A Study on Preference of T-Shirt Fashion for Young Generation
Oooooog

E-mail: 347621@mail.dyu.edu.tw

ABSTRACT
Fashion T-shirts are the trendy products of modern world, they are also very popular. The present youngsters usually wear T-shirts.
If the fashion T-shirts with their own concept, it will highlight the youngsters’  self style and taste. Meanwhile, to show the unique of
youngster sub-culture. The purposes of this research are 1. to investigate the preference of youngsters to fashion T-shirts 2. through
guestionnaire survey to understand the experience and valuation of youngsters when purchasing fashion T-shirt 3. by SD (semantic
differential) method to explore the youngsters’ image feeling and their degree of preference differences from the selective 9 fashion
T-shirts and 12 image adjectives.202 effective questionnaire were collected. The results were found as follows and they could be
provided for designers and market managers future reference. 1. The surveyors’ preference for T-shirts wasn’ t influenced by sex,
age, and school system. However their purchasing experience, preference degree to the T-shirts and image adjectives approached
the same and showed no significant difference. Most of the surveyors’ preference adjectives met the “ meaning of fashion” . Such
as Avant-garde, freedom, lively, passionate, relax, lovely, fashionable, realistic, handsome, and charming. 2. The preference of the
surveyors to T-shirts tended to “ unique shape” ,“ fashion” ,and“ comfort of the materials” no matter their sex, age or school
system. Above all, there is consistent high expectation to “ reasonable price” for the youngsters. Although most of the youngsters
love T-shirts, they couldn’ t accept high price, not to mention buying them with more money.
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