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Difference Age and Price Attitude toward Apparel Products according
to College Students' Vanity Typology
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Dept. of Clothing & Textiles, Kyungbook National University; Daegu, Korea

Abstract : This study classifies vanity into groups, analyzes age differences and categorizes price attitudes toward
apparel products. Questionnaires were administered to 461 college students living in Daegu City and Kyungbok province.
Data were collected using frequency, factor analysis, cluster analysis, correlation analysis, regression analysis, ANOVA,
Duncan-test, and t-test. The findings were as follows. College student vanity was classified into three groups of appear-
ance/achievement pride, low vanity, and appearance/achievement concern. Vanity showed a significant correlation with
sub-variables of age difference and price attitude towards apparel products. Appearance pride and achievement concern
(sub-variables of vanity) had a significant effect on the conspicuous of price attitude toward apparel products. Appearance
pride and Appearance concern (sub-variables of vanity) had a significant effect on information of price attitude toward
apparel products. Gender of college students showed a distinction insub-variables of vanity factors such as appearance
concern and price attitude toward apparel products such as information, quality, and using coupons. Male students were
distinct in look and health as well as age differences by group; female students were distinct in age perception differences
(a sub-variable of age difference). Both male and female students showed differences in conspicuousness (a sub-variable

of price attitude) toward apparel products by group.
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Table 1. Actual age average and differential age average by demographic(N=461) (Unit: age)
Age Actual Feel Appearance Act Interest Think Health
Cognitive age 21.86 21.63 22.05 21.74 22.28 23.20 23.41
Difference age 0.00 0.23 -0.19 0.12 -0.42 -1.34 -1.55
Table 2. Measure and items
Measures Items Reference

Vanity Vanity 18 items

Difference age Difference age 6 items

Price attitude toward apparel

products 26 items

Demographic variables Age, gender

Price attitude toward apparel products

Jeon and Park(2006), Nam(2010), Netemeyer et al.(1995), Park(2013)
Hong et al.(2007), Park and Yoo(2011)

Nam(2010), Park and Lee(2012)
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Accumulation

Factor Variable Loading Eigen variance Cronbach’s a
value (Mean)
(%)
People are attracted to my appearances. .84
1 have a good appearance. .80
Appearance  People envy my good appearances. .80 .88
. . . 3.75 20.82
pride My appearance gives others favorable feelings. .76 (2.67)
My body shape gives sexy image. .70
My body shape is what others desire. .63
I am obsessed with career achievement. .82
. It's important for me to have greater achievements than co-workers. 18
Achievement . . 82
1 want others to recognize my achievements. 72 292 37.03
concern . (3.20)
I want others to respect me of my achievements. 71
I am more focused to my career achievements than anyone else. .63
I am a great successful person. .83
Achievement My achievement is well-recognized by others. 81 .85
. 2.90 53.14
pride I am one of the successful people. 77 (2.67)
Others want to succeed when they think of my success. 75
It is worth making an effort to show the best appearance. .84
Appearance It's important to show good appearances all the time 80 2.11 64.86 T4
concern P B PD ’ ’ ' ’ (3.48)

I am embarrassed when I don't show others my best appearance. .68
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Table 4. Groups according to vanity

Groups Appearance Low vanity

Appearance

aniy w159 Group2(o142) sty '
Appearance pride 3.28° 221° 2.46° 166.05%**
Achievement concern 346 247° 3.59" 166.76%**
Achievement pride 333° 227° 238" 183.55%%+
Appearance concern 3.65° 2.89° 3.84° 105.85%**
**%p<.001, *Duncan test: a>b>c
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Table 5. Factor analysis for price attitude toward apparel products

s= 7h4e] & & FolrhiA

o A-gt 7}

Accumula-tion

Ei h’
Factor Variable Loading 8 variance Cronbach’s a
value o (Mean)
(%)
Buying high-priced brand represents the dignity. .83
Buying the most expensive brands makes me feel like a noble. .80
Buying high-priced products can tell something to others. 79 29
Conspicuous I think others judge me by the brands I bought. .76 420 16.17 (2' 30)
I have bought the most expensive brands as others are watching me. 74 ’
If I keep on buying low-priced products, friends will think of me to be a cheap. 71
I like brand-name articles even though they look cheaper. 60
In regard to apparel products, I can tell better which place might be good to buy 87
than others.
. 1 like telling others about the price information of apparel products. .87 92
Informat . . . . . 3.92 31.24
frormation Friends think of me to be a wonderful information sharer about the price of clothes. .86 (2.63)
I like telling others how much to pay by the kinds of clothes. .84
People ask the information about the price of apparel products to me. .80
I try to buy brands on sale. .86
I buy the brands on sale mainly. 85 g5
Price discount I have my favorite brands, but I bought them mostly when they are on sale. .76 3.24 43.70 (3' 12)
Being on sale of apparel products is the reason why I buy clothes. .68 ’
I think buying branded products on sale to be a good choice. .64
I try to buy clothes with quality equal to the money paid. .85
I check up the values enough to pay money when I buy clothes. .84 3
Quality My interest lies non only in low price but also the quality of products. 82 2.83 54.58 (3’ 92)
Even though I normally look around to buy cheaper ones, but I buy things that .61 ’
have proper quality compared to the price when buying.
Price I don't walk around to find a cheaper one. 85 3
rofessionali There's no use spending time to find a cheaper price. .84 2.28 63.34 (2' 40)
P tyI don't put my efforts on finding cheaper price. .76 ’
. I think it would be economic to use coupons. .86 .80
1.65 69.68
Using couponsh makes me feel better to be compensated by coupon discount. .82 3.71)

)
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Table 6. Correlation among the study variable
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Vanity Appearance Achievement Achievement Appearance
Variables pride concern pride concern
Feel difference age .09 .07 .05 137
Look difference age 197 .07 .09 .02
Difference age Do difference age .09 -.03 -.11* .03
Interest difference age -.01 -.00 -12 .03
Think difference age -12° -.09 157 07
Health difference age 13™ -.00 10" .04
Conspicuous 207 25" 147 17
Information 247 17" 13" 247
Price attitude toward Price discount 08 147 09 10"
apparel products Quality .06 127 .06 23"
Price professionality .05 -01 .04 -01
Using coupons 13" 127 13" 20"

'p<.05, “p<.01
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Table 7. The Influence of vanity on price attitude toward apparel products
Dependent .
ependett Independent variables B Standard error B t VIF
variables
(Constant) 2.144 .105 2040
Price attitude Appearance pride 07 03 13 248" 1.40
toward apparel Achievement concern .06 .03 12 237" 1.30
products Achievement pride .04 .03 .07 1.44 1.34
Appearance concern 11 .03 .20 4117 1.27
R’=14 F=18.03"
p<.05, " p<.001
Table 8. The Influence of vanity on price attitude toward apparel products sub-factors
Dependent variables Independent variables B t F Adjusted R?
Appearance pride 13 237
Achievement concern 18 359" .
i 10.32 .
Conspicuous Achievement pride .02 44 03 08
Appearance concern .05 1.03
Appearance pride 17 3267
Information Achleivement conf:em .05 97 1144 09
Achievement pride .01 21
Appearance concern 17 333"
Appearance pride .02 34
. . Achievement concern .10 196" «
Price discount Achievement pride .05 .83 298 03
Appearance concern .05 96
Appearance pride -.03 -58
Achievement concern 30 .65 -
li 44 .
Quality Achievement pride .04 .67 6 05
Appearance concern 22 423"
Appearance pride .05 .84
. Lo Achievement concern -.02 =37
Price professionality Achievement pride 03 50 42 .00
Appearance concern -.02 -40
Appearance pride .04 71
. Achievement concern .02 .36 ok
Using coupons Achievement pride -.09 1.64 6.34 05
Appearance concern 17 330"

p<.05, p<.001



589 51 HFol ThE Ho)eiE 9 ZFEE 211

Table 9. Vanity and price attitude toward apparel products according to gender

Gender Male(n=238) Female(n=223)
Variables M(S.D.) M(S.D.) ttest
Appearance pride 2.69(.78) 2.64(.62) .76
) Achievement concern 3.15(.77) 3.25(.73) -1.42
Vanity
Achievement pride 2.73(.75) 2.61(.67) 1.88
Appearance concern 3.40(.75) 3.57(.67) 246"
Conspicuous 2.31(.80) 2.29(.65) 37
Information 2.46(.88) 2.80(.80) 438"
Price attitude toward Price discount 3.01(.77) 3.24(.73) 324
apparel products Quality 3.81(.67) 4.03(.59) 3777
Price professionality 2.43(.81) 2.37(.74) .88
Using coupons 3.63(.79) 3.79(.74) 233"
'p<.05, "p<.001
FE FAH ALNE st ke AEe] il S SRR AAAGET JAske ARl =2 o= Algd
Z9] 8% E7 Uehsdth ole oAk tistdo] Et s ok 3 Y, Tl E, 4, RS F 174 vielr
BHoh AL o § 8ol o8-S Fisk, ofEulA] = s = oFathe vIRlel ¥ilo] wou = Al tiek AE= <l
A F22 FEE FE 3 Jin(1998)91 7= AR Aoldie] & Aow HoXth,
Hhdo), 27F Hes Ao d9E dstEs owdlr =
W ApolE UERiA] ettt OlL ARpaLE o] wA AL 45. |y FEHo| ME Xfo|QHD} oF JIAEHT2| o
SR o] BS Fall A7) A AAEEE &7 Baol G FHo wE zeldB el Aols A RT] flst] &
=0 $F Park et al.(2001)2] A9} xpolE RS AHEA 3} Duncan-tests 2AISE A= Table 113 2t} YA}
tetg el 7, 3194 el wE Aoldd T ARAZ (p<
4.42. A w2 2o 05), 77BN (p<.01) Frolgk Afol& BT =, 2o
<Y sy Zze] AR AR AR ApelE Lot T SRR, ARl Jed ol g AolE vEhlle
-%éﬁi%buwjﬁ}”ﬂmﬂﬁ%%ﬁﬁ%44%%% AFHS A SR /gFHAIF ] AS AR 9% wma
oA Zpol& WERHAAL ARFeES A AR, @4%%«6 oM =A JERRAL SRAJFHAN G ] o gF AR
ZFARAA ztelE vERHSITE S g@Ab et A velu AAR NN =A et ARES Ul RE Fefssia
o} Azrdge] A vERt B ﬂﬂ@ﬁﬁbﬁﬂ%7}bl1ﬂ e AFEEERTE YAS IR oAl o7]s Ee
£ FHlsks Al sleng Aol w2 Aow HoAR AR AR ET} el gt JAAAFAA A vpERRTE BEe
oh B A7 e AHATE A0 E FYA] W= e w2 2RE TR QAL AEE Abeleal Aztet
Aol gk delz dAlvelwnt A7ARAN 2ozt 2 AL = Fe AAAR R 107 JAAR A k] ApolE
2 HoXir} oz} tishle AAAG R #AE, Az, LR whdel] 2] AgFell et dukhds 7L glem &
A74AG M ApolE A vehld=d digke Ads 91 G FE YRS HAFE Jo] Fasith o7l S 4
IR vE AAlsket] dilS 7R A1 Al AdFEHTE A7Ag o] o =7 veht 17l Alzte] "ol
Table 10. Difference age according to gender
Gender Difference age Current-feel Current-look Current-do Current-interest Current-think Current-health
Male(n=238
M((S.D.) ) .10(4.65) -32(3.10) .17(3.68) -31(3.82) -1.31(4.37) -1.28(4.73)
t 34 -1.61 72 -1.26 4617 418"
Female(n=223) 373.72) -04(1.88) 08(3.01) -54(2.72) -1.38(3.96) -1.84(4.61)
M(S.D.)
t 1.48 -32 38 298" 5227 5977

p<.01, p<.001
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Table 11. Difference age according to vanity groups

Groups /'%ppearance - Low vanity 'Appearance
' /achievement pride (M=83, F=59) /achievement concern F
Difference age (M=85, F=74) (M=70, F=90)

Feel M 40 -51 46 1.09
difference age F 46 -.58° 91° 293
Look M 347 -94° -40% 370
difference age F -.08 03 -.06 07

Do M =52 45 .69 244

difference age F -.08 24 10 19
Interest M -.58 -27 -.04 38
difference age F -1.01 -22 -37 1.72
Think M -1.98 -71 -1.20 1.80
difference age F -1.74 -1.39 -1.08 57
Health M 13° -1.81% 237 6.44""
difference age F -1.16 -2.08 -2.24 1.23

*p<.05, **p<.01, Duncan test: a>b
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Table 12. Price attitude toward apparel products according to vanity groups

Groups Appearance Low vani Appearance
Price attitude toward /achievement pride (M=83 F:tsyg) /achievement concern F
apparel products (M=85, F=74) ’ (M=70, F=90)

_ M 2.54° 203 237" 953"
Conspicuous a b a .

F 2.40 2.02 2.37 6.96
M 277 2.17° 243 10947

Information
F 291 2.67 2.81 1.50
M 3.08 291 3.06 1.24
Price discount

F 3.35 3.13 322 1.58

Quali M 3.79 3.78 3.88 47

uali *

v F 405" 3.89° 4.12° 2.94

M 2.55 2.37 2.38 1.26

Price professionality
F 249 2.36 2.29 1.54
] M 3.72° 345° 3.73° 349
Using coupons
F 3.78 3.69 3.88 1.23

*p<.05, ***p<.001, Duncan test: a>b
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