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Clothing Purchase Behavior of Active Senior
-Differences According to Gender and Shopping Orientation Types-

Jin Mie Chae'
School of Global Fashion Industry, Hansung University: Seoul, Korea

Abstract: This study investigates the clothing purchase behavior of active seniors in their 50s and 60s. Differences of
clothing purchase behaviors were examined according to gender and the group classified by shopping orientation. Data
were collected from September 2 to September 9, 2019 using a professional internet research panel; subsequently, 246
sets of useful data were analyzed by descriptive statistics, factor analysis, reliability analysis, t-test, chi-squared test,
ANOVA and Duncan-test using SPSS 21.0. The results of this study were as follows. First, there were significant dif-
ferences in clothing purchase behavior of purchase frequency, purchase item, purchase price, and purchase channel
according to gender; therefore marketers need plan different merchandising and retailing strategies between man’s wear
and woman’s wear. Second. the result of cluster analysis by shopping orientation showed that active seniors were cat-
egorized into four groups including ‘active shopping pursuit’, ‘economic/pleasure pursuit’, ‘convenience/brand pursuit’, and
‘passive shopping pursuit’. Third, there were significant differences in demographic variables such as gender and occu-
pation according to four categorized groups. In addition, the significant differences of clothing purchase behaviors were
verified according to four groups. ‘Active shopping pursuit’ group was shown to make the best use of offline channels and
online channels in information research and product purchase.

Key words: active senior (2E]E. A]1]o}), clothing purchase behavior (2]5&-13)%), gender (38 ), shopping orientation
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Table 1. Demographics

Variable Item Frequency  Percent(%)
50s 146 59.3
Age
60s 100 40.7
Male 126 512
Gender
Female 120 48.8
High school graduate 52 21.1
Education College degree 159 64.6
Graduate degree 35 14.2
Business m: men
ot 167
Office job 63 25.6
Occupation Sales/service 18 73
Self-employed 33 13.4
Housewife 45 183
Etc. 46 18.7
Less than 2 million 22 8.9
Monthly income 2-4 million 72 29.3
(won) 4-6 million 62 252
More than 6 million 90 36.6
Seoul 63 25.6
Residence Kyunggi province 88 358
Etc. 95 38.6
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Table 2. Differences of clothing purchase behaviors according to gender
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Variable Item

Male

Female Total X

1-2 times per year 21%(18.4% 15(17.6) 36 8.132"

1-2 times per season 88(82.5) 73(78.5) 161
Purchase frequency

Once per month 11(13.3) 15(12.7) 26
Several times per month 6(11.8) 17(11.2) 23

Formal outer 9(19.0) 28(18.0) 37 38413
Formal wear item 9(19.5) 29(18.5) 38
Casual outer 20(16.9) 13(16.1) 33
Purchase item Casual wear item 37(34.8) 31(33.2) 68
Sports wear/outdoor 24(17.4) 10(16.6) 34
Golf wear 19(11.8) 4(11.2) 23
Inner wear 8 (6.7) 5 (6.3) 13

Less than 100 thousand 71(77.9) 81(74.1) 152 11.188"
100-300 thousand 40(33.8) 26(32.2) 66

Purchase price(won)

300-500 thousand 14(10.2) 6 (9.8) 20
More than 500 thousand 1 4.1) 7 (3.9) 8

Department 19(22.5) 25(21.5) 44 16.760°
Discount 12 (7.7) 3(73) 15
Outlet/off-price 46(36.9) 26(35.1) 72
Specialty store(shopping mall/street) 6 (7.2) 8 (6.8) 14
PE:ET; Market 3 (3.0) 3 (2.9 6
Internet shopping 30(32.3) 33(30.7) 63
TV homeshopping(telephone) 2 (2.6) 324 5
TV homeshopping(app.) 4 (72) 10 (6.8) 14
Mobile shopping 4 (6.7) 9 (6.3) 13
Total 126 120 246

'p<.05, ""p<.001 / * Observation frequency, b. Expected frequency



30 SOl FN IR A22H AIS., 2020

7P B, theol sk s )eleH, 22l AR
QUE £298°(637%)0] 7P BT AdHe Aol& AuEH,
W3 IR T o2/ HATRJA oA ] izt Bk
kU 0%"3% ‘lﬂ'4§].x-1’ ‘/\JJE—/Z-]UXU-]” ‘?_Ei"i /\:ﬂ’ ‘TVE_/\_UJ
Erd f FEy, 2ok &0 FEo] wolth $de
2 @o| o]gsh= FuiAdoe] sy wkel, o3 A
o2 o gFst FulAdS o] 8slal e, 221 Ad
o]go] o] et Aol FEG ejtt. Ao TVELSE F
Al FgAAE g SlAohd, dAle AN st
A3 2ekd ) ﬁz—‘-“r%‘ﬁ% Weatal =, HEJE Ao
TS T 7 o Bel YERATE Chung(2014)
o] S thdo R & Aol FEAET} ofdho] o]&
st ulske Ado] o thdsion, TVEAdS tisiE
o] A o8&k Y= AR ERd vt Ut
oJE-g ol uf EAS R o] @A st de mEk
2107}k A Lok 93l rests AlAEATE. ke
HwZg v AR Afo]Evel ‘HA = gao]x]"E A|2|s}
3 BT ool mhom, TV AFE, g deid
221, eI ARAER, ‘BE EHo|A oA
Y ZF Felgk o]zt vERTtH(Table 3). ‘BHE Z3o]x] 9
Tho] Aol °918}H1 = Ueh, AdEe] BEE Hls)
o THO HEYS ¥ HAFHO=E o83l ﬁolﬂ"iﬂr
E2 H2o] ¢l OUW Ed=y ARE 2R o
Grewal et al.(2003)°]4 &JAdol] vls)] djdoz & Zéia
BASke] 3 3gS TE3l3th= Laroche et al(2000)2] 5+
A #do| e AFe)|E St B3] AHES TVRELT
AFar, g Fujde] 29, eIt MRS @
Adoll HIs) oIt Wol o]&at™, A2 ofdol Hlsj Hall
= FHo|AE fre o}ﬂl ®o] olgste ZoR Yeth =
2R el lojA dmje] ogo]
P‘dﬁ‘rz g AF+ZA3H(Hong, 2008; Kim &
Kim, 2011)e]l HJ3l, & dolxe 28R Ad Ao Frd

-1)1

32

0]

0

L rum re Hn

2
ﬂll

Lo

2

O,

O

L o

A

oL

Table 3. Differences of information sources according to gender
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Gabbott, 1995; Choi, 2008; Chung, 2014; Grewal et al., 2003),
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Male(n = 126) Female(n = 120)
Information source t-test
M SD M SD
TV ad./TV homeshopping 2.73 7527 2.95 .8682 —2.125"
Report in newspaper/magazine 2.17 7384 2.12 .8810 .560
Offline Recommendation of family/friend 2.87 9239 2.85 8855 131
Store display/product brochure 3.17 9128 324 8301 -.602
Recommendation of salesman 2.77 7916 3.04 .8638 2575
Information of internet shopping mall 342 .8232 3.56 7970 -1.332
Web search on portal site 3.03 9116 3.20 9313 —-1.432
Online Consumer review on blog/community 297 .9203 321 9692 -1.993
Price comparison web-site 3.29 .9803 3.27 1.0748 206
Brand homepage 2.94 9407 2.69 8381 2221

'p<.05
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Table 4. Factor analysis of shopping orientation

Fol] mE vlw- 31

Factor Variables IE) aacdtionrg S;%EZ Va(ri/a:r)lce Cronbach’s o
I enjoy looking around store for shopping. 872
Pleasure. pursuit I like eye-shopping even though I do not have any plan to buy. .860 sols 24645 208
I am very interested in buying clothes. .841
I like shopping. 718
I try to buy clothes on sale. .834
I research a promotional coupon when I buy clothes. 750
Low-price pursuit I will invest my time and effort to find lower price for my clothes. 107 4.448 (zléf’};) .832
Price is an important element when I buy clothes. .654
I do comparative buying to find the most cheapest clothes. .645
Famous brand means a good quality. 810
Brand pursut I prefer buying famous brands in spite of the high price. 797 2086 8.692 453
It is important for me to buy famous brand for my clothes. 795 (51.869)
I am willing to pay more for famous brand’s clothes. 75
I evaluate a quality of clothes precisely before buying. 839
Reasonable plan I plan to buy clothes within my budget. 818 1658 6.910 1
pursuit I do comparative buying to find the most appropriate clothes. 720 (58.779)
I search a lot of information related with the clothes which I want to buy.  .577
I prefer buying trendy clothes. .850
Trend pursuit I consider fashionable items in purchasing clothes. .841 1.323 ( 654.521932) 871
I am very interested in new trend. 736
I usually use a convenient place when I purchase clothes. 71
Convenience pursuitl want to save time and efforts in shopping. 677 1023 4.261 o
I want to buy clothes immediately as soon as I need them. .670 (68.553)
I would rather buy clothes where I see. .605

HHH 5.513%), 6802 &qsl=d Al =85S doksid
data 78 Ak e R niE el dales e
T EEHEE 4261%)2 HHEA
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3(75%8)& A7FAFTeE felA AfFT= g von A=,
®8, BRESFTE 3 1, 250 won, HeFel His
F7e] Betgrol e ale] Hal Ao gob wHa/E

= a62y= ATVAFTSE B
P4 AFTE 29 3 AL B, v L5E 71
e Bighe Vel glo) aF4 497 0= BRsitt.

T3o] Hgtth A E HH YA ‘ﬂal/ﬂa%cz;L
z‘g’o] /\}Prz]g_ 47@:qu /\rﬂa‘ﬂ’ ‘7gzﬂx4/aﬂal :[La‘ﬂ’ ‘5\_2,%1
29 &d] = Bxgo] Uehty, AY FRe A4 s e
730 E%%kgtﬂ SEE AFH 4ol BUTh LEH
Fdell W xjol= 2009k vk AFA &M ro] s
Wokal, 200~4009FAS AR /AT, A /HA sz
o] BWokom, 400~6009H A=A &£WFY,) Hy/HA=
:rq_ﬁﬂ’ c/\:L;G /\:ﬂﬁﬂ,o]

@, WelEA=FTE 0] Beieh. Aol

ot &

N

BRI, 60099l o] g2 AHF2 &

£ fol Aol

oH



32 FOlFN IR A22H AIS., 2020

Table 5. Result of cluster analysis according to shopping orientation

Group Active shopping Economic/ Convenience/brand  Passive shopping
Shopping pursuit pleasure pursuit pursuit pursuit F-value
orientation (n=63) (n=46) (n=175) (n=62)

Pleasure pursuit 437 353 223 225 113.584™"
Low-price pursuit 482 438 321 357 32,153
Brand pursuit 3g5 2;:6 3§8 Zil 108.384™"
Reasonable plan pursuit 4g7 3'39 3;17 3§0 35740
Trend pursuit 3g1 350 3g9 Zil 85.264™"

Convenience pursuit 333 3§ ! 337 3i9 4083"

**p<.01, ***p<.001 / Duncan Test: A<B<C<D

Table 6. Demographic differences of four groups

Variable ltem Active sh(?ppmg Economic/ . Convemence./ Passive sh(?pplng Total X2
pursuit pleasure pursuit  brand pursuit pursuit
50s 33“(37.4") 27(27.3) 45(44.5) 41(36.8) 146
Age 2471
60s 30(25.6) 19(18.7) 30(30.5) 21(25.2) 100
Male 29(32.3) 16(23.6) 48(38.4) 33(31.8) 126 .
Gender 10.656
Female 34(30.7) 30(22.4) 27(36.6) 29(30.2) 120
Management/professionals 9(10.5) 4 (71.7) 23(12.5) 5(10.3) 41
Office workers 18(16.1) 14(11.8) 14(19.2) 17(15.9) 63
Sales/service 6 (4.6) 534 5 (5.5 2 (4.5) 18 "
Occupation 30.868
Self-employed 8 (8.5) 6 (6.2) 10(10.1) 9 (8.3) 33
Housewife 11(11.5) 14 (8.4) 3(13.7) 12(11.3) 45
Retired 11(11.8) 3 (8.6) 15(14.0) 17(11.6) 46
Less than 2 million 2 (5.6) 4 (4.1 2 (6.7) 14 (5.5) 22
Monthly 2-4 million 17(18.4) 21(13.5) 19(22.0) 15(18.1) 7
income o 30.571
(won) 4-6 million 16(15.9) 9(11.6) 20(18.9) 17(15.6) 62
More than 6 million 28(23.0) 12(16.8) 34(27.4) 16(22.7) 90
Total 63 46 75 62 246

e

'p<.05, "p<.01, ""p<.001 / * Observation frequency, b, Expected frequency

E YUehA AR 5000l Hlal 6007} A5 223 d 0]
g % ho = AlLo] AvAEe] o] thet A4t 4
TrjEEe] Z|tiEE Hioltt.

423, o) BT 27 H B FujsEe x}o]
W oEujgEe] 2tolE 7] flsl
WAREAS o A, i Sl W o8], Pz
I oA el M frel gt Aol7F UrEkstth(Table 7). o]&50)3)
= 2 gk 2ol 1, g ol o] we]
o, A A EETE L rdoll 1-28], Al 123,

g ol 137} Bkl W2/ BAEFTH 2 A 1~23)
7¢ Btk a3 &ge del 1237t 7 B
YH o BN A4 aEF 2 10~309HD°, 30~507Hd
o] Boxar, AAAEEFTE S 108kl vwbo] gth H
ZEANEFTH L 10~309°, 30~507F°, 505+ o]io)
gotom, 54 2l 107+ wRP ol 7P Bk
gk 7FAL AFE LW E S 10~309H’, S0REY ©]Xdo]
Bty A ST e 109k vRbo] F1g Bgkom,
A EN=FT S 10-309HD, 30~509H, 509H o]
oM BF 7R B9k, AT aWF 2 108k HRP
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Table 7. Differences of clothing purchase behaviors according to four groups

7] WE Hlul- 33

Active . . Passive
Variable Item shopping Fconomic/ . Convemencej/ shopping Total XZ
pursuit pleasure pursuit brand pursuit pursuit
1-2 times per year 2(92) 8 (6.7) 6(11.0) 20 (9.1) 36
Purchase 1-2 times per season 40(41.2) 31(30.1) 55(49.1) 35(40.6) 161 33392
frequency Once per month 12 (6.7) 5 4.9 7 (79) 2 (6.6) 26
Several times per month 9 (59 2 (4.3) 7 (7.0) 5(5.8) 23
Monthly Less than 100 thousand 13(27.9) 29(20.4) 26(33.2) 41(27.5) 109
clothing 100-300 thousand 38(28.2) 16(20.6) 37(33.5) 19(27.7) 110 139255
expenditure 300-500 thousand 10 (4.6) 1 (3.4) 7 (5.5) 0 (4.5) 18
(won) More than 500 thousand 2 (23) 0 (1.7) 527 2 (23) 9
Less than 100 thousand 26(38.9) 36(28.4) 42(46.3) 48(38.3) 152
Purchase 100 — 300 thousand 27(16.9) 9(12.3) 19(20.1) 11(16.6) 66
price 32.749
(won) 300 — 500 thousand 5 (5.1) 1 3.7 11 (6.1) 3 (5.0) 20
More than 500 thousand 5 (2.0) 0 (1.5) 3 (24) 0 (2.0) 8
Department store 15(11.3) 8 (8.2) 16(13.4) 5(11.1) 44
Discount store 4 (3.8) 2 (2.8) 6 (4.6) 3 (3.8) 15
Outlet/off-price store 18(18.4) 13(13.5) 29(22.0) 12(18.1) 72
Specialty store(shopping mall/street) 4 (3.6) 1 (2.6) 3 43) 6 (3.5 14
PC if:j:f Market 1 (1.5) 1 (L) 1 (1.8) 3 (1.5) 6 36.890"
Internet shopping(PC) 13(16.1) 13(11.8) 11(19.2) 26(15.9) 63
TV homeshopping(telephone) 2 (1.3) 1 (9 0 (1.5 2 (13) 5
TV homeshopping(mobile app.) 4 (3.6) 1 (2.6) 6 (43) 3 (3.9 14
Mobile shopping 2 (33) 6 (2.4) 3 (4.0) 2 (33) 13
Total 63 46 75 62 246
'p<.05, ""p<.001 / * Observation frequency, b, Expected frequency
of 7bY Wtk FuAGS AWRE waYe HIH 43 Wol ol8shs A0E ety 2FH 49| Lkl 2
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Table 8. Differences of information sources according to four groups

Information source Active shqppmg Economic/ . Convemem:t?/ Passive shf)ppmg Fovalue
pursuit pleasure pursuit brand pursuit pursuit
TV ad./ TV homeshopping 3.00 2.80 2.72 2.84 1.380
. . 2.46 2.13 2.07 1.94 o
Product report in newspaper or magazine B A N A 5.042
Offline Recommendation of family/friend 2.94 2.70 2.89 2.86 .689
. 348 3.33 324 2.81 o
Store display/ product brochure B B B A 7.185
Recommendation of salesman 3.00 291 2.99 2.69 1.847
. . . 3.75 3.65 3.11 3.57 .
Information of online shopping mall B B A B 9.308
. 3.49 337 2.67 3.08 .
Web search on portal site C BC A B 12.023
. . . 3.48 335 2.67 3.00 .
Online Consumer review on community/blog C C A B 10.928
. . . 3.49 3.70 2.79 3.36 -
Price comparison website B B A B 10.383
3.10 2.72 2.76 2.69 *
Brand homepage B A A A 2.744

'p<.05, "p<.01, ""p<.001 / Duncan Test: A<B<C
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