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Segmenting the Plus-size Women's Apparel Consumers using Store Patronage

Haekyung Yul), Sun Mi Leez), and Sunyoung Ko

I)Dept. of Fashion Industry, University of Incheon, Incheon, Korea
2)Bz'g n Big Campany, Yongin, Korea
Y The Human Ecology Research Institute, University of Incheon; Incheon, Korea

Abstract : The purposes of this study were to segment the women's plus-size market by the types of store patronage,
profile the segments, and examine the differences in satisfaction with clothing attributes and variety of plus-size apparels
according to different segments. The questionnaires included the 7-point likert scales on store patronage, satisfaction,
clothing involvement and body cathexis. Five body measurements were recorded by sales people, and the respondents
also provided information on their weight, height and garment size in addition to demographic characteristics. Ques-
tionnaires were collected from 7 franchise stores in Seoul, Anyang, Daegu, and Cheonan during the months of February,
2011 to April, 2011. 210 questionnaires were distributed and 160 were returned. Excluding incomplete questionnaires,
a total of 149 questionnaires were used in the final analysis. The cluster analysis based on store patronage identified four
segments- major patrons of specialty stores, multi-channel users, regular store users, and internet shopping mall users.
Significant differences were found among the four segments of women's plus-size consumers in terms of clothing involve-
ment, age, occupation, education and clothing expenditures. Internet shopping mall user group were in overall less sat-
isfied with several clothing attributes and variety compared to other groups.

Key words: plus-size women(& & 2= AFo] = ©J4J), plus-size apparel(Z 22> Alo]= 2]F), market segmentation(*] %
A &3}), store patronage(¥ % %Al), satisfaction(7H=

1. M = 31.5%KCE 743 7120y, AAH o 2= ZUM dSS &
4 Atk 201099 24} AE ¥R AuEE gA vnk o
ARIERT AFo] Bol Wihe Hvt e AAIZdeR T7} 36.3%, 94 HIRE Q1= 24.8%F A HTE FA Rk o

7l FAlolth, ik oz zRile] BFEAITY 20%E =
HAE W H|vtelgtal sk, 53] XSl = HRlTe]
H-go| =T} 2009 OECDS7FE 5 wl=9] HRF QI Hl&
o] 67.5%J3L, =L 61.0%JoH, ojgelo}, Hul=a & o
45% BEAT TFHAE 37.0%E H5E Qo] vlgo] AthE
o7 ygton AR 251%F 7F SUTHMinistry of
Health & Welfare, 2009).

SRR HIgE Q1 ¥]E2 T2 A7) v
Ak 7 HgS Ao Zrksle] gtk 19973 2uEt 19
Al o 890 F < 20%FE 1T Q1= 201090 30.8%=
Z 78l th“Skinny Korean woman”, 2011). ©]& 20099
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7t o B9tth“Skinny Korean woman”, 2011). £3] &5
e A AR SR vRE ofgo] AR 3] Frlelal 9o, $-g
gl M= Ao} vigte] wEA] FYE L (“Heavy mind”,
2011). 2533 A AFE AY BY 5o= Hluk of5o)
oyl Jths Aolth. HlwklTe] A7} Wolx]= o]2jgt
A= vRRIE AlE 7 Blolehks Ag ot

HIRE Q10| 7o} plEe] 0|52 $% o, ZE& Al
Z AT wEEh vl Ae Y Aoz AR
2000 5E] md 50% ol A17geted 2005 oF 38=9le] F
293 (“Splendid growth”, 2006), = ZFol% A& A3l
20063 91FUo® V18I oH, 201299 1202US ¥
Ao oA tk(Datamonitor, 2009). 2=l Bla|A Y
EH 2 Alo]2 AP A AR, 2000 oA HA
FES W] AFEIsTh du REAEA ] FEA
H FH& Al|2 gRe 2] AEUS B3 TRz v




36 RO FEIYEIEIR] A15H AE, 20134

7t F7¥eIEt], 20039 AZEE S41¢] Blatel= JlE| el
md 70-100% 71 43S &3 tH“Demand exploding”,
2009). 22RlelM gt Feis Afo]= A Hilm=go] 9
RIS R FZ3IG L, gk Wsha e ERIFENME ZE|2 AL
o2 T vgS 7SI Th“Big match”, 2008).

et A Sl Y2 AR A GAIS R
2Rl &g Bo] tiftolal, AlF Hgh ZE Alo|=2 AFE
Hg AdEel7] Brke duk Alo]28] & W] Ale|=2E A
Al THE 7357 Bk oA SEE Afel2 AES 7198kl A
skete] H= mjgE B3l 8l e FIgS @ ek 4
A7F gom, e 289l ARoIAY SUE ZrjAlge
A ARSJete] Hfsie GRSt FH& Alo]l= %‘xl%~

T 400 o]Fe] Fd S EPICE S qlot A
= F2 AHES R ZERIS ek e %E‘r
AEo] AU ATH“Mind the style”, 2010).

HIRE Anjzle) o] 58 915 Fuj2 Alo)= o]Fd
YATEL F2 U A, Ale|=AA, - A 5
RNow, &M Tt @, ZE|X Alol= o] F9
T, B BNk e *HW AN W B
olth. 53] Z#& Ale|= AP whdo| 7]&olgtal &
APFAIRESRE Ale® v gllch mebA] o] AN E o
ZE 2 Apol2 LHIRE ISR (1) o F8& Aol
FAES MEgstal, (2) 248 MEAPE B4S 19HEL, (3)
AFAPEFE 718 S8 Alolz o R/l Yigh fERe] RjolE
AR AlEs) 7% WERs ANR; g5 F P 4
Al Eehvhs o] 8HEE 7IE0E S, AlEATE 540
= AHRE QIFFEAl ¥, &R, AANEE BMeE X
aRom g ARAL|=RE A ASste] Bk 2R3
ETAAE ARAIFER 72 F82 Alo]= oFEAd ]
NECE 2AS], FEARE S Aoz SRAIES )
A MRk BASLAL Sigint. o] AT 2Eet ol FARIRA] &
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2.1. H|akz} %Ei* AO|= o|F AIE
Blwke Aol B o)Akl AR T XuzFo] 24y
JE AL 941316}&1 , BI9RS A she 7158 - oFshut
A ] AFEE = WO E= BMI(Body Mass Index)”t
th. BMEE AFKg)/ZIm)[2 AEE, AlA B 7]
Sl BMI 25.0 oS FATo=, 300 odE AL BIvk
o= qgsta k. 2y 1EH Ve wE ztols 1
St 713] "odo] tIFEwA *ﬂﬁliﬁﬂ% opA|ofA| e}
S| ekslslol s BMI 25.0-29.95 HIRE 1944, 30.0 o2

ojzzzrﬁi

H|gk 2AIR Aojsle Al2E 7S A e 4
A Ul s BMI R4 25.001742] &H)AS H|gAn|#}
2 EFataL Stk

'5‘451%}3‘2]h 71E 7Pg-&Ee] W wE g 48y @

E/\ ]/\4/] ig=3 %9& /‘\_];‘(ﬂil—E.o] 7}_/,\_-5—]._7_’ A]/Kgﬁe— <
it} 2005
T+2] 232%7}
HAF, 9.8%7F HlTreZ A AA <7< 04 1/30 1 BMI 25.0
o] el HI] Zlo® Uehte], ol 139 587 HEE H
ok ol TS ZAekebd, 203000 329 80005 o= F7t
g Ao o JH“In 20 years”, 2008).

W HERITE FES] FTFeAL e, 89 2] v
Hl&-2 19973 21.6%1A 20104 36.3%% Z7181¥0L 22
717F oA ¥eE S-S 17.2%004 24.8%F Z71810THBae et
al, 2009; “Three out of 107, 2011). Z&t} 2009 ®]&}
o] 2010900 ¥TH)go] ARG ZE 31.3%MA 30.8%2
s, ols '@ BHITHEL 0.9% S7I8FAARE o34

vk go] 26.0%14 24.8%% 7HAE7] WFoltt, $-Elut
2} o] HIRHES A&H 0 R FUI8laL §lon), e o
g HYWES vt ESE AV AL vl & 5 9
20119 Aol w2 g HIvg 30, 40007F 22t 42.3%,
412%% 7P XL, AL 60, 70007t 433%, 344%% 71
E4TH(“Three out of 107, 2011). ©1& A Z7<le] Hwk
o 797t B v, e vo|rt EWA HTRIFTE STt
ke AS BAFAL Q)
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license”, 2011)

B Q1] 7ol wel MuanAE % Fels Ael=
oF= st} vl=olA= Lane Bryant, Fashion Bug,
Catherine®} 7¢o] Z@]2 Alo]z AR oBHAEY} g 9o
™, TVEL AdoM = S84 Alol= oR7e] Fujgo] EiL
0] YA, A Bje), vhh} guies e duk o)F Bl
EEE EP& Ao|2E eI Th(“Splendid growth”, 2006).
Gl M= XLALol= 2o tlgh =27} 20059 HE 547
W Soluk, Fel2 ol Age 4svt AR 53]
BRIl Fejz Alo)= o|Rol e e PAs
o 20080 Zuldl B2 /R mulSo] S=3Esuh
(“Fast growing demand”, 2010).
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ARl o, 2004370 o]n] M A ool HEE A
e, A4 #E JAle N ) ooz Iy =t
(“Producing variety”, 2005). E8]2 Alo|Z ofe= F7|dl=
JEMS 53 Fjrt Aoz Zrlsiint. owe] S
ME 200635E 337 E8j Alol= 4w7} 4l 7hE A7)
Fedl, ol mid 20-30% HEo AAE Bl AA oF
el ef e u 23 AAAMEgE & 4 Ut
(“Demand exploding”, 2009). 22llA] 4743t Z&j2 Alo]
Z A7 BReSo] exERlown A&, FH& Alo|=
AR FAAA 7192 gL A=HoF 23 A
o TS FERIFR] onfEe|E BAlo]|= ARw|FFe] Eof
AM71% BtaL, AAA Wsiddls SEs Alelz Aol
2006 WgEo] 27ldle 22 wlES &Y ZoE BAFH
oh B3 ] AR Alkeolret o] HEdhe MNYEEe =af
vt g3kt %2‘%’6 HA HF&% BEHOE 7R R A
2 g 25 Aol WP ARs)A 2
2 L}E}kb:}(Lee, 2011).

A S Z22 AR 40099709 AR 2l
o] FAlRl, 2Rl &£FEoX FlEE oFAFS
A Akl A7te] AHFE oR7T diFolrh. i
22 Apo]2 O FAIFS URkAlo]|= o g8 7o H
o|FE0] Alo]=Nt FA| WHEoAH IhE T glon, g%
AR} AFo 2 AFo] NEE] HA EN=E WA
= A iE‘r"'Ol A=A Z3laL k. HIddls 221614
Fe AFer EdUSE ZEl2 Alo|2 o)RE AlFsie
2pE sl g;_::g% At EZ} NS L UA|RH(“Transformation”,
2012), Ak o Z ) Ze)x Alo]= ofF AJFe] A AL
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2.2. H|EkAH|X} 2 o1

Ao} FE oM = AAAQ] HR 9} HvkAH|IRE o
2 AFETRE AFolu|R] B AANERTL Fo ALFAR
thFolA gl AlA|oln| A= AJEdel| PES PIXH (Hwang
& Kim, 2006; Park & Choi, 2008), si=r¥l AlA4] o]u|x|;
9o AA RS A5 Aol (Makino et al, 2006), &
(Croghan et al., 20062} 7+ AR3|E a)&3 dAo] = A
o2 dHA Aok gk v dPA7AA AAolHA = 2
g ¥ e de WA AV e A= e
% THChoo, 2002; Gim & Kim, 2005; Im, 2005; Song &
Kim, 1999; Wee & Park, 2006). Z&L} o] AFEL )
T SEA] A Aol IR EE EFelA] AL AlF o]
HIARES: TREAL Qloja], HIRE AHlzlel] gk B3t HRE A
FEL YA EE} oS £, Kim and Kang(2003)°] o122
Ae] vgkze} AA|oux|ete] BAG AR A3}, HlRl] &
g SEHAPE AAIT St SEAtEG o ARl ARe
s wdslal dsled, BFEASH SUAlS Alele] 2

7O TRE Fo{E Apo]= o YOlF AVSARES) 3T

o= Aol AY AxTHERY FAF H
A JERA] ZAS 2 RivlE o] @ *E‘X—i
TR e AeE UERsTh vRkA|tel dRE
Ao|u A& E&0)a, Ao|HA| ¢} thE HTFE 7he] & 1
ztel7t g 9111‘1&, olo sl FeA UA &

25}F HRkAER}E Ate od MRS RslelAY AL
oz AAE MEete AT7F FE ©lFI UThHa, 2002;
Kim & Lee, 2008; Lee, 1996). Lee and Lee(2010)= Y|k
de] 71735 uix] ZEAES} TR, A T Aso) iy
ZALSIATE A Y o) A 71Ti— 217 (33.7%)7F 7t
2 ZasiA UeRtT, AF90(19.9%), EEA(112%)= 523
ZoZ Yeisth X7t 7P 83k Me|Eclghs e
HIRIAHIZLE 9J8h Fe]2 Alo]2 Aol Whehslr] Zslditk=
Ag HAFA ). & AFellA], 20t H]“P AAEC] HiA
£ AFshs o2 AYANE 300 JHES 2FL )
% ston, Ao e ol 20f41L -G
Rl 30EH% APBANE EZAPRE eI, Bg AY

Al F8lE oHA7F e Z0E UERA, Al
37} R3S ARSI Choi(2001)e BloeldEe] A5
24 Fixo) wEt AR, AE|2, AFE T oig vEe
= 24319
vl=re] HlRted g3} Uuk Afo]2e] AP E
Bl AA ATo|A(Lee, 2000), T+ Fe] FAH
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2 fe 25 R RS, 7 2579 54E o
HA}Eo] Ydhs AES Jdslal &

FHEHA Aok AlEsle] 71%e] He Hee Ak
e, gl AR, A5 22 TS ¥, 18
ZELAT} 722 Ale| ¥ WEo] ARREM, A
H ARzt 3, & 3Ed WP ARstE & 5 e
A dEH Aol U E e 5ol 7]
7o) JtHAhn et al, 2010). o] &dh= HE 3
2] YFA ol &gtk Tk A= 9F9
ZH| R gk A7} vlgsted, AEs) 7)ol
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Table 1. Demographics of respondents

g MRS O E wi miuA 7T AERALSE AAXTE
=3t AEAe X F3E ol8AE, &l (ElX
=, SER2, A9, vA) W oY 7] AlESEEd, A,
fit, TIRIR], A, BAPIE], &84, 2] 2 Al goldyl o
gt s, o RAIES Tl V=@, TRk, 7H, Alel
Z), AEZ A8 o|8AE, 9EHY, AANEE #3274
YAE A2 8T 18], F2 Y3 AR, 7], &
FA, AFEA S Sk Sk ZuX Alo]= Azt
o] AFERE 3l AAAFE SHs=l, SHE A=A
= s, 7IEEY, F9olE, oy, S4e] F&ol
o}, ol& HElA e AAAFE Q9 EAI K
Lee(2008)2] tHAl 714 221 F QQ1Fslako] &=A Vet 3
& 7bed] gubA o g Hol AT ¥

&, 771, T4, A5 Th g 7k 3074 & 21055
HjREle] 16095 3lalon BAAdS $HS AQe &
14952 SEX|7} EAo 2=l ALE+= SPSS18.0 22
IS A 71, R, R, B 9 B

HZE, 7ho|zps F4]o] AAIFSIT

3.3 SEHXA &Y

SIRte] AHLS 40th7) 463%2 7P Bkow, I ggo
2 50t o4 32.9%, 20t] 2 300l 20.8% =2 UERsTH
gHL FZo|s} 56.1%, HAEUE odo] 43.9%1Att. 2
P2 HAFHIT 54.1%=2 7P BUAL A 9 HiEF o]
27.1%, Fu] AMu)2=Ze] 18.8%<)JEH, $elvet S74d 94
E9] A9 FH o] =2 A R ATk Wt &5
2009+ - 3505Hd0] 402%= 7 Bk 2008H] iRk
37.4%, 3508k 237} 22.4%019th 3 & IEHE 10
Thd ulwk 383%, 1099209+ 37.8%, 20%FY Z37b
23.6%%2 YERITE Alo] 2= 994 10]=27} 38.1%2 7Y B
w, 88ALO]Z7} 31.3%, 100410127} 17.7%, 110017%d¢] 12.8%
2 o7 eyt

ADFF g d8 o 7 X5 et 7], 57,
BMIAIFE ARE3te] 3 #4908 A3 7 7E/] BRI ER3

2 rle

Variable Frequency (Percentage) Variable Frequency (Percentage)

20's and 30's 31(20.8%) less than 2,000,000 55(37.4%)

(Ni%) 40 69(46.3%) Mmﬂ(lzo:)‘“’me 2,000,000-3,500,000 59(40.2%)
50's and over 49(32.9%) more than 3,500,000 33(22.4%)

Marital status Married 134(89.9%) Monthly Clothing less than 100,000 57(38.3%)
(N=149) Single 15(10.1%) Expenditure (won) 110,000~200,000 56(37.8%)
Education High school or less 83(56.1%) (N=148) more than 210,000 35(23.6%)
(N=148) Junior College or more 65(43.9%) 88 46(31.3%)
Occupation Full-time housewi.fe 72(54.1%) S,ize 99 56(38.1%)
(N-133) Office worker/Professionals 36(27.1%) (N=147) 100 26(17.7%)
Sales/Service 25(18.8%) over 110 19(12.9%)




Table 2. Results of cluster analysis using body measurements

Body
Measurement

Waist circumference
Chest circumference
Shoulder width

Hip circumference
Back length

Weight

Height

BMI

Total

88 (59.5%)

Clusterl Cluster2
(Light obesity) (Heavy Obesity)
86.75 cm 100.43 cm
102.34 cm 111.97 cm
4148 cm 42.05 cm
103.93 cm 113.89 cm
46.88 cm 47.56 cm
69.76 cm 77.40 cm
161.03 cm 163.11 cm
26.88 29.10

60 (40.5%)

OJ§FE e T F2 Aol o FF AT 39

(73 HxolA] 5237) 2 theo2 Qe B, UukHAE u)
2 A =7 HxolM 42t 3754, 3174, 3.028)0130t

t value
S S Afol= HEH o] 8APL Bol yEhd A& AP 2

12357 S AR WEAG Upgow oFolfly] WELR F3H.
93T TR AR Fes Ael= oRE TUT & Qe Aol

99 thFslA] @] W] Aol P Fad AMdEY & 9l
9.25%% B, ol F% AT SIHojel & ot

.84

4. A7z

2.7%%

4.28%x*

®p< 01, ***p<.001

< AAUTH(Table 2). ©] F WIS /9 k=2 of7idH]
o] gFellM= Aol7} §lar s, 7he=d, dRelEd,

&0 & o
YL

7], 57, BMIAFollA = SATE 2 AgtollA] A
Kim and Lee(2008)2] A-ollxel 7he AAMRR°, SpAH] Rk
B, BEHHTE o AFEAG wE Aole= YRR 29,
SHEE 9 AT e R A HT Aert Y
ol ZH1FAE VA, 59.6%)7 AhE oz X7} A5 1
I 22 F2EE HITHIE, 404%)2 FREESIH A

FATolx et G vl

¥ o] me T

el Ferte] uehd o]

=
5 O

4.1. 22 AlO|= A|EMIES Zx}

4.1.1. TR 2N A

Fei2 Afo|Z AHIRe] o] § HXEE V|FOE ot R
Ag AAS A3 FHEE HT ol 8 T, oAld o83
‘At o] gk, QY B o]gghe
HaAck HEH AT oSS HE 2
Ad BAE XS A9 o]gslA] ¥l AF o]8ER Ho}
T2 FP2 Aoz HEHA ke HHuoE &
8 20.8%7F &3l ThAd o]y E BE HX {7
7Y olgshs Jo =z 7MY B SEA
3 gilon, «<Admmd o]&HWe ZHA Alolz AEH

At WA HAlle HEE o] fshe 2nlA Fde® A &

2 el UehdA 2w ] RAe) 302%2) 450 Ll Tl ol RIek ) Hsap
A T 2 guos et ite QY 2 olgythe &

SE o, EE £% AE w2 Allx RS K el olgeks Whelr] sw
ool el Wl B QE SR Sel Aol= AEH ZAWA olgeke

Aol 71 2 279H(18.1%)22 AT o] UAT}. A

Yol FHaA Wk 5 9l X A vle} 7o) o] Aol AwoR Fejz Aol=
Table 30] Rt SE71S] oS HEE AuNW, $UAE  ARA o8I} ¥ A0 Ui, o AR Se] F
Tl Aol ARAEG 71 ol ook Zo® UEhkm ez Alelx E el olFolzly] wie] 4T mT
Fej2s Aolz AR o857} ¥ Ui Jloz Fed
Table 3. Store patronage of respondents o}, Zg) Aoz AE o]lexthe] Ao T Alo]z AR
Types of stores Mean s 4 9 BE §5Ad) B gdEws} Re gol FHHol
Plus-size Specialty Store 5.23 1.094 QIEY & o8t} g o]tk e Zaja Alol= A
Internet Shopping Mall 3.17 1.932 22 9] ZkzF eyl B3 gul YAHd Hals nfF o]l 84T
National Brand Store 3.75 1.782 7} =3, ol ol e e RE AFe ZaE o|gsly 9l
Traditional Market 3.02 1.708 o] Zala Afo]= AEA o]fo] FraR|A] &= ASt) 2t
Table 4. Results of cluster analysis using store patronage
Segments
Usage by Store Type Major Patrons of Multi-channel Regular Store Internet Shopping F value
Specialty Store (n=31) Users (n=46) Users (n=45) Mall Users (n=27)
Plus-size Specialty Stores 5.29(b) 4.46(c) 5.45(ab) 5.85(a) 10.30%**
Internet Shopping Mall 1.23(d) 4.49(b) 1.89(c) 5.19(a) 131.34%*%*
Regular National Brand Stores 1.48(c) 4.29(ab) 4.82(a) 3.74(b) 49.34%**
Traditional Markets 3.06(b) 4.37(a) 2.47(b) 1.52(c) 32.39%*+%

**%p<.001, Duncan's multiple range test : a>b>c>d
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Table S. Clothing involvement and body cathexis by clusters

Segments
Variables Major Patrons of Multi-Channel Users Regular Store Internet Shopping F value
Specialty Store (n=31) (n=46) Users (n=45) Mall Users (n=27)
Clothing Involvement 4.55(b) 4.81(b) 4.76(b) 5.34(a) 2.82%
Body Cathexis 3.46 4.40 431 3.64 1.52

*p<.05, Duncan's multiple range test : a>b>c>d

A Alele] YolRSITHTable 6). 2 A3}, EAFOZE Fo51X

Ay

Ak 8 Zei2 Aoz AEH, I8l &, gyt Ad B
= uf, Ao o84 &0 xtolof thgh E4iHEA Bl || FUAT, R FF ol <AEdl & o] 4
2~E A= Table 49} 7T}, 5 %E‘ﬂ”ﬁﬂﬁol AiFeR ga oA o] 8w Yyt
g oGk o] 749 AErRAIFe] Wt ol 2 A
4.12. 78 E 223 = AE HTRAIR] ARl AR o]9e] dnhufgo|ut
3 H AL AR, olE g AAREE, AFRY, T2 AQdg o8 F 7] W&Ed Aot
A", 34, A4, &5, g & A5 2jo|E dolrgirt ¥ 25 8 ABL FoI8 2o} AAET (= 22.13 p<.001),
A AR ]ﬁloﬂg} AAREEAA ZFol7t A=A 4 o ol g RIEM & o8t Aulde=m
TN B AREAES ARSI AW ESkET], oEHes AEH AT ol gt iy ol g FHoE 1}
SQUEYl & o] olA 7P =A veht B Jda s o] A Rl AoR UEhth AiHoR Fe ARt
ATHTable 5). AEUE ML S5 ARFHES Q3= 7F Qe AME=rE =7 wiZe] AEEe] o]8 =7t =8 A
g9loln] H=2l HREAL o)igolel JHE7] wEel 9 ojm, rgt AHH o2 et TF] HEE FAse] gt
Ede7t 52 APt 8l &5 o Bl ol&stal e oz A E 5 Sl
Ao F AAZIL Bk FEFETR= AEUlENA thfeh 2E} =4 8tEe] zlolE AFE A {3 Atel7t yERTh
o] Fjx Aoz oF7) AFHL Avke Fe T 1, 9 (=13.25, p<001). ‘HEH 35 ol gxbx Unnjg o]
Efo7h =2 HHe] FEji Apol= MRS 259 & e aFolate] Hlgo] &AL RIEUl & o8 ot
55 FF3] A Bl £& tE JTET o] @ol o Ad o] A AEUE ode] vl =it & <l
8-3har Mﬁh A = Aok 2 ARSI E e Hul = o8 T o8] Ao] WSFFEo
of wet gk 2ol7t YERhFA] gt AF R woH, W8 FFEo]l BETE JIEM &8 o83t
oz 23 ¥ AFHI o7t deA o AEL A 3, o8 AL o] &F 7lso] Erhe Ag BAET
Table 6. Demographics of respondents by clusters frequency(%)
Segments
Characteristics Major Patrons of Multi-Channel Users Regular Store Users Internet Shopping X2 vlaue
Specialty Store (n=31) (n=46) (n=45) Mall Users (n=27)
Light Obesity OF. 14(16.1) 29(33.3) 30(34.5) 14(16.1)
Body type (n=87, 59.6%) EF. 18.5(22.3) 26.2(30.1) 26.8(30.8) 15.5(17.8) 70
(N=148) Heavy Obesity OF. 17(28.8) 15(25.4) 15(25.4) 12(20.3) ’
(n=59, 40.4%) EF. 12.5(21.2) 17.8(30.2) 18.2(30.8) 10.5(17.8)
20's and 30's OF. 309.7) 17(54.8) 309.7) 8(25.8)
(n=31, 20.8%) EF. 6.4(20.6) 9.6(30.9) 9.4(26.1) 5.6(18.1)
Age 40's OF. 15(21.7) 16(23.2) 22(31.9) 16(23.2) -
(N=149) (n=69, 46.3%) EF. 14.4(20.9) 21.3(30.9) 20.8(30.1) 12.5(18.1)
50's and over OF. 13(26.5) 13(26.5) 20(40.8) 3(6.1)
(n=49, 32.9%) EF. 10.2(20.8) 15.1(30.8) 14.8(30.2) 8.9(18.2)
High school or less OF. 23(27.7) 23(27.7) 29(34.9) 8(9.6)
Education (n=83, 56.1%) EF. 17.4(21.0) 25.2(30.4) 25.2(30.4) 15.1(18.2) 132508
(N=148) " Junior college or more ~ OF. 8(12.3) 22(33.8) 16(24.6) 19(29.2) ’

(n=65, 43.9%) EF. 13.6(20.9) 19.8(30.5) 19.8(30.5) 11.9(18.3)
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Table 6. Demographics of respondents by clusters (continued) frequency(%)
Full-time housewife OF. 17(23.6) 25(34.7) 25(34.7) 5(16.5)
Office (n=72, 54.1%) EF. 14.1(19.7) 233(32.4) 22.7(31.5) 11.9(6.9)
Occupation Workers/Professionals OF. 4(11.1) 9(25.0) 11(30.6) 12(33.3)
- - . 13.77%
(N=133) (n=36, 27.1%) EF. 7(19.4) 11.6(32.2) 11.4(31.6) 6(16.7)
) OF. 5(20.0) 9(36.0) 6(24.0) 5(20.0)
Sales/Service(n=25, 18.8%)
EF. 4.9(19.6) 8.1(32.4) 7.9(31.6) 4.1(16.4)
less than 2,000,000 OF. 10(18.2) 21(38.2) 18(32.7) 6(10.9)
(n=55, 37.4%) EF 11.2(20.4) 16.8(30.5) 16.8(30.5) 10.1(18.4)
Monthly ) 150000 - 3,500,000 OF. 16(27.1) 17(28.8) 13(22.0) 13(22.0)
Income _ o 10.80
(N=147) (n=59, 40.1%) EF 12.0(20.3) 18.1(30.7) 18.1(30.7) 10.8(18.3)
more than 3,500,000 OF. 4(12.1) 7(21.2) 14(42.4) 8(24.2)
(n=33, 22.4%) EF. 6.7(20.3) 10.1(30.6) 10.1(30.6) 6.1(18.5)
OF. 15(26.3 25(43.9 12(21.1 5(8.8
less than 100,000 (26.3) (439) @1.1) ®%)
EF. 11.6(20.4) 17.731.1) 17.3(30.4) 10.4(18.2)
Monthly OF. 8(14.3) 18(32.1) 21(37.5) 9(16.1)
Clothing 100,000 - 200,000 2328k
Expenditures EF. 11.4(20.4) 17.4(31.1) 17.0(30.4) 10.2(18.2)
OF. 7(20.0 386 12(34.3 13(37.1
more than 200,000 (20.0) (8.6) (343) @7.1)
EF. 7.1(20.3) 10.9(31.1) 10.6(30.3) 6.4(18.3)

O.F. observed frequency
E.F. expected frequency
*p<.05, **p<01, **¥p<.001
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Table 7. Segment profiles

Major Patrons of Specialty Stores Multi-channel Users
» Use mainly specialty stores
* Relatively old consumers

 Relatively low in education
¢ Many full-time housewives
* Low clothing expenditures

* Use specialty stores, regular
stores, internet shopping malls,
and traditional markets.

* Relatively young consumers

* Low clothing expenditures

Patrons of Regular National Internet Shopping Mall Users
Brand Stores

* Uses internet shopping malls and
specialty stores.

* Relatively young

* High in education

* Many office workers and
professionals

* Highest clothing expenditures
among the clusters

* High clothing involvement

 Relatively old

* Low in education

¢ Many full-time housewives
* High clothing expenditures
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Table 8. Differences in satisfaction among different segments
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Satisfaction of Product

Segments

Attributes and Variety Mean Major Patrons of Multi-Channel ~ Regular Store Internet Shopping F value
Specialty Store Users Users Mall Users
Fabric 4.19 4.04(ab) 4.37(a) 4.26(ab) 3.89(b) 2.68*
Trims and Findings 4.00 3.73(ab) 4.38(a) 4.15(ab) 3.51(b) 3.90%*
Fit 422 4.20(a) 4.33(a) 4.33(a) 3.86(b) 3.12%
Design 423 4.16(ab) 4.36(a) 4.36(a) 3.87(b) 3.14%*
Attribute
Color 4.10 4.07 426 4.14 3.77 2.57
Construction 4.08 3.97 4.24 4.17 3.81 1.73
Comfort/Elasticity 4.74 457 4.83 478 4.72 783
Durability/Ease of Care 425 4.05 438 4.16 4.40 1.57
Size 4.05 4.20(a) 4.30(a) 4.18(a) 3.19(b) 3.36*
. Color 3.56 3.93(a) 3.76(a) 3.60(a) 2.74(b) 3.66*
Variety
Design 3.59 3.93(a) 3.63(a) 3.87(a) 2.70(b) 4.12%*
Price 3.34 3.07(ab) 3.50(a) 3.76(a) 2.67(b) 3.73*

*p<.05, **p<.01, Duncan's multiple range test : a>b>c>d
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