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Abstract

Fashion companies are faced with more severe competition with the emergence of new types of retail formats.
Retailers are coming up with new shopping values to maximize their profits and benefits of customers. The aim
of this study was to study shopping values and analyze differences in store selection criteria and store visits among.
The respondents were males and females with ages ranging from the 20's to the 40's, residing in Seoul and the
Gyeonggi area. Data were collected via both online and offline. Data from 427 respondents were analyzed using
SPSS 17.0. Results indicated that there were three categories including hedonic, informative, and reliable shopping
values from the factors for clothing shopping values. They form three types of consumer groups such as active,
passive-reliable, and hedonic-informative shopping value groups. These three groups were different in terms of
demographic characteristics. For the factor influencing store preference, the range of product selection and customer
service were the two significant features that showed substantial differences in the shopping value groups store's
atmosphere, salespeople, convenient location, price, and brand store did not have significant differences across groups.
Retailers of each fashion retail formats have to consider consumers shopping values for their retail decision makings.
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3. Store types
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Clothing shopping is a very interesting experience to me. .83
Hedor?lc After clothing shopping, I feel diversional and better. .81 38.92
shopping - - 3.50 84
value Clothing shopping when I am depressed, then feel better. .80 (38.92)
Regardless of purchase, clothing shopping is interesting. .78
I go shopping in order not to fall behind to trend information. 78
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Om,]a Ve I go shopping to get price information of clothing products. 77 17.60
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Reliable 1 prefer clothing stores with high brand awareness. .88 12.69
shopping 1.14 6 9‘ 21 72
value 1 prefer clothing stores with reliable products. .88 (69.21)

% 88 1



90 £7HA o B HEAder e

IV. Results and Discussion

1. Shopping value consumer clusters

1) Factor analysis of shopping value
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3) Difference of demographic variables according
to the shopping value group
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{Table 2> Cluster analysis of shopping value (N=427)
Group Active shopping Reliable shopping Hedonic - informative
value group value group shopping value group F
Factor (n=186) (=132) (n=109)
Hedonic shopping value 427 A* 3.08 B 424 A 200.44%**
Informative shopping value 3.67 A 246 C 333 B 164.41%%*
Reliable shopping value 4.00 A 343 B 262 C 23().22%**

##%p<0.001, * Duncan: A>B>C
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{Table 3> Difference of demographic variables according to the shopping value group
Shopping value Frequencies (Expected frequencies)
ouy
Demographic gioup Active shopping Reliable shopping Hedor.lic - informative | Total %’
variables value group value group shopping value group
20s 86( 89.7)" 45(63.7) 75(52.6) 206 13.12%*
Age 30s 46( 50.1) 46(35.6) 23(29.4) 115 9.20*
40s 54( 46.2) 41(32.8) 1127.1) 106 27.53 %%
Male 72( 75.8) 81(53.8) 21(44.4) 174 36.10%*
Gender
Female 114(110.2) 51(78.2) 88(64.6) 253 23.777%%*
Marital Single 115(126.8) 86(90.0) 90(74.3) 291 5.09
status Married 71( 59.2) 46(42.0) 19(34.7) 136 29844

#5p<0) 001, *5p<0.01, *p<0.05

* Expected frequencies was calculated that based on the value of the overall consumer active shopping value group 43.6%
(n=186), reliable shopping value group 30.9%(n=132) and hedonic - informative shopping value group 25.5%(n=109).
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2. Store selection criteria according to the
shopping value
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{Table 4> Difference of store selection criteria according to shopping value groups (N=427)
Group Active shopping Reliable shopping Hedonic - Informative
value group value group shopping value group F
Factor (n=186) (n=132) (n=109)
Product assortment 294 A 317 A 229 B 4.03*
Customer service 445 A 372 B 419 AB 5.25%**
Store atmosphere 432 4.62 4.81 1.98
Sales personnel 397 4.16 3.86 .90
Convenient location 3.76 3.75 4.03 1.14
Price 4.04 4.10 4.11 .07
Store brand 4.54 4.46 472 .61
#x%p<(0,001, *p<0.05, * Duncan: A>B>C
qgem ot Ak Ao Agd = e A AHES AT 10779 HadzAM FoATt A
ojth. °]& e TH(Table ).
HolH Y SPAY HEo WEAEE ASH &
3. Visiting frequency per type of fashion store P7HA] o] =4 Yelgow, g3dox LPE
according to the shopping value o HY &FE, TV S43, GelAHAHALS 4
£g7HA Aol W NSy, g g < =S4 an7hA Ao A - A2 £97HA A
FogE, BAM, SPAR HE, oF 2, 7 Y HEAET BA dEbuTh BEARS e
ookl AdEYl £E, TV F2F, AR, AR 237hA A9 FEYETF A dEd
HEF AR 2= Aol & Lotiy] 93 A, A=A g Hd WEAETH MY W
of AURAL LS ALY, AFAFS Aokl ek AR ohede HIH 2Wskx Wekn
Duncan test® AASHALh 7 A3, ) TAH A AHH £ Aol ¥ ek, AN
{Table 5> Difference in fashion store visit according to shopping value groups (N=427)
Group Active shopping Reliable shopping | Hedonic + informative
value group value group shopping value group F
Factor (=186) (n=132) (n=109)
Department store 3.63 A* 289 B 289 B 37.79%**
Large clothing mall 252 A 220 B 250 A 5.10%*
Independent fashion specialty store 2.67 B 230 C 299 A 13.90%**
SPA store 346 A 294 B 3.16 B 11.36%**
Discount store 2.34 2.33 2.12 1.46
Street store 273 A 252 A 235 B 5.67%*
Outlet 322 A 3.02 AB 275 B 9.02%**
Internet shopping mall 3.60 A 292 B 381 A 22.01%**
TV home shopping 1.96 A 1.63 B 1.76 AB 4.14*
Traditional market 1.90 B 1.88 B 233 A 7.18%*
Multishop 297 A 251 B 283 A 8.38%**
#x4p<0,001, *p<0.01, *p<0.05, * Duncan: A>B>C
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