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Abstract

This study investigates the buying behavior pertaining to Japanese brands according to the degree of patriotism
of consumers in their 20s. A survey of 235 university students was conducted; the survey questioned the basic
purchasing attitudes of consumers in their 20s regarding outerwear and underwear and then surveyed the purchasing
attitudes regarding U brand’s (representative Japanese brand) outerwear and underwear. To detect the correlation
between patriotism and U brand purchases, this study asked questions about patriotism and investigated basic
personal information. The research results were as follows. First, there was a significant difference in consumer’s
purchasing attitude toward outerwear and underwear. When of consumers who are in their 20s purchase outerwear,
its design was the most important factor, whereas when purchasing underwear, functionality was the most crucial
factor. Second, it was confirmed that consumer’s attitudes toward U brand’s outerwear and underwear differed.
Although the evaluation of U brand’s outerwear design was not positive, the consumer tended to be satisfied with
the price. U brand’s score concerning the functionality of underwear products received a slightly positive response.
Third, a total of 235 respondents were divided into a high- and low-patriotism-group based on questions about
patriotism. There were significant differences in their attitudes toward clothing and consumer’s purchasing behavior
at U brand. Highly patriotic consumers thought negatively about U brand outerwear products in terms of price and
product quality than low patriotic consumers; however, there was no significant difference only regarding design
evaluation. For underwear products, low patriotic consumers were more positive about the price, design, and

functionality of U brand products than high patriotic consumers.
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brand underwear products according to patriotism

. Standardized | Standard t value,

Qi SN N BN deviation Error probability

I think that the functionality of U brand underwear Low 111 3.50 0.962 0.091 t =257
is better than the domestic brand. High 124 3.15 1.119 0.101 p<.05%

I think that the design of U brand underwear is Low 111 3.15 1.011 0.096 t =236
better than the domestic brand. High 124 2.83 1.080 0.097 p<.05%
. . . Low 111 2.95 0.980 0.093 t =216
I think the price of U brand’s underwear is good. - A
High 124 2.65 1.090 0.098 p<.05

When buying underwear, functionality is more Low 111 4.20 0.772 0.073 t = 2.69
important than the nationality of the brand. High 124 3.91 0.856 0.077 p<.01**

“p<.05, “p<.01
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brand outerwear products according to patriotism

. Standardized | Standard t value,
UEshon Sy N AT deviation Error probability
When buying outerwear, product quality is more Low 111 4.15 0.833 0.079 t =257
important than the nationality of the brand. High 124 3.94 0.926 0.083 p<.05*
I think the price and design of the domestic Low 111 2.94 0.897 0.085 t=-295
brand’s outerwear are good. High 124 331 1.005 0.090 p<.01**
) o Low 111 3.46 1.016 0.096 = 3.97
I think U brand’s outerwear price is good. - ok
High 124 291 1.090 0.098 p<.001
I think that the design of U brand outerwear is Low 111 234 0.926 0.085 NS
better than the domestic brand. High 124 2.30 0.981 0.096 -

“p<.01, ““p<.001, N.S. not significant
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Table 3. Analysis of the purchasing behavior of two groups of U brand products according to patriotism

. Standardized | Standard t value,
UEshon (S0 N AT deviation Error probability
After purchasing U brand’s underwear products, Low 111 3.56 1.109 0.105 t =340
I was satisfied and repurchased them. High 124 3.05 1.188 0.107 p<01**
After purchasing U brand’s outerwear products, Low 111 3.80 1.007 0.096 t =591
I was satistied and repurchased them. High 124 2.98 1.122 0.101 Pp<.001***

“p<.01, ““p<.001
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Table 4. Factors influencing the repurchase of U brand underwear products

Dependent variable: Repurchase of U brand underwear

Independent variable Sum of squares daf. Mean square F Probability
Functionality 37.749 4 9.437 16.114 0.000**
Product quality 8.129 4 2.032 3.470 0.009**
Price 5.780 4 1.445 2.467 0.046*
Patriotism 4.253 4 1.063 1.815 0.127
Design 3.073 4 0.768 1.312 0.267

“9<.05, “p<.001, ““p<.0001
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Table 5. Factors influencing the repurchase of U brand outerwear products

Dependent variable: Repurchase of U brand outerwear

Independent variable Sum of squares daf. Mean square F Probability
Price 49.798 4 12.449 20.144 0.000%*
Product quality 23.416 4 5.854 9.472 0.000%*
Patriotism 18.722 4 4.680 7.573 0.000%*
Functionality 6.839 4 1.710 2.766 0.028
Design 6.636 4 1.659 2.684 0.032

“p<.0001
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