Clothing behavior of Indonesian consumers

1) Clothing image preference of Indonesian
consumers
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(Table 1) Demographics characteristics of respondents (N=172)
Variables Frequency Percent (%)
20~29 139 80.8
Age
30~39 26 15.1
Male 67 39.0
Gender
Female 105 61.0
Married 32 18.6
Marital status
Not married 140 81.4
Islam 96 55.8
Christianity 54 314
Religion Buddhism 12 7.0
Judaism 4.7
Others 2 1.2
Graduated high school and below 42 244
In or graduated college 23 134
Education g g
In or graduated university 69 40.1
In postgraduate school or below 37 21.5
Less than Rp100,000 (Less than 10,000 won) 6 35
Rp100,000~500,000 (10,000~50,000 won) 29 16.9
Monthly " £ 1500,000~1,000,000 (50,000~100,000 won) 51 297
purchasing
clothes Rp1,000,000~2,000,000 (100,000~200,000 won) 38 22.1
Rp2,000,000-3,000,000 (200,000~300,000 won) 15 87
Above Rp3,000,000 (more than 300,000 won) 31 18.0
Less than Rp3,000,000 (less than 300,000 won) 6 35
Monthly Rp3,000,000~5,000,000 (300,000~500,000 won) 16 9.3
income of Rp5,000,000~10,000,000 (500,000~1,000,000 won) 63 36.6
family Rp10,000,000~20,000,000 (1,000,000~2,000,000 won) 55 32,0
Above Rp20,000,000 (more than 2,000,000 won) 32 18.6
) Jakarta area 139 80.8
Location
Others 30 17.4

Note: Missing values are excluded for calculating percentages.
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2) Clothing style preference of Indonesian
consumers
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3) Body image of Indonesian consumers
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(Table 2) Factor analysis and reliability of the body image items

. Factor | Eigen | Variance
Factors & items loading | values |explained Alpha
I satisfied with my naked body. .86
1. Appearance : .

My body is sexually appealing. .80

satisfaction Y y. - Y dpperine 4.12 34.35 .82
(Mean=3.35) I feel satisfied with the shape of my body. 73
I think that my stomach is just the right size. .68
I am careful to buy clothes that will make me look my best. .85
2. Appearance | pofore going out in public, I always notice how I look. 79

concern - - 1.70 1422 .80
(Mean=3.70) I check my appearance in a mirror whenever I can. 74
Before going out, I usually spend a lot of time getting ready. | .64
I engage in dieting behaviors. .80
3. Weight I constantly worry about being or becoming fat. 73

concern - - - - 1.63 13.62 .80
(Mean=3.34) I am preoccupied with the desire to be thinner. 72
I am very conscious of even small changes in my weight. .63
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(Table 3) Clothing wearing behavior of Indonesian consumers

73

Variables Items Frequency Percent(%)
Muslim wear (e.g., Hijab) 25 14.5
Which fashion style do you Indonesian traditional wear (e.g., Batik) 11 6.4
prefer? Western style (e.g., Jeans, suit...) 124 72.1
Others 11 64
Always 24 14.0
Do you wear hijal? Sometimes 24 14.0
Not yet 26 15.1
Never 97 56.4
Always 7 4.1
Do you wear Indonesian Sometimes 93 54.1
traditional clothes? Whenever event 62 36.0
Never 9 5.2
Never 23 134
. . " 1~2 times 95 55.2
5~10 times 11 6.4
More than 10 times 7 4.1

1) Indonesian consumers' perception of Korean
fashion brand image
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(Table 4) Comparison of Indonesian consumers’ preferred clothing image and Korean fashion brand image

Varibls " el v | Koren fsion brnd |
image (Mean) image (Mean)
(1 point) Old-fashioned <> New (5 point) 427 451 -4.19™
Formal <> Casual 4.04 4.19 - 1.50
Serious <> Humorous 3.79 3.81 -.17
Nostalgic <> Futuristic 3.76 4.11 —4.00™
Hard <> Soft 3.68 372 -.32
Rugged <> Delicate 3.54 3.49 77
Handmade <> Hi-tech 344 4.04 747"
Expensive <> Cheap 3.11 222 8.15™
Masculine <> Feminine 3.04 3.16 -135
Plain <> Luxurious 3.00 353 -4.96™
Liberal <> Conservative 2.98 2.95 27
Common <> Particular 2.96 2.78 1.50
Prominent <> Ordinary 2.92 2.70 212"
Light < Heavy 2.90 2.49 328"
Rectangular <~ Rounded 2.74 2.86 -1.21
Decorative < Practical 2.67 243 2.10°
Modesty <> Sexy 2.60 3.36 -6.67"
Rational <> Emotional 2.58 2.69 - 1.15
Energetic <> Relaxed 2.24 1.76 464
Trendy <> Traditional 1.90 1.60 3.40™
Youthful <> Mature 1.89 1.72 224"
Simple < Complicated 1.88 2.93 -8.06™"
Modern <> Old-fashioned 1.86 1.69 217
Active <> Passive 1.74 1.64 1.44
Interesting < Boring 1.67 1.56 1.51
* Mean of 5 point semantic differential scale.
p<05, “p<01, *p<.001
Atk ol9el = 5 HAS o]mA7k B} youth- A=y Ao} AR} AA e §F AABAC
ful, trendy, energetic, decorative, light, prominent3t 2El S golE A= (Table 5yo YR SITH
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AL, UHAZEL(B.5%)S M4 = AR E
2) Indonesian consumers' perception of Korean 2t A7t ol QAE e AoRE u
fashion brand style E}bsk Tt
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youthfu. mature
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decorative practical
Light heavy
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plair. luxurious
expensive cheap
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nostalgic futuristic
old = new

=4~ Indonesia consumer preference

++ -+ K-fashion brand image

(Fig. 1) Differences between Indonesian consumers’
preferred clothing image and Korean fashion brand image
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(Table 5) Differences between Indonesian consumer style
preference and perceived Korean fashion brand style

Indonesian Perceived Korean
consumers’ style | fashion brand
preference style
Sexy style 16( 9.3) 25(14.5)
Mannish style 21(12.2) 6( 3.5)
Feminine style 23(13.4) 28(16.3)
Classic style 33(19.2) 24(14.0)
Casual style 65(37.8) 74(43.0)

Note: Frequencies are indicated. Percentages are in paren-
thesis.

3) Attitudes toward and purchase intention for
Korean fashion brands
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(Table 6) Influence of attitude towards Korean fashion brands on purchase intension

Independent variable Dependent variable Beta R F
) Recognition 227
Korean fashion brand 75 oo e 48" a2 412"
purchase intension
Experience 09
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p<01,
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<001
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V. Conclusion and Implications
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