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A Study of Chinese Consumer’s Attitude towards Korean Wave and Wearing
Condition for Outdoor Clothing Development into the China Market
- Focused on Chinese Tourist -

Ji Eun Kim, Son Jae Min, Mi Ra Kim, and Hei Sun Choi'
Dept. of Clothing & Textiles, Ewha Womans University, Seoul, Korea

Abstract : This study is intended to offer basic data for developing outdoor clothing exported to China by identifying how
Chinese consumers use outdoor clothing. To accomplish the objective, a survey was conducted on 300 male and female
Chinese tourists in their 10s to 40s who have purchased outdoor clothing before. As more than twice as many respon-
dents said they wear sweatsuit or everyday clothes for mountain-climbing instead of outdoor clothing, the necessity of
outdoor clothing is obviously perceived at a low level. Among them, 57.4% wear outdoor clothing as townwear in every-
day lives, and other respondents are dissatisfied with the design. Thus, it is necessary to develop townwear-style design.
When buying outdoor clothing, wearability was the biggest consideration. Also, the first criteria for evaluating outdoor
clothing was practicality for mountain-climbing activities. The functionality of outdoor clothing they needed the most was
air permeability. As for outdoor clothing top, the main inconvenience was tightness around the neck. As for bottoms, it
was tightness of pants when bending knees. In terms of areas to be improved, the No. 1 was unformed design. Thus, it
is imperative to develop design of diverse styles. As the Chinese outdoor clothing market has grown significantly in recent
years, the following should be executed by domestic companies before advancing to the market. First, they should form
Korean brand image and boost the brand awareness with various activities, amid Korean Wave. Second, they should
develop preferred designs among Chinese consumers and strengthen functionality of products, based on consumer survey.

Key words : Chinese consumer(Z = 4>H]2}), China market(5= A7), Korean Wave(35), Outdoor Clothing(eF5-
0] ¢9]), wearing condition(ZF-&2 H)
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Table 1. General information of the subjects - Gender, Age, and Residence N(%)
Gender Age Residence
Men Women 10-20s 30-40s East China/South Central Northeast/North China
164(58.2) 118(41.8) 199(74.3) 69(25.7)
(26;3) (7271.97) 10s 20s 30s 40s East China South Central Northeast North China
7 (2.5) 157 (55.7) 87 (30.9) 31 (11.0) 113 (40.1) 86 (30.5) 19 (6.7) 50 (17.7)

Total: 282(100.0) Total: 282(100.0)

Total: 268(100.0)
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Table 2. Fator analysis of attitude towards Korean Wave and Korean brand products

2) 17.4%, CN¥12,000~-CN¥15,000(2F 2207H1~2707H)
17.4% 2zt vlszg vl&2 Yeigtt € &5 CN¥ 18,000
ol dolgt SHEk HE-S 10.6%°IUTH 3 & & Ha
F FYUIe-S 2AKEE A3}, CN¥500~CN¥ 1,000 97H1~18
vk)o] 27.0%°o2 7 Berw, I ggo=2E CN¥
1,000~CN¥1,500(%F 18%+1~277H¢l) 18.8%, CN¥1,500~CN
¥2,000(2F 277H~367H) 15.6%, CN¥2,000~CN¥2,500(2F
362 ~45%H) 13.5% <=o] At}

N=282

Gender

Men Women

. Mean Factor Factor Factor Commu _ .. .. _ _
Factor Measurement item (S.D) 1 5 3 nalitics Reliability (N=63) (N=219) tvalne
Mean Mean
(SD) (SD)
I'd like to recommend Korean brand products to 377(966) 78 03 -31 7
others.
I think Korean brand products have good design and 403871 75 28 -04 70
style.
1 think the materle?]s and quality of Korean brand 373(808) 74 24 .18 65
Image of  products are superior.
Korean 89 ~160 005y
I try to obtain lots of information on Korean brand : (92) (1.02)
products products. 3.76(1.032) .74 03 -24 .65
I think Korean brand products have reliable quality. 3.83(.786) .73 .07 24 .70
Korean brand products are reliable. 3.78(.872) .69 -35  -15 .58
1 have shopped for Korean brands online. 3.41(1.468) .63 -05 .00 .60
I am willing to buy Korean brand products 3.97(.890) .61 -32 -0 .61
I have positive perception of Korea 3.96(.889) -.03 .73 .16 58
Favorable  I'd like to visit Korea regularly. 4.14(1.025) .08 .70 .10 .50 0 001
perceptions | have positive perception of Korean Wave stars' 71 -;)6 -1 61 -156
of Korea  fashion styles. 387(1.024) .16 63 .17 46 (96)  (1.01)
I enjoy watching Korean TV dramas and films  3.83(1.111) .15 .56 18 53
I often imitate the fashion styles of Korean Wave stars 2.60(1.140) .19 -16 82 73
Interest in 1 look for Korean brand products after watching 287(1195) .10 23 20 70
Korean a Korean TV drama or film . -0.40 11 ST
pop I am very interested in Korean pop culture 3.36(1.018) .07 17 72 58 ’ (1.16)  (92)
culture .
T learned about Korean fashion products through 352(1178) 07 1 60 51
Korean wave stars.
Eigen value 405 325 2.68
Variance percent 25.53 2025 17.50
Cumulative percent 25.53 46.78 63.28

Shading indicates a higher percentage, **p<.01
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Table 3. Time of mountain-climbing

Table 4. Mountain-climbing experience

Item Frequency %

Less than lyear 178 64.3
Over lyear ~ less than 2years 37 134
Over 2years ~ less than 3 years 21 7.6
Over 3years ~ less than 4years 20 72
Over 4 years 21 7.6
Total 277 100.0
Missing 5

Total 282

Shading indicates a higher percentage
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Table 5. Frequency of mountain-climbing

Item Frequency %

Under once in 3 months 190 70.4
Once in two months 33 12.2
Once or twice/ month 25 93
3~4 times/ month 16 59
Over 5 times/ month 6 22
Total 270 100.0
Missing 12

Shading indicates a higher percentage

Table 6. Purpose of mountain-climbing

Item Frequency % Case %
Spring 110 36.7 39.6
Summer 41 13.7 14.7
Fall 111 37.0 39.9
Winter 13 43 4.7
All year round 25 83 9.0
Total 300 100.0 107.9

Shading indicates a higher percentage

Item Frequency %
For health 128 46.7
As a hoy 61 223
To build fellowship 43 15.7
Etc. 42 153
Total 274 100.0
Missing 8

Shading indicates a higher percentage
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Table 7. Place of outdoor clothing purchase

Item Frequency % Case %
Department store 134 324 479
Specialized retail store 71 17.2 254
Large discount store 63 15.3 22.5
Online mall 58 14.0 20.7
Market/shopping complex 46 11.1 16.4
Permanent discount store 30 7.3 10.7
TV home shopping 11 2.7 39
Total 413 100.0 147.5
Shading indicates a higher percentage
Table 8. Number of annual outdoor clothing purchases
Item Frequency(%)
Once or twice/m 192(68.1)
3~4 times/m 62(22.0)
Over 5 times/m 28(9.9)
Total 282(100.0)
Shading indicates a higher percentage
Table 9. Annual cost of outdoor clothing purchase
Item Frequency(%)
~CN¥5007C 47(16.7)
CN¥ 500~CN¥ 1000 80(28.4)
CN¥ 1000~CN¥ 1500 51(18.1)
CN¥ 1500~CN¥ 2000 24(8.5)
CN¥2000~CN¥ 2500 37(13.1)
CN¥ 2500~ 43(15.2)
Total 282(100)

Shading indicates a higher percentage
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Table 10. Possession outdoor clothing item
N=839, Multiple Response

Item Frequency % Case %
Windbreaker 159 19.0 57.0
Jacket Waterproof jacket 106 12.6 38.0
Fleece jacket 68 8.1 24.4
General vest 32 3.8 11.5
Vest
Fleece vest 27 32 9.7
Fleece t-shirt 71 85 254
Round t-shirt 63 7.5 22.6
T-shirt Zip-up t-shirt 55 6.6 19.7
Polo t-shirt 50 6.0 17.9
General t-shirt 40 4.8 14.3
General pants 132 15.7 473
Pants
Fleece pants 36 43 12.9
Total 839 100.0 300.7

Shading indicates a higher percentage
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Table 11. Considerations for purchasing outdoor clothing
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N=405, Multiple Response

2

ftem N % Case% Men (N=71) N(%)  Women (N=334) N(%) x
Wearing sensation 114 28.1 48.9 17(23.9) 97(29.0) 6.086*

Functional fabric and quality 68 16.8 29.2 18(25.4) 50(15.0) 0.881
Design 62 153 26.6 15(21.1) 47(14.1) 0.157
Color 60 14.8 25.8 3(4.2) 57(17.1) 13.209%**
Brand 54 133 232 10(14.1) 44(13.2) 0.489
Price 47 11.6 20.2 8(11.3) 39(11.6) 0.920
Total 405 100.0 173.8 71(100.0) 334(100.0)

Shading indicates a higher percentage and a significant difference, *p<.05, **p<.01, ***p<.001

Table 12. Preferred outdoor clothing brand

N=503, Multiple Response

Brand Frequency % Case % Brand Frequency % Case %
The North Face  N.America 132 262 48.5 Black Yak S.Korea 10 2.0 3.7
Columbia N.America 117 233 43.0 Toread China 9 1.8 33
Jack Wolfskin Europe 45 8.9 16.5 Snowwolf China 8 1.6 29
Lafuma Europe 31 6.2 114 Kolumb China 8 1.6 29
Northland Europe 16 32 59 Kolon Sport S.Korea 7 1.4 2.6
mont-bell Japan 16 32 59 Fire-Maple China 6 12 22
Ozark China 15 3.0 5.5 Marmot N.America 5 1.0 1.8
Arc'Teryx N.America 15 3.0 55 SinTeryx China 5 1.0 1.8
K2 S.Korea 13 2.6 4.8 Sanfo China 5 1.0 1.8
Mammut Europe 12 2.4 44 Acome China 3 0.6 1.1
Millet Europe 12 24 44 Nepa S.Korea 3 0.6 1.1
Kailas China 10 2.0 3.7 Total 503 100.0 2522

Shading indicates a higher percentage
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Table 13. Criteria for evaluating outdoor clothing

Ages Gender Residence
Total  10-20s  30-40s Men  Women EC/SC  NENC
Item N=164 N=118 N=63 N=219 N=199 N=69
t-value t-value t-value
Mean Mean Mean Mean Mean Mean Mean
(S.D) (S.D) (S.D) (S.D) (S.D) (S.D) (S.D)
o T 4.26 4.18 436 4.14 429 427 425
Suitability for mountain-climbing (900)  (933) (844) -1.733 (859) 911 -1.126 (913) (930) 156
. P 4.14 4.17 4.09 4.11 4.15 4.17 4.03
Size satisfaction (868) (848) (896) 739 (:805) (887) -297 (821) (1.000) 1.024
Functionality of materials 4.12 4.02 427 2.508% 4.14 4.12 201 4.10 4.19 a7
(moisture permeability, water resistance) (.837)  (.882) (.747) ’ (.737) (.864) ’ (.841) (.845) '
. . . 4.12 4.05 421 4.03 4.15 4.09 4.14
Sewing status and durability (quality) (897)  (928) (:846) -1.453 (861) (907) -.892 (875) (974) -448
. . 4.01 391 4.14 3.78 4.08 " 4.02 391
Washing and management convenience (937) (943) (918) -2.039 (851) (952) -2.253 (918) (1.011) 775
. . . 3.93 3.88 3.99 4.00 3.90 3.88 4.00
Satisfaction of design, color, pattern (888) (919) (842) -1.074 (823) (.906) 755 (.905) (822) -.935
. 3.92 3.87 3.99 3.89 3.93 393 3.87
Resonable price 1) (883) (947) -1.144 (918) (911) -292 (882) (999) 480
Whether they can wear it for sports 3.90 3.87 3.95 767 3.94 3.89 358 3.90 3.86 347
activities other than mountain-climbing (.899) (.897) (.904) ’ (.840) (.917) ’ (.838) (1.075) ’
Whether they can wear it for everyday  3.90 3.89 391 - 140 3.87 3.90 oy 3.90 3.81 643
clothes 977)  (953) (1.013) ’ (.889)  (1.002) ’ (.969) (1.004) ’
. 3.77 3.80 3.74 3.78 3.77 3.72 3.80
Brand image (961)  (880) (1.066) 2 (906 (978 M (om3) oy OB
3.37 3.30 3.45 3.03 3.46 327 3.51
- J ok -
Latest trend 1.02) oty 034 0 950y (ro2sy 2! (988)  (L10g) 1636
. . 3.02 3.01 3.03 2.68 3.11 " 3.08 2.72 .
Uniformity to group. members (1194 (L146) (268 "% a9 a6y 2% qaen  azmy 210
Shading indicates a higher percentage and a significant difference, *p<.05, **p<.01
EC: East China, SC: Southcentral China, NE: Northeast China, NC: North China
Table 14. Mountain-climbing clothing ~N=289, Multiple Response Ao Foidt 4 9on glddlo] Al ol¢ko] ¢

Item Frequency % Case %
Everyday homewear 73 253 275
Workout clothes or sweatsuit 150 51.9 56.6
Outdoor clothing with partial functions 25 8.7 9.4

Specialized outdoor clothing with

Lo 28 9.7 10.6
strong functionality
Spemallz.ed outdoor clothing with 13 45 49
all functions
Total 289 100.0  109.1

Shading indicates a higher percentage
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Table 15. Whether the respondents wear outdoor clothing as townwear in everyday life
Wearing it as townwear Not wearing it as townwear
N=162(57.4%) N=120(42.6%)

Convenient for activities 79(48.8) I don't like the design 45(37.5)

I like the design 62(38.3) No need to use functional material in everyday life 36(30.0)

Pleasant functional material 16(9.9) Inconvenient for activities 33(27.5)

No special reason 53.1) No special reason 6(5.0)
Total 162(100.0) Total 120(100.0)

Shading indicates a higher percentage

obgEo] S} F o) 2§ A

SHARE] 25.9%7F “Fol BA wHsity dE 7HE vl &
woldrk. 1 e R ek AdeM Ss(21.9%),

3} o7l FEo] FRTh(18.7%), V7t & Eo] ;e &
B (15.5%), <& $Atgte] B4 SERHP(13.1%) w22
= Uit oktzo] glo] F o] 2 Al BHARNl o
ol SEAke 33.6%7F ‘FES 7HE o vyt &
o FEE 7P 8ol SHESIAL, 2 vhee® (gl %
o] ZItP(27.9%), 7FFol 917t BT (22.1%) £o& =7
etk A folxke gle 2oz Ao, 2AF 2
1= Table 17, Table 1891 ZFzt A|A&}3ch.

obg-zo] gloje] WM E SR 2ARE A3, &
AFo 343%7F TIARRlo] W Rt FdAelrhebal S5
3 TRk et ] HaRIN o] Algek Zog Hoixith o
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Table 16. Functionality of outdoor clothing the respondents need

gl 7FAo] LR a7telth(26.7%), <54t Al EEAde] v
o (19.1%), ‘DFEo 2 7] oJH(14.8%) o2 ¥ 1}

Witk A AFR= Table 199 AATSIAT

obgEo] flo] Y Al AEshs AFS Aol ste] 7bzt
AR e, iR 228 3= Table 20, Table 219
YeRHSIEE. AelolE S8R9 21.8%7F ARAS MEsleE
AoZ 7P EURAL, 2 thoE HRAIE(21.4%), BAAE
(18.9%), WA (16.8%) oA T=0 WAAIE S 7HF
s Zolgks 7189 HHS ME= Aot Vet J
R Folgk A7 UeA] AAFEAS AAE Ao, A” el
webA] FAAE (p<.05), WAL (p<.05), FHA LD (p<.001), =
AAG (p<.05) FEoNA Fof sk Zfol7F UeRstth. Al uhet
A J3ALD (p<.001), HAL (p<.05), FHAE (p<.01) &5
Al FrelApE velton, ARGl weta = SAA D (p<.05)

Total Gender Residence
o
Item Men (N=63) Women (N=219) EC/SC (N=199) NE/NC (N=69)
t-value t-value
Mean (S.D) Mean (S.D) Mean (S.D) Mean (S.D) Mean (S.D)
. ) » 4.39 4.25 442 437 439
Air and wind permeability -1.508 -219
(.793) (.740) (.806) (.766) (.895)
Waterproof and windproof against 4.37 4.29 4.39 -901 435 4.33 165
rain and wind (.795) (.750) (.807) ' (.783) (.852) '
Moisture absorption and quick 4.33 4.11 4.39 2351 433 4.28 437
drying as to sweat (.831) (.863) (.813) ’ (.828) (.873) '
4.31 422 433 432 423
Elasticity for vigorous activities -1.088 769
(.787) (.683) (.815) (.762) (.860)
. 429 4.17 432 433 4.12
Lightweightness -1.409 1.685
(.823) (.708) (.851) (.766) (.963)
Thermal outwear to maintain body 4.19 4.14 4.20 -466 4.18 4.16 176
temperature (.871) (.840) (.881) ' (.869) (.885) '
Antibiosis and deodorizing effect 4.05 387 4.11 1747 4.13 3.74 T
that neutralizes the smell of sweat (.932) (.907) (.935) ’ (.889) (1.024) ’
3.98 3.71 4.06 4.01 3.80
Anti-staining against contamination -2.590* 1.517
(.941) (1.038) (.:899) (.904) (1.037)

Shading indicates a higher percentage and a significant difference, *p<.05, **p<.0]
E.C: East China, SC.C: Southcentral China, NE.C: Northeast China, N.C: North China
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Table 17. Inconveniences of outdoor clothing -Top
N=314, Multiple Response

Table 19. Areas to be improved in outdoor clothing
N=460 Multiple Response

Item Frequency %  Case % Item Frequency % Case %
Feels stuffy around the neck 65 207 259 Banal and uninformed design 95 20.7 343
Loose top 55 175 219 High prices 74 16.1 267
Tight around back and shoulder 47 150 187 Not practical for mountain-climbing 53 115 19.1
Easily get sunburned due to Unsuitable as everyday clothes 41 89 148
skin exposure 39 124153
Top P Not a variety of products due to
Edge of top gets pulled up 33 10.5 13.1 limited brands 40 8.7 14.4
Too revealing due to low-cut top 32 102 127 Unsuitable for other sports activities 10 07 144
Too long or too short sleeves 27 8.6 10.8 other than mountain-climbing ' ’
Too long or too short top 16 5.1 6.4 Dull colors and patterns 39 85 14.1
Total 314 100.0 125.1 Size unfit 38 83 13.7

Shading indicates a higher percentage

Table 18. Inconveniences of outdoor clothing - Bottoms
N=309, Multiple Response

Ttem Frequency % Case %

Tight when bending knees 82 26.5 336

Tight around hips 68 220 279
Bottoms Tight around crotch 54 17.5 221
Too long or too short pants 48 155 197
Too loose or too tight pants 35 113 143
Too loose or too tight around waist 22 7.1 9.0

Total 309 100.0 126.6

Shading indicates a higher percentage

)

Bo A frol3b7} Uebetk stelelils SEAe] 48.6%7}
ARAE AEFe 08 GEAOR ¥4, 1 Lo 3
8(19.8%), BH(1620)0 2 FANe) Ble)g MEshe Holy

Table 20. Purchasing preference of color - Top

Weak functionality (moisture permeability,

. 27 59 9.7
waterproof) as outdoor clothing

Hardly worn by friends or group members 13 2.8 4.7
460  100.0 166.1

Total

Shading indicates a higher percentage

oh e felxpt AeA aAREAS A A, gl
e FAA LG (p<001)X Axp7F FRiETE A H5st
© Ao® veigen, 7AFA g wgbre FEAIL (p<05)°l
A frolxp7 vebstth

5 28 ¥ A

)

92 @ 9 5ote] F30) offe] 4o £ 448
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QK ofSl BN ubsolo} she AT
o}2zo] glofel] tid BT AEE, Far
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N=432, Multiple Response

Ages Gender Residence
Item N % Case  10-20s 30-40s Men Women EC/SC NE/NC
%  (N=164) (N=118) X2 (N=63) (N=219) X2 (N=199) (N=69) X2

N(%o) N(%) N(%) N(%) N(%) N(%)
Black 61 141 21.8 42 (25.6) 19 (16.1) 3.660 19 (30.2) 42 (19.2) 3.480 45 (22.6) 12 (174) 0.834
Blue tones 60 139 214 40 (244) 20 (16.9) 2.269 19 (30.2) 41 (18.7)  3.821 39 (19.6) 17 (24.6)  0.787
Pink tones 53 123 189 38 (232) 15 (12.7)  4919* 2 (32) 51 (233) 12.968*** 39 (19.6) 11 (15.9) 0451
Red tones 47 109 168 20 (122) 27 (22.9)  5.642* 8 (12.7) 39 (17.8)  0.920 30 (15.1) 16 (232) 2372
Purple tones 41 95 146 20 (122) 21 (17.8) 1.733 4(63) 37 (169) 4379* 30 (15.1) 10 (14.5)  0.014
Orange tones 40 93 143 13 (79) 27 (229) 12.608*** 7 (11.1) 33 (15.1)  0.629 29 (14.6) 10 (14.5)  0.000
Yellow tones 34 79 121 15 (9.1) 19 (16.1) 3.131 7 (11.1) 27 (123)  0.068 22 (11.1) 9 (13.0) 0.198
White 33 76 11.8 22 (134) 11 9.3) 1.112 579 28 (12.8) 1.113 20 (10.1) 11 (15.9) 1.739
Green tones 32 74 114 13 (79) 19 (16.1)  4.559* 15 (23.8) 17 (7.8) 12.523** 18 (9.0) 13 (18.8)  4.806*
Gray 31 72 11.1 20 (122) 11 (9.3) 0.579 11 (17.5) 20 (9.1) 3.468 22 (11.1) 8 (11.6) 0.015

Total 432 100.0 154.3

Shading indicates a higher percentage and a significant difference, *p<.05, **p<.01, ***p<.001
EC: East China, SC: Southcentral China, NE: Northeast China, NC: North China



Table 21. Purchasing preference of color - Bottom
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N=399, Multiple Response

Ages Gender Residence
N e P T T e T e e
N(%) N(%) N(%) N(%) N(%) N(%)
Black 135 338 48,6 79 (48.2) 56 (47.5) 0.014 32 (50.8) 103 (47.0) 0.277 96 (48.2) 29 (42.0) 0.794
Gray 55 13.8  19.8 30 (183) 25(21.2) 0.366 14 22.2) 41 (18.7) 0.382 37 (18.6) 17 (24.6) 1.164
White 45 113 162 24 (14.6) 21 (17.8) 0512 12 (19.0) 33 (15.1) 0.578 29 (14.6) 14 (20.3) 1.243
Pink tones 42 105 151 27 (16.5) 15 (12.7)  0.762 1 (1.6) 41 (18.7) 11.332*** 28 (14.1) 14 (20.3)  1.500
Blue tones 38 95 13.7 23 (14.0) 15 (12.7)  0.101 12 (19.0) 26 (11.9) 2.161 25 (12.6) 10 (14.5) 0.168
Purple tones 21 5.3 7.6 10 (6.1) 11 (9.3) 1.035 1 (1.6) 20 (9.1) 4.041 15 (7.5) 5(72) 0.006
Orange tones 20 5.0 7.2 8 (4.9) 12 (10.2) 2916 3 (48) 17 (7.8) 0.669 9 (4.5) 8 (11.6) 4.313*
Red tones 19 48 6.8 11 (6.7) 8 (6.8) 0.001 5(7.9) 14 (6.4) .186 10 (5.0) 8 (11.6)  3.529
Green tones 14 3.5 5.0 9 (5.5) 542 0.227 4 (6.3) 10 (4.6) 0.330 6 (3.0 6 (8.7) 3.865
Yellow tones 10 2.5 3.6 424 6 (5.1) 1.404 4 (6.3) 6 (2.7) 1.864 7 (3.5) 2 (29) 0.060

Total 399 100.0 1435

Shading indicates a higher percentage and a significant difference, *p<.05, ***p<.001
EC: East China, SC: Southcentral China, NE: Northeast China, NC: North China
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