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Abstract : The explosive growth rates in sales of climbing clothes-centered outdoor wear has slowed; however, athleisure
wear worn while enjoying sports activities is still popular. This research study investigated differences between pursuing ben-
efits of athleisure clothing and purchase intentions of athleisure clothing according to lifestyles, targeting male and female con-
sumers aged 20s-50s. Analytic research data was statistically processed with the use of SPSS 18.0. The factor analysis and
reliability analysis, multiple-regression analysis and t-test analysis and descriptive statistics were conducted. The study ana-
lyzed the results of pursuing benefits of athleisure clothing according to lifestyle. The study results showed that fashion ori-
ented, health oriented, and sociability oriented factors had significant effects on youth and fashion; however, rational
consumption, leisure orientation, sociability orientation, and value oriented factors showed significant effects on everyday
clothing functionality. Health orientation and leisure orientation factors also exerted significant effects on comfort; in addition,
the factors of fashion oriented, value oriented, rational consumption, and health orientation also had significant effects on ideal
body image. This study investigated purchase intentions for athleisure clothing according to lifestyles. The study results
revealed that fashion oriented, leisure oriented, private life centered, and health oriented factors also showed significant effects
on purchase intentions for athleisure clothing.
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Table 1. Factor analysis of lifestyle
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o)

Factor Eigen Variance Cumulative

Factor Lifestyle loading value %) variance(%) Reliability
I like to get along with others very much. .847
I like to meet a new person. .826
S(;crizrl:iitiy- Lg;tt:;fguial;:::i: .in meetings like friends-meeting, reunion and 789 6.947 25708 25728 871
I like to invite and talk with guests. 758
I tend to express my opinions in a meeting. .706
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Table 1. Factor analysis of lifestyle(continued)

Factor Lifestyle

Factor Eigen Variance Cumulative

Reliabili
loading  value (%) variance(%) eliability

When I play a hobby or leisure activities, I pay much attention to my clothes. .781

I can immediately mention more than 3 ones of my favorite clothes brands. .775

Fashion- .. . .
O:iselfer; I tend to visit a department store or a fashion shop more than two times a month. 759  2.836 10.502 36.231 .858
I think that a clothes can express my dignity. 741
I have much interest in new products and new brands. .681
I tend to buy a product at the period when it is discounted 762
Even I buy a little thing, I tend to buy one after identifying its price. 732
Ratlona'l I go around several shops as possible as I can at purchasing a product. 723 2,170 8.037 44.268 780
consumption
I tend to make a plan already at purchasing a product. 678
I actively use coupons or discount cards. .646
I continually take health-supplements or vitamins. 755
- I prefer an organic diet for my health. .684
Health- - prefe £ w 1744 6460 50727 730
oriented [ consider good health very importantly. .680
I take a regular exercise for my health. .650
I will spend more leisure time than more work hours in order to earn more 752
money. ’
Le,lsure(; Even spending some money, | take a leisure activity that I wound like to. .739 1385 5.130 55.858 745
oriente
I want to perfectly fulfill its related articles for my leisure activity. .585
I frequently read books or magazines relating to my hobby. 548
Value- I think that the self-realization is an important value for my life. .835
. 1.244 4.609 60.467 671
oriented | want to make more investment for myself. 756
i I enjoy taking an exercise by myself. 793
 Private oy Takine v 1121 4150 64617 569
life-centered On holidays, I enjoy watching a film or taking a walk alone. 773
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Table 2. Factor analysis of pursuing benefits of athleisure wear

Factor Eigen Variance Cumulative
Factor Pursuing benefits of athleisure wear . & variance Reliability
loading value (%) o
(%)

Because of a fashion trend is changed, so I purchase a new athleisure wear. 831
I buy fashionable overseas brands through direct purchase. .809
I closely observe an athleisure wear brand that a celebrity wears. .806
I tend to closely observe what kind of athleisure wear products that other people wear. .755

Youth & . . . . . o

fashion  Wearing an athleisure wear in order to keep up with a fashion trend is important for me. 749 7.173 35866  35.866 897

I wear an athleisure wear to catch the opposite gender’s eye. .681
I choose an athleisure wear making me be looked younger. .655
Because an athleisure wear makes me be looked younger than a suit, so I enjoy wearing 609
an athleisure ware. '
At purchasing an athleisure wear, I consider that its quality is guaranteed. .806
At purchasing an athleisure wear, [ identify that a defective one can be easily exchanged 775
or refunded. '
When an athleisure wear is inconvenient even though I like it very much, then I don’t 639
purchase it. '

Versatility - At purchasing an athleisure wear, I consider whether its style enables me to wear it any 589 3.401 17.003  52.869 831
time. ’
At purchasing an athleisure wear, I carefully investigate its functions rather than its color 562
or design. ’
I tend to purchase an athleisure wear after considering that it is well coordinated with my 545
clothes. ’
I purchase a comfortable athleisure ware at moving. .806
If hlei i fortabl ing i I ’ hase i i

Comfort an at. eisure wear is not comfortable at wearing it, then I don’t purchase it even its 784 1226 6132 59.001 847
design is good.
At purchasing an athleisure wear, I consider whether it is comfortable for my body. .734
I tend to choose an athleisure wear to hide my physical handicaps. 72

Ideal

d??n:;edy I purchase an athleisure wear making me be looked sophiscated. 704 1.062 5.311 64.312 763

I prefer an athleisure wear to stand out the advantages of my body type or figure. .565
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Table 3. The effect of lifestyles on pursuing benefits of athleisure wear

Pursulniljb:;f:g:n?fv:?;;j)lre - (Indepelt:ilfeeztyl\f/}ariable) B ! Adjusted R* Frvalue
Fashion-oriented 469 9.606
Health-oriented 200 4286
Sociability-oriented 158 3416
Youth & fashion Rational consumption -079 -1.742 437 83.821"""
Leisure-oriented 045 .883
Value-oriented -011 -247
Private life-centered -.030 -.681
Rational consumption 243 4583
Leisure-oriented 124 2.105°
Sociability-oriented 135 2426
Versatility Value-oriented 126 2247 163 16525
Fashion-oriented 019 304
Health-oriented .106 1.781
Private life-centered 056 1.029
Health-oriented 204 3389
Leisure-oriented .143 2376
Sociability-oriented 043 732
Comfort Fashion-oriented 001 021 083 15.480""
Rational consumption .097 1.737
Value-oriented 071 1.223
Private ife-centered .069 1.217
Fashion-oriented 322 5.846
Value-oriented .140 2.763™
Rational consumption 138 2,639
Ideal body image Health-oriented 130 2384 269 30397
Sociability-oriented -.020 -378
Leisure-oriented .089 1.533
Private life-centered 071 1.395

<001

T ke Ae HolEnh
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Table 4. Factors analysis of purchase intention of athleisure wear

AL AFH(Table 4), 5 oA doAs g AL
7F Ark, i sHA dofell thisl T AlESelA FAE ol
o] ek, ‘Yo R f&HA dojE Fuistr] 3l AT wigel
WHES oA Adohe] Al o] shte] g%1es FHA
0.9219] AF=E 2T}

Zho]xz 2ElYo] o A o] AFFuelel vX= FF

Factor ~ Eigen Variance = Cumulative

Factor Purchase intention of athleisure wear loading  value %) variance (%) Reliability
I have an intention to purchase an athleisure wear in the future. .937 2.596 86.538 86.538
Purchase intention I have an intention to visit a athleisure wear shop in order to 935 23 7731 94.269
. purchase a product. 921
of athleisure wear
I have an intention to recommend an athleisure wear to 918 17 5731 100.000

surrounding people.
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Table 5. The effect of lifestyles on purchase intention of athleisure wear

Independent Variable B t  Adjusted R? F-value
Fashion-oriented 258 4787
Leisure-oriented 194 34727
Private life-centered 171 3.433"

148 26527 208 349407
Sociability-oriented ~ .041 .763

Lifestyle Health-oriented

Rational consumption -.018 -.351
Value-oriented 038 .739

Dependent variable : Purchase intention of athleisure wear

**p<,01, ***p<,001
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Table 6. The effect of pursuing benefits of athleisure wear on purchase intention of athleisure wear

Independent variable p t Adjusted R? F-value
Ideal body image 293 5.188""
i Youth & fashion 266 5254
Pursumg benefits of . 445 65.045
athleisure wear Comfort 183 3.254
Versatility 127 2278
Dependent variable : Purchase intention of athleisure wear
"p<05, "p<.01, "p<.001
Table 7. Difference in lifestyle by age groups
Lifestyle Age groups M SD t p
20~30(n=159) 3.161 .805
Sociability-oriented 2.379 018
40~50(n=162) 2.960 703
20~30(n=159) 3.133 .897
Fashion-oriented 1.012 312
40~50(n=162) 3.040 735
20~30(n=159) 3.790 667
Rational consumption 2332 .020
40~50(n=162) 3.626 .592
. 20~30(n=159) 3.204 763
Leisure-oriented 2.703 .007
40~50(n=162) 2.992 .639
20~30(n=159) 3.245 783
Health-oriented -3.649 .000
40~50(n=162) 3.532 619
20~30(n=159) 4.057 .684
Value-oriented 3.368 .001
40~50(n=162) 3.815 .560
20~30(n=159) 3.374 .888
Private life-centered 473 636
40~50(n=162) 3.330 775
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Table 8. The effects of lifestyles on purchase intention of athleisure wear by age groups

Independent variable B t Adjusted R? F-value
Fashion-oriented 372 5554 o
Lifestyle of 20~30’s - 329 39.688
Private life-centered 367 5478
Leisure-oriented .395 5375 .
Lifestyle of 40~50’s . 224 24.207
Value-oriented 178 2421

Dependent variable : Purchase intention of athleisure wear

*p<.05, " p<.001
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Table 9. Difference in pursuing benefits of athleisure wear by age groups

Pursuing benefits of athleisure wear Age groups M SD t p

20~30(n=159) 2.760 .840

Youth & fashion -1.042 .298
40~50(n=162) 2.847 .645
20~30(n=159) 3.667 .656

Versatility 1.384 167
40~50(=162) 3.572 .567
20~30(n=159) 3.925 738

Comfort 1.069 286
40~50(n=162) 3.835 756
) 20~30(n=159) 3.375 .830

Ideal body image .840 402
40~50(n=162) 3.305 672

Table 10. The effects of pursuing benefits of athleisure wear on purchase intention of athleisure wear by age groups

Independent variable B t Adjusted R? F-value
Ideal body image 496 7.159""

Pursuing benefits of athleisure wear of 20~30’s Youth & Fashion 249 3.600"" 421 58.353
Ideal body image 418 5776

365 47.175

Pursuing benefits of athleisure wear of 40~50’s

Comfort

284 3.919™

Dependent variable : Purchase intention of athleisure wear

***p<_001
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