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Abstract

The importance of marketing on mobile platforms as well as mobile commerce is
increasing dramatically in fashion industry. The purpose of this study was to
categorize mobile fashion marketing strategies and to examine application usage
motivations that influence brand attitude, purchase decisions, and post-purchase
evaluation. Qualitative research methods, in particular focus-groups and in-depth
interviews, were conducted to examine the typology of mobile marketing and fashion
application usage motivations. Then, a modified survey was used to quantitatively
examine what content consumers expect from fashion applications. Results of the
qualitative study indicated that consumers perceive sensory (visual, tactile, auditory),
relationship, information and practical marketing strategies through motives. Survey
result from 229 consumers revealed four fashion application usage motives: sensory,
relationship, information and practical. Based on these motives consumers were segmented
into three groups: the experience/relationship-conscious, the product information-
conscious, and the lifestyle information-conscious. The product information-conscious
group showed higher level of monthly income and clothing expenses but lower level
of mobile device usages. Lifestyle information-conscious group and experience/
relationship-conscious group had higher level of attitude, and post-purchase evaluation.
It was experience-relationship conscious consumers who spent more time in mobile
use. This study shows a better understanding of mobile marketing environment of
fashion applications.

Keywords: mobile marketing(Z2 8} B}F5), application usage motive( o] &&/7o]]
ol& &), brand attitude(HZHE EJT)

I. Introduction
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A HASE AP ARAE B S 9E A 0
791 BrEe.2 A4E T Y] tEol7|E Sk, 7]
&9 A, Sl AAHA Hupd APgol ¥ Al
= Hol 9 A== AL Utk 20159 1.49944
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II. Background

1. Experiential marketing in mobile

Zrigolgt A §4 YEQIL} T 44 A4
AAY 7S 8ol FAE Yilt}(Siay, Lim, &
Shen, 2001). Lee, Seo, Kim, Park, and Kim(2011)<
HHd A" S o584l ol&et AP RE A
ofstaL, 7iQlstel A=A, Fojido]l Fasttal Aw
SHRTE &, 2k nAgolft R EAITE 085t
AA oA MY HAT} 7 7Rt HEtd7] 7S B
7102 5= n}A go]t}. Shankar and Balasubramanian
(2009)£ “71d37} Au|R; 7ho] mukd oA, 717] &

& 71%g Aol ABTE AT 5L chi A
FHACIESF 2URE (.90l BT of )

o S, BEU2 o] 83t HAP L A18-L SR
3 EE 59 A4S AYSE AL Hstel Av]

AsoA FEE ATcte 59 AL 7Htew 5t
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= ulA|golt}h. Schmitt(2002)= 19] #Aoj|A 732,
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3 02 mokor], avjxel HAST} FEI WA
2 AR dFE vIAH, M2 AT 2Eet At
AvA-HAE AT YHHHE A W, ]
A-HIAE B Ag olopy| Pt o B
37 7k9) A4BA BAVE GAHES S o] F1
stof, &AL BRHES £2 FAR A&HE
7k FPsdthe AL ojujsit. 2 B np gL

< 2R Ads] ke =S 2 He A
MRE AuA7} AFe HASS Aslzde %

o

- o3 87

mfa RS, Y A g s B
= ARYE G40 o277k 1 oJulzt Fu )
om wetd BAA vEe A% Bobd ojlel

avA 877k0) 4548 B9 AW ATt
=, pul450] A4EY ek £oR} Ade B4
shsto] alate] ksl Apolol] ApEAE Lo 4
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2. Fashion application usage and brand attitude
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Shtel wiAE B ALET 908, ol §
Be Y U5 WAL ok A ofEe
0]4 9] Aol A= Choi and Kim(2011)2 7| 253
3} wAgERYoR YuK §ro] 2UE Fol 7
BT, Jang012)2 MAHR, AY, 2oL 47,
HolA], 2=, A, Atz gn
§ g%, BAY B, 484 SR ojEeolHe
TR KimQ01 )& Aeteielg, wahd 21
, WHFEE, fHdEHER o FRSHE=Y, °]
qud SEoL A8H 58 ARssel A7
T} Park and Ko(2014)= 7] wet ffA of &)
olig 71BN, 2AYENDL, 27U, A7)
M), QEEIIAE, wolel 43, AEe A
A2 YRQE, ol AEA 29 #AH 8,
484 BEE ATAUL. 2uA9) E1E A3
= o] A"l £ o, B ofEZ Aol
olgstE o1t U7HH 8%, BAN 8%, JuA
8k, 484 §E= 722 F A& Ao
Citrin, Sprott, Silverman, and Stem(2000)°f 2]3}
H HHE gz BERHE] =&Y HE ALY
A &3k 7Fs/del L, 11 FHol BEE A™
SIEE fETh &, w2 LE5F B9 £2 Hi
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wAgolT

Heg J4ste 7199 ook s 182
Z 7iRIePt 7MY w2 mEtd @014 BREE &
HRboA keEE 4 e F2 AEelth Kim(2010)
o] AFolAs BRHEC] Higt Alde He J400 J
T2 UAA Hedl, 2dolA BA=0] dof gigt
A2 ol Ad, wAH A, AMA A &L
Z " FA0 932 A= A2z U o
2et Blisof digh A2 A et A=
F2 AE A& Ha0062] A7olA & <= Sl
A8y A A, 2Htd A" @A E BiEo
A AlEsh= oAl SNS Ao Ao Bl
= Aido] anjxte] BHE " F4o] dF=
Ao Hol, o]z TA] Frfio] PP mA L, Y
o7t #uff & P& & AT ¥ vE As
g 4 A

. Method

1. Research questions

2 AFES AvAEY WA =Ekd ohAY
< FF386tL, ol& 7|Hte g mHMd FjA o & A
old F715 &7sto] H=of vAe JF7HA Lot
He Zojnt. AFAet A A+ A eH,
AdFEAls o= 2o

A
r
=

ATEA| 1. 2ot wpAR T olo] That vl
A olZelAold A8 5718 fPakic
A7EA] 2. Y o EA A AHg 5710 mre}
AR T, ARAGY 54 Lot
ATRA 3. AR 2% ek gho] BAS g
2o Xpol7 QI7kE Pohiit,

2, Data collection

4H 240 oS ATTEES ARl 9 20
A olge) ol 18H(dA 7, ofA 1)o7 4
B9, 53] 59 ZAYUALL IT FAIAY
SNUER ATEE T3t 0§ HEo] &L A
E& 5L, 982 Ao dis #Aol &2
AAEe] Al 9 st or Fgstqit E1L,
HHARY] 7]F0] FEZO|EET ofo]EOF os7F U
HAER, Z47t0] o]- A9} HES PC oA E9
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Sttt HAWIAES JAT-BASHE B2 (Table
I 2t

AA ZALE IO & AP FA 2ALY] tiit2
AULEES ARESEAL Sl 184914 404] olste] A
ol Y= gAor & Qmeolox ARG s}
et F 2422 WAL E S, 1 5 BT
SH 13EE AT 22985 Am £ ARSI
o FHATY SHAF 22990 gk AFBASE &
/3 9t 204 ©|5k7} 22.7%, T 214|904 ®E 254] ©]
3H= 39.3%, TF 264904 T 304 o]5H= 28.8%, Tt
31A0A 304 o|5k= 9.17%E YEFRTE ER= 352%
£ AR5k, o2z 64.3%F AAISHAT 7S
1009+ ¢ =lgko] 3.9%, 1009k oflA 2009 ¢ w] Tk
12.2%, 2007+ oAl 3009+ ¥ ©]9lo] 12.2%, 300
aF o)l 4] 4005F Y mlEko] 16.2%, 4005 Yol A] 500
9l o] 14.8%, 5005+ LA 6005 o] 15.3%, 600
Lof|A 7009t o] 4.4%, 7005+ o] o]Ate] 17.5%
Ut g o EH] &2 109 oA 20
Y wlgto] 51.1%E 7Y A UEbar, 205t 2ol
305+ o] 18.8%= F= ¥4, 109+ ¥ w]gto] 153%

O

(¢]

=

JJrEJPMrEJrfEJ

A

<Table 1> Demography of participants

- o]#3] 89

2 A fAolH, 305 oA 407k ¥ H|Th2 8.3%,
409t oA 505k 9 HTho] 3.1%, 605 ¥ oAk
2.1%, Ao 2 507 UojA 607 ¥ U] 0.9%
+£o0 2 eyt

3. Interview contents and measurement
47 2A AL 2 rqw HHE9] ofjEe|7o|
A 740 BoF FES xBHo R wels] s}

of, BAAIG} B2 43% CRESE N ECE
2 241 JYsto] APk WA BASY ofE
o] de] 28147t Uk Aol RollAE

A s, olell wE ARl HWH Wi
o= 2o

A WA, i BEAEY 0 E nple] ofE Aol
o] §mo] tig A3} AHg ol F]olite 4
290 ool £olum, AH83HA oFe ARIES 919
Aol A & 71A] B E 9] o Z8]A| o] H(D&G, Hermes,
System)& ot=A], AHES| EYEA OB, BE
3 Al 3 olHi= Al Bk Al #, oF 5
2 7 AfQlo] A = BHES] of & Aol dS

LU )

Item Age Gender Operating system Occupation
A 35 Female i0S Freelancer
B 28 Female android Office worker
C 27 Female android Office worker
D 25 Male android Graduate student
E 21 Male android Graduate student
F 21 Male android Graduate student
G 42 Female i0S Office worker
H 29 Female i0OS Office worker
1 31 Male i0OS Office worker
J 31 Male i0OS Office worker
K 29 Male i0OS Office worker
L 32 Male i0OS Office worker
M 28 Female android Graduate student
N 29 Female i0S Office worker
(0] 23 Female i0OS Office worker
P 30 Female i0OS Office worker
Q 29 Female i0OS Office worker
R 31 Female i0OS Office worker
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2 Zaeon], ojol] & 249 2Hg A1
193, FojAEo] AAAHA fsleteE SEstg
St Sturrock and Pioch(1998)2] 1 ®hHof wh
o ot Aol 25 2AsHunh 2
A 202004 1A17E 30% = 199
A 2asigon, BEHge nash 9
o B chRrEelrl ele ol =L seich
FA FANA AR & T APATe] &
e 20 8300 54 44 AP clgolel
sof ST 48 ATL oJR 4B 2
DA SARER FAHUL, A ofEA A 01
|4 18782 L2 stk o] IS F5f 4H|
Ago] AntEEe] Uit ofE Ao AFgo] Hhat 7
=%, WA ofESTA N AR 125, 714 A
ofZE|A ol gt 1683 23519t E3 Kim
and Hwang(2013)9] 4 &< 0] £5}0] Au|A} HRS =
S5 529 o o 7o Bl 4 49 )
2519ty B3 2% 54 Likert HE(14-4A8 1
94 ek, SES T9the olgsianh
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L, §of0 09
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4. Data analysis

W olF, SSHEL uEdte] TowA NS
3He 2Qlo] o|RolHtk. AR LMo Wt BES
Z/gotlal, s BiE ofEe]A ool thigt o]
Ao Az, =4, F SOl bt oA wglol 7
S5t o8] B A A oA vHEE oA

S93iol WA olBA o4 ol& 57|

wAgolT

o st AE 18I0k Al wef ol o

£ ko] oAS Be 2AZ ool Atk %8

S A Wgoz BAT HUIBE Bl
A Aol Aol B4 EATMZIA SPSS Win

17.08 o] 83}o] AAshelTt. HIEEA, rest, A%

A%, LARH, AARLEAANOVA), ZHEA 5

2 o83

IV. Result and Discussion

1. Typology of mobile marketing of fashion pro-

ducts

AUTEE ARGALY] WHE s w2 Holglon, ot
A7HA A BREQ ofjEEAloldS HFHoR
ARgSte A2 obd Zog Utk 18y o &
Aol dS ZotHAS EH EAHA F=rtd 1 B
Zof s FHAXT= F2E 7HA I lglen, §H
TFet fE Al AT BllEo] tigt £2 H
TE IS AHAES OFR 7159 &Y

Aol g 7|ehsta Yhom, urael AeA s,
s, WPYRE BES] Beks AU 418G
% 9 710l Sl A5 Sol7bd & 4 A
u2 ulolES Bo A4E A3 2715 Aut
SNSE £ npEe Bass A2e L7 8

2] FE, ol 50 Z2u Ao e B of
ek SIR7I% ANA S5 0| 8T U REUAS
Azsheich. et Be ol Gk AuAR o
o 2m vAAR LA St ol X 25
£ % Hla B4R ol tAR e £33 ohu
oﬂgﬂﬂ]o]/‘\j_,] A]71— 2719 o]_g_ L 7 71—;(-1 U]—?-]]

1y 0TI = p. =

d, SNSE o] g3te] AulxjolA] TAbe BAA o

!
rzl

F

A, 244 35, HH A 59 JAA/AEA vHAE,
FE OME 52 GRitE 48d shden
ME} o]# 8§39 ofg] dA AFREI Y=

HEAAIAE Ttos ool HH HAE o
S04 2 =uk v 2ul4So] 7|dhst
19 AL Fest et Pk

1) Sensory marketing
Nz, 32y, B2, vz £70 oA

2 v auelA BRSPS A4

ol-&3t &
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2 % 9t Yol Zutd nAgelE o]t
o7re AT FAH vl MaE e, B
S ol g3t EAA A7, B, £740 U
% ot

(1) Visual marketing

Hol= A5 o83t AAuAY S HutdofA 573
WA o]&5to] AHAES A XS dolE 5 A
AY, AE0] FHE o] §F & QU= B e
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A fEEo] EEEH et Yozt AnAt
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o},

2 5L A7 FL2H8 Ago YHA Yo
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Fora. FHTE oo S A opjH7E W}
ojgA) HEET BFoE & & oL} (E)
Al HEYFOF HolFEE A7} £OLL.(B)
Ept o)X= 7o) go] oF Bt AT 7
QA sHE, 28 A B8 HFElE 18 X
Z29o0] Qe A1 FHY it BFLL.
28 A 3 o2 Aele. BAE ofu] i Fof
& A92.(G)

YAGE FIPY ATE RSHE HE 5 9
L Tl 1P PR £ G T YE FE,
72 i, g Y 52 Ao AL o
GeIot Fpsoleh -t o WA 088 + U
= pEnipe] Zoju U2 £ o)

20l g wep o ZS Yor, 2 BAES
22 YN Y2 HE2 B+ YA e A E

ARE - ol 91

258, 9 Ao]<E F.ol o YA
A7)o] £ 9 wi A 28 =7 FEL
AR GEY FFo] A%} A @o] G 18
2] 257 Fe8o] Y715 Gora.(H)

ojtio] o Fo] gt FH0R FeE A
QLo W7} it Y= AAY A3 AE]
o] Hrlz FAER. HHl o B} o,
g vy 929l A 28 AE BFHL.(0)

(2) Auditory marketing

B4 A" &FE AHAE ASthe
Hutd npA" o A= ol &S Aol A HA|
= e 5 UAEE A BE V5EE =
E3, D&GE] AlZEtoltt AAge] &
Aolde] 27 Azl A4Ake] goke Abest
AL AAR AvlAE0] HHE ofEeAo

7198k Hloll =e< FAH
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lo
B

>
we ¥ o
o & 0
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S,
lo
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o
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A= GAgJo] 7]l Hora. Wz S 9l
29J0] gloji] AIAZ BE 5 i A Fopa
UE ThE Fo] 78 4 gl A7IEkY Hee]t]
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(3) Tactile marketing
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2) Relationship marketing
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3) Information marketing
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4) Practical marketing
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<Table 2> Modified items of expected application usage motives

Typology of mobile
application usage motives

Items

—

expect to apply my face to avatar to change clothes on fashion application.

—

Sensory

want to apply my real size such as height, weight to change clothes.

—

want to use relevant functioned applications such as Nike App to check heart rate.

—

want to make brand's friends via SNS.

—

Relationship

want to have information of brand events through SNS.

—

want to make background screens, DJ mixing and wallpaper etc. and share them.

—

want to see all products at off line stores.

—

expect to enough information of product than other functions.

—

want to know price of all products at mobile application.

Information

—

want to know the size, fabric, material exactly.

—

want to know best selling items.

—

expect to update information of product a week.

—

want to seek life information such as restaurants, hip places on fashion application.

—

want to seek information such as weather on fashion application.

Practical

—

expect fashion application provide practical service such as watch page or alarm.

—

want to funny fashion application having cartoons, games.
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2. Fashion application usage motives and market
segmentation

AR ARESEL = oEEACIAY o8 571 &
R o) FAE B4 WA (Varimax) 840
o3 +HE =3 Z2E a4 S HAIR 24,
QRS A4l e 5 2L Aot ) 7]
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o1, &4 Sl T AT FuE AFAL At
o, MAE H) 4B AZote] ENEE L 4ol
SR 6719 EFo g o|FolFal, AFTH HE
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<Table 3> Factor analysis of application usage motives

- o]#3] 95

A Qoo g Pgstlon, e HlE-E 26.46%0]
H, AZFZ%= Cronbach ¢ Fo] .780°.% LERGTE
821 2= AR ofy e}, ST 22 I AEY
IHe 22 AR 9 detn 22 H8HQ 7lE
= YstAY, 2oy wiglel 22 AHHRIHEZ
? 8AE Hste] LA FE QI o= FYPsH
. 8091 29] HIF H|ZL 15.54%= XX ATt 891
32 Apilo] A mdo] Hof 22 YojE AL, A
1A Abo] 25 JEsto] 22 QdolE = AUs “BE
2 gQl7o] E=&F Y, o] M 13.74%=E UEhy
ot ohxet 291 4= SNSE 53t A7t Ha, ol
BEE & 5 = AZ oo} BAH Q"o =
T3, W3R 12.26%2 LERGTE
ol AYPAFoAE WA v} o], o & A

9] o]& &7I%l HEAFFo] ATHI QU B
SR

A ATE v R Hus AlEststr] ¢

Sto] K-means w+24& AAIsto] 3742 o g
2351917 (Table 4), o] [T z}o]= ANOVA
A} AFEHHP O & Duncan Tests HAIRF A=
=3 Zo

¢

o

r>~

oH. llT[
oR
ot

o]

O

—YLOFO

A
=
T

£

FO
-0,
I
X,

P

-EHE

Factor | Eigen % of [Cronbach
Factor Items . .
loading | value |variance a
I want to see all products at off line stores. .858
I expect to update information of products a week. .826
I expect to enough information of product than other functions. | .732
_ Product P £ P _ — 529 | 2646 | .780
information | [ want to know price of all products at mobile application. 715
I want to know the size, fabric, material exactly. 675
I want to know best selling items. .666
I want to seek life information such as restaurants, hip places 784
on fashion application. '
Life I want to seek information such as weather on fashion application. 147
. . - — - - - 2.44 15.54 703
information | I expect fashion application provide practical service such as 729
watch page or alarm. '
I want to funny fashion application having cartoons, games. 544
I expect to apply my face to avatar to change clothes on 271
Experience | fashion application. ’ 149 | 1374 | .842
I want to apply my real size such as height, weight to change clothes. | .839
. . I want to make brand's friends via SNS. .840
Relationship - - - 1.01 12.26 .694
I want to have information of brand events via SNS. 781
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H=E ARGAIZONA

Zol Hsf A

17 2082 A8 ST ol
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<Table 4> Cluster analysis by fashion application usage motives

U ol A

UL UL ¢

Cluster 1 Cluster 2 Cluster 3
Experience-relationship | Product information Life information F-value
conscious (n=67) conscious (n=51) conscious (n=106)
. . -.096 .625 -.151 -
Product information B A B 16.803
o . -.376 - 492 459 -
Life information B B A 37.755
. 991 -.879 -.173 -
Experience A C B 117.846
. . .014 -.254 -.718 -
Relationship A B c 62.055
*p<.001. Different letters mean significant differences in Duncan's multiple range test: C<B<A.
<Table 5> Characteristics of segmented groups by fashion application usage motives
Experience-relationship Product information Life information
. . . F-value
conscious (n=67) conscious (n=51) conscious (n=106)
. 3,500,000 ¥5,500,000 3,300,000 -
Monthly income B A B 5.141
. 220,000 #280,000 ¥250,000 .
Clothing expense B A AB 3.810
Duration of smartphone 1° 20 47" 52" 3368"
usage A B AB ’

*

p<.001. Different letters mean significant differences in Duncan's multiple
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3. Differences in consumers attitude across seg-
mented groups
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V. Conclusions
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<Table 6> Consumers' reaction of expected fashion application cluster

. Experience-relationship Product information Life information
Consumers' reaction . . . F-value
conscious (n=67) conscious (n=51) conscious (n=106)

. 3.35 3.04 3.57 .
Attitude A B A 12.623
Purchas.e, post-purchase 3.45 3.11 3.59 10267
evaluation A B A

ok

p<.001. Different letters mean significant differences in Duncan's multiple range test: C<B<A.
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