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Abstract

This paper studied why middle-aged group is using active wear as casual wear. First, we can think of ‘comfort’,
‘ideal body shape’, ‘trend’, ‘functionality’, ‘economy’ for the reasons. We categorized the incentives as ‘comfort/
functionality pursuits’, ‘trend/economy pursuits’, and ‘ideal body shape pursuits’. Studies showed that statistically
significant number of men pursue comfort and functionality, and statically significant number of women pursue
trend and economy. Second, this study shows that the number of consumers who use the active wear in daily lives
is greater than that of those who use it only for outdoor activities. The difference was statistically significant in
T-shirts and pants. The most frequent usage was in social activities, and the next frequent usage was in cultural
activities. The reason is that currently, middle-aged consumers are actively participating in social gatherings than
any other activities. Especially, considering that the men wear active wear more than the women do, development
of the product as men’s casual wear that is compatible with other apparels will be necessary. We expect this study
will be used as the preliminary data for a marketing strategy targeting the middle-ages.
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II. Theoretical Background

1. Characteristics of the population of middle-

aged
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2. Clothing benefits
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3. Outdoor wear

1) Design characteristics of outdoor wear
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2) The growth and development of outdoor
wear market
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I1l. Methods
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3. Analysis
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IV. Results and Discussion

1. Segmentation of outdoor wear benefits

1) Factors of outdoor wear benefits
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2) Segmentation of outdoor wear benefits by
cluster analysis utilizing factor scores
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(Table 1) Factor analysis for consumer characteristics

Factors Measured items Factor |Eigen | Variance| Cumulative | Cronbach'
loadings | value | (%) | variance(%) a
It is essential that we buy clothes which are comfortable 9%
and suitable for outdoor activities. ’
Cownii? When we purchase outdoor wear it must be considered g7 241 | 16.06 16.06 .86
P relaxing body. ’
Above all, a good fit outdoor wear is good. .83
I choose clothes which make me an advantages of my ot
Ideal body figure and body. :
:lepjt I purchase a outdoor clothes which make me stylish. .85 234 | 1561 3167 84
1 prefer outdoor clothes which show me ideal figure. 81
I am one of early buyers when new trend outdoor %9
clothes come. ’
Trend If I don’t have new trend outdoor wear I feel behind %9 23 | 1547 4713 g5
pursuit trend. ’ ’ ' ' ’
It is important to wear outdoor clothes that I have to
. 74
follow the fashion.
I think high functional items are better quality products Q7
than general ones. '
Functionality | I more prefer the high functional waterproof, wind 36 223 | 1489 62,03 0
pursuit protection, warmth retaining, antimicrobial wears. ' ’ ’ ’ '
I purchase the high functional item even though it is
. . .76
higher-priced one.
I mostly purchase items at discount store. .83
Economy | I mainly purchase items in the sales. 81 19 | 1278 7481 71
pursuit I purchase the must-have items after repeat serious 7
consideration. ’

(Table 2) Segmentation according to outdoor wear benefits

Pursuit group .Corr.lfort/ . Trend/economy pursuits | Ideal body shape pursuits
functionality pursuits (n=128) (n=152) F
Factors (r=97)
. . -.54
Comfort pursuit 78 05 > 70.892%**
a b c
Ideal body shape pursuit 7é87 ";6 1')17 71.993#**
-.35 73 -.39
1 skoksk
Trend pursuit b a b 70.578
Functionality pursuit 43 36 -8 54,811+
a a b
Economy pursuit 1‘)14 Z 7 139 30412+

#08<0,001
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3) Demographic characteristics of segmented
groups
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(Table 3) Demographic characteristics of segmented groups Unit: Persons(%o)
Demographic Pursuit group .Corpfort/ . Trend/ecgnomy Ideal bod)./ form e
characteristics functionality pursuits pursuits pursuits

Male(n=171) 55 ( 56.7) 49 ( 38.3) 67 (44.1)
Gender | Female(n=206) 42 (143.3) 79 ( 61.7) 85 (155.9) 7.722%
Total amount(r=377) 97 (100.0) 128 (100.0) 152 (100.0)
40~49(n=180) 43 (144.3) 64 ( 50.0) 73 ( 48.0)
Age 50~64(r=197) 54 (55.7) 64 ( 50.0) 79 ( 52.0) 719
Total (n=377) 97 (100.0) 128 (100.0) 152 (100.0)
Capital area(n=133) 32 (33.0) 41 ( 32.0) 60 ( 39.5)
Region | Out of capital area(n=244) 65 ( 67.0) 87 ( 68.0) 92 ( 60.5) 1.985
Total(n=377) 97 (100.0) 128 (100.0) 152 (100.0)
Housewife(n=42) 10 ( 10.3) 14 ( 10.9) 18 ( 11.8)
Employee(n=70) 17 ( 17.5) 27 (21.1) 26 ( 17.1)
Public officer(n=103) 37 ( 38.1) 28 (219 38 ( 25.0)
Occupation | Self-employed & business(n=77) 19 ( 19.6) 29 (1 22.7) 29 ( 19.1) 14.345
Experts(n=50) 9( 93) 14 ( 10.9) 27 ( 17.8)
ETC(n=35) 5( 52 16 ( 12.5) 14 ( 92
Total(n=377) 97 (100.0) 128 (100.0) 152 (100.0)
2,000,000 less(n=87) 19 ( 19.6) 38 (129.7) 30 ( 19.7)
o | Miwe | sem | ocm
Income giggg:gggwless (1-66) 23 (123.7) 18 ( 14.1) 25 ( 16.4) 18.448*
g::ggg:gggwless (-63) 22 (122.7) 16 ( 12.5) 25 ( 164)
35,000,000 over(n=81) 19 ( 19.6) 21 ( 16.4) 41 ( 27.0)
Total(n=377) 97 (100.0) 128 (100.0) 152 (100.0)
100,000 less(n=104) 31 ( 32.0) 2 (172 51 ( 33.6)
W100,000~%200,000 less(n=122) 26 ( 26.8) 46 ( 35.9) 50 ( 32.9)
Seasonal | ¥200,000~¥300,000 less(n=92) 21 ( 21.6) 37 ( 28.9) 34 (224) 15,456+
expenses | 300,000~%400,000 less(n=28) 11 ( 11.3) 10 ( 7.8) 7( 46)
W400,000 over(n=31) 8 ( 82 13 ( 10.2) 10 ( 6.6)
Total(n=377) 97 (100.0) 128 (100.0) 152 (100.0)
*p<0.5
AlEste Hed E4e A 2, w7l 52 300~4009F ¢ vgto] W, AFER 107 ¢
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2. Use of outdoor wear according to activities

by segmented groups

ob$z0i 9o} el eo] ue e 370 Ak
A, EA, A2 ololgg FHstel T
ot ol s BAIG Ak, €4z} kAol
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(Table 4) Use of outdoor wear according to activities by segmented groups
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Group Comfort/ Trend/ Ideal body shape )
Activity functionality pursuits economy pursuits pursuits &
Daily activities 57 68 76
Jumper — 1.830
Outdoor activities 40 60 76
. Daily activities 65 72 78
T-shirt 6.000%*
Outdoor activities 32 56 74
Daily activities 64 78 69
Pants 12.123%%*
Outdoor activities 33 50 83
Total(100%) 97 128 152
*»<0.05, **p<0.01
(Table 5) Use of outdoor jumper in daily activities
Group Comfort/ Trend/ Ideal body shape 2
Daily activities functionality pursuits | economy pursuits pursuits &
Frequency 21 31 30
Social activities Expectation 233 27.7 31.0
Utilization% 36.8 45.6 395
Frequency 16 15 19
Cultural activities Expectation 142 169 18.9
Utilization% 28.1 22.1 25.0
. Frequency 3 11 14 8.986
Educational Expectation 7.9 95 106
activities
Utilization% 53 162 184
Frequency 17 11 13
Business activities | Expectation 11.6 139 15.5
Utilization% 29.8 16.2 17.1
Total(n=201) 57 68 76
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(Table 6) Use of outdoor T-shirt in daily activities
Group Comfort/ Trend/ Ideal body shape )
Daily activities functionality pursuits | economy pursuits pursuits &
Frequency 21 25 29
Social activities Expectation 227 25.1 272
Utilization% 323 347 372
Frequency 16 22 25
Cultural activities Expectation 19.0 21.1 229
Utilization% 24.6 30.6 32.1
) Frequency 8 12 11 5.288
fifi::“al Fxpectation 94 104 112
Utilization% 12.3 16.7 14.1
Frequency 20 13 13
Business activities | Expectation 13.9 154 16.7
Utilization% 30.8 18.1 16.7
Total (n=215) 65 72 78
(Table 7) Use of outdoor pants in daily activities
Group Comfort/ Trend/ Ideal body shape )
Daily activities functionality pursuits | economy pursuits pursuits x
Frequency 26 26 29
Social activities Expectation 24.6 29.9 26.5
Utilization% 40.6 333 42.0
Frequency 14 23 24
Cultural activities | Expectation 185 22.5 19.9
Utilization% 21.9 29.5 34.8
Educational Frequenc'y 4 13 7 11.458
activities Expectation 7.3 8.9 7.8
Utilization% 6.3 16.7 10.1
Frequency 20 16 9
Business activities | Expectation 13.6 16.6 14.7
Utilization% 313 20.5 13.0
Total (n=211) 64 78 69
£ olREe] WEOIAT BEAE ANG 2 @ ule BEES B Aol P ofol@ER
7 U AS & 4 At vh O] A9 B3k ok ofohi AT, A= (Table 5), E] 42 (Table 6),
EojfolE dYAZNA AFLlR ZEst= HEA= (Table 7)ol B viep drf Fta]e 3
MEE BRI FTUTO] 66%2 1Y & wo) mE QA BECIA B KolS LA 2
7 Vbt 3k, olat ol 7 Lrekibx) ror
obgEo] BES Aty PHAOl ofE BE  ANHOR AFIEFS B v obgwo] 1, ¥
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V. Conclusions & Suggestions
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