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An Analysis on Shopping Orientations of Small Store User
in Yhasi street of Dong-Sung Ro, Daegu

Jung-Won Kim
Dept. of Fashion Design & Fashion Industry, Kyungil University, Kyungsan, Korea

Abstract : The purpose of this study was to analyze the purchasing behavior related factors of Small Store User in
Yhasi street of Dong-Sung Ro, Daegu. Frequency, X°-test MANOVA, ANOVA and Duncan multiple range test were
used to analyze the sample. The results of this study were as follows: 1) The largest sample were as follows: un married
female, college students of twenties, 101-200 thousand won for salaries. 2) The factors of purchasing behavior were clas-
sified into 8 factors, enjoy shopping, store image, unique goods, culture space, salesperson, low price, information seeking,
value via price orientation. 3) There were significant differences found between attidude on information source, number
of seeking store, music in shop, music sound, size, display, price, street, in their factors of purchasing behavior (unique
goods, value via price, low price, store image, enjoy shopping) 4) There were significant differences found between demo-
graphic chracteristics (prersonal sales, location, transportation) in their factors of purchasing behavior (salesperson, cul-

tural space, store image).

Key words : shopping orientations, small store, fashion consumer, yhasi street
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Table 1. Factors describing using attitute of Yashi Stree

Factor Title and Items Factor Loading
fecl hke gomg to Yashx Alley even though I don't have any plan to buy any clothes to be del:vcred 0.593
like shopping at the clothing stores in Yashi Alley 0.698
look around the clothing stores in Yashi Alley because I can shop comfortably with my friends there 0.698
like window-shopping while I walk around Yashi Alley 0.675
often visit Yashi Alley because I like the atomsphere of the street 0.542

Eigen value : 9.589% Variance explained: 20.948

shop at the clothmg stores in Yashi Alley because it is convement to park there 0.618

do shopping in Yashi Alley because they give good services in mending, after-ale-service, replacement and refund. 0.598
go shopping in Yashi Alley because there are a variety of clothes of the latest style and their display in conspicuous 0.400

Eigen value : 3.269% Variance explained: 7.972

shop in Yashi Alley because I can find the unique style of clothes that I can't find in any other stores 0.453
The stores in Yashi Alley have much more ynique styles of clothes than the stores selling trandemark goods 0.457
go shopping in Yashi Alley because they delicate designs and styles of clothes 0.436
think the clothes in Yashi Alley are more elegant and fashionable than other clothes of brands 0.545

Figen value : 2.507% Variance explained : 6.116

Shop in Yashi Alley because the facilities there are convenient to use 0.454

often have a social gathering with my friends in Yashi Alley 0.442
Yashi Alley is the cultural center of young ones 0.518

Eigen value : 19.5% Variance explained : 4.769

e G i e
ofen go shopping in Yashi Alley because the sales clerks have extenswe knowledge of thelr goods 0469
go shopping in Yashi Alley Because the sales clerks have extensive knowledge of new fashion style 0.442
like the sales clerks' characteristic outfit at the clothing stores in Yashi Alley 0.433

Once 1 have followed the way how the sales clerks wear their dress at the clothing stores in Yashi Alley beause their
dressing looked pretty
go shopping in Yashi Alley because the sales clerks are very kind 0.472

0.498

Eigen value: 1.720% Variance explained : 4.194

go shopping in Yashi Alley beacuse I can buy some clothes at a low price 0.585

go shopping in Yashi Alley beacuse I can find a lot of clothes of the latest style at a low price 0.408
carefully check the rate of discount at clothing stores in Yashi Alley 0.400

Eigen value : 1.486% Vanance explamed 3.624

When I want to buy some clothes 1 visit Yashi Alley first to look for nice ones. 0.505
If I have pocket money I feel like coming to Yashi Alley 0.485

Eigen value : 1.412% Variance explained : 3.444

often visit Yashi Alley because I can buy some imitations of famous brands 0.462
may have a chance to buy brand-new goods at a low price at the clothing stores in Yashi Alley 0417

Eigen value : 1.354% Variance explained : 3.302

291 5& vigel 2F3ke Buigae] Aot 28& 4 HES Z3 wvig A2 AY ad o=} FHANL, EgF
BHoZ olgdiths goe a91He ¥3E Fio| ouig © M, IHAE 1.720%2 AANF 4.194%E 4F35A0.
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Table 2. Analysis of covarience for clothing purchasing behavior across factors

Information Source

newspaper magazine v Film dp Cataloge  others F-value

unique goods 0.182° 0.158° -0.214% -0.781% 0.188°  -1.406° -0.572%  3.58%*x

value via price -7.89 9.10 -0.34° -0.58" 0.14® 0760 108" 2.49%*
number of seeking store

Ist 2-3rd 4-5th 6rh patronize - shop others F-value

low price 0.59% -0.29° 0.13* 0.18% 044" 0.88" 2.38%*
types of music in store

store image classic semi classic pop I pop 11 other F-value

value via price -1.51° 0.21° -2.20° -1.67" -1.20° 232+
salesperson -0.10° 0.36™ -2.62° -0.26" 0.81° 3,37
sound height of music in store
very high high averege low very low F-value
enjoy shopping 0.23° -0.26° 0.22° -0.34° 024 2.54%%

*p<0.05, **p<0.01, ***p<0.001

881 68 AFEE 71 " ol&¥rhe W) Eger 7
A= 7] wie] <Ayt 7ol X a9l elet WAL, Af
e 1486%= AMEF 3.624%F AT

891 7244 2]¥-E P HEA el FE FHE
HeA olAE olgditke WELE HREY A ojgHx
selolet WYY, I 1412%2 ANHY 3.44%E
At

a2l 82 F2 AE7H vlsjA 717} 7] dEd oA
& olfdivhs 44979 olgHx WEoE aiHe ¥
¥ 73l ouig HES A7 7HHYuZIXAIE ol gHE A
<1}l FHENL, Bire Y, RAe 1.354%2 AAPE
2 3.302%E A3

42. 2H[Xle| oMTOiEEE O|BEHT AOIZE

olge] oJETujyFa AHE ol 7B Hle] wE o]
Seixe] Ajelg AT A Felug Zelrt o Aut AR
™ Table 2 9|% MeA] o|&sh= A Aol WIFEAT
olFEHIE 8313} p<001 FFIM 7HHiHIZIX A o]
82ME p<0l FFOIM Fouigt xlol& vepliih. she
208 AHYoE olg3ke At 71 A EEATHL
2 oJAZE ol&3AT, thFog g8 =gulE olghe
287 o2 AR A HaEHolE ol43ke Avrkee
2 Ve

B o8 YA gAEe mfdre] Aol ArbrellAE
8207 p<0l FFA FUE Alolrt AFHAT. 2-390%
& SZHolM 9E8-g Pyt AL WA, 46718 E @
ke el vl AztpajAg o o83y e Ao
2 et

nfjgela EoAFE S99 Aoly wWAEE A¥adH
p<05 SN, BN gadaks pa0l FEANM f¢

olg Zpolg Uehidlc. g6 FUt8E Folshe I
g4, ARIgdHE Folshe el vl gAY,
i FSAFH e olf3T e ROE YEHT.
=) Aol Aol £FAF olEHE 8% p<Ol F
FoM frejul@ 2lo)7t AAHANEH Al Sohg Folst
T A9 v 283 S71E Folshe LA v
Adzo|&BA YO R 0|83 e AR YENT

4.3. 2H|Xje| o|MAUBRENTW OISEIT XOIZIEH 98
BLHEA

ol g7} ol FFE BHE o8] 71X o] e o] &H)
=9 zolg AR A Feul® Aol7t I A AMEH
Table 3 Alej2el] tig 71& Hxo] ol A7MajAgF o8
HE 829X p001 FEANM FeIvd Aol& WepAAT)
el ol ¥ 9 o] Aol Bo] FFA Y ©18H
X 8903 A7FeA G o] 8101 p<01 FEAA, 7t
A7 A o]8Ex 8209 p<001 Fejud ol 1t
epligich. €4 o] tjxFwold dajx o¥A =73 9l
E71e] Rl Ajolo] metA olgEE 8909 AJol& MR
W AR A G o] FHE 820 p<01 FEAXN Bo] FF
A% olgHiE 803 A7t rul AF ol &HE aloM
p<01 FEAA frelnid 2loj7} A=A 7Hdel et
= Aoy A7FrujAE ol gHx 2l FHAURIZEAAIY o]
SHE 820MolA p<001 FEAA Feind 2lelE et
Hitt.

TR oRAIZ R E A THRE Aol dxolaBA
F olgEiE 8<0H p<001 FEAA AR AF clBEE
220914 p<01 FEAA freuE Aol& Uehhi.

4.4. QITEAIS Helll OIBEIE XOIZER #i8t EiheA



66 FFOIFMY A A3 A1E, 2001

Table 3. Analysis of covarience for Attitude on fashion goods across factors

size
very dissatisfaction  ~ dissatisfaction average satisfaction  very satisfaction F-value
low price -0.59° 0.35° -4.63% -0.15ab 0.28ab 4.18%#*
Attitude on fitness
very dissatisfaction  dissatisfaction average satisfaction  very satisfaction F-value
unique goods 0.48° 4.89° 012 -0.53° 0.30° 2.83%x*
low price -0.26° -2.08* 017 -0.37° 1.55° 4.95%*
value via price -0.40° -0.21° 0.20" 0.49* 1.03° 3.86%%H
store interior
very bad bad average good very good F-value
store image 0.25% 0.55° 0.16® -0.32% -0.80° 4,22%%%
unique goods -1.12° -0.32° 0,13% -7.56% 1.08° 2,44+
low price -1.90° 0.23° 017’ 325" -0,79% 3.23%x
price
very dissatisfaction  dissatisfaction average satisfaction  very satisfaction F-value
low pric 047 -2.80° 0.34° -0.25% -0.98° 3.9]%%*
value via price -0.43 0,33 0.22° 7.84% 1.42° 4.40%%*
satisfaction with street
very dissatisfaction disstisfaction average satisfaction  very satisfaction F-value
enjoy shopping -1.97° 0.51° -1.48° -0.30° 147 5.64%%%
store image 0.46° 0.10° 273 9.82° -1.65* 3.35%%
#p<0.05, **p<0.01, ***p<0.001
Table 4. Analysis of Covarience for demographic valuable across Factors unit : 10,000 won
personal income
under 10 11-15 16-20 21-25 26-30 31-40 above 41 F-value
salesperson -0.32% -0.16° 0.32° 0.13%® -0.30® 0.21% 0.73° 2.60%*
residence area
namgu dong buk s€0 sudsing dalseo junang other F-value
cultural space -030%° 483 0.22" 0.20° 0.19° -0.40™ -0.92° 0.14° 1.96*
transportation
owner car bus taxi subway walking other F-value
store image 0.47° -0.10" 0.13° -0.28° 0.16° 1.43° 2.15%

*p<0.05, **p<0.01, ***p<0.001
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Table 5. Frequency of clothing buying behavior N (%)
eson Transportation Paying metho
Buying clothes 49(24.5)
Window shopping 106(52.8) Walking 39(19.5) Cash 165(82.4)
Passing through 31(15.7) Owner car 18(8.8) Credit card 33(16.4)
Meething with 8(3.8) Taxi 9(4.4)
Friend 6(3.1) Bus 119(59.7)
Others Others 13(6.3) Others 1(0.6)
u e Frequency of visiting Buyi lace except yashi street
1 6(3.1) Everyday 1(0.6) Dept. 75(37.5)
2-3 68(34.0) 1-2 a week 20(10.1) Sepcialty 13(6.7)
4-5 67(33.3) 2-3 a month 87(43.4) Maker shop 52(25.8)
Above 6 47(23.3) 1 a month 49(24.5) DS 17(5.8)
@+Z3 9(4.4) Every a month 33(16.4) Mart 17(5.8)
Others 4(1.9) Others 8(3.8) None 13(6.7)
Others 30(15.0)
Time zone of using Day of using Iype of goods buying
AM 10-12 4(1.9) Mon. 1(0.6) Formal wear 11(5.6)
PM 12-1 0(0) Trues. 8(3.8) Tshirt 93(46.5)
PM 1-3 1909.4) Wens. 8(3.8) Blue jeans 22(11:1)
PM 3-5 58(28.9) Thurs 4(1.9) Pants 36(18.1)
PM 5-7 79(39.6) Friday 29(14.5) Skirt 6(2.8)
PM 7-9 33(164) Saturday 84(42.1) Accessary 7(3.5)
PM 9-11 5(2.5) Sunday 58(28.9) Others 25(12.5)
ffectivi s ia for choosin Effective person for choosing I'ype of goods buying
Newspaper 3(1.3) Myself 112(56.0) Formal wear 24.6(12.4)
Magazine 57(28.3) Parent 0(0) Tshirt 47.4(23.8)
TV 42(20.8) Spouse 4(1.9) Blue jeans 21.8(11.0)
Film 3(1.3) Brothers 5(2.5) Pants 36(18.1)
Display 83(41.5) Friends 65(32.7) Skirt 19(9.5)
Cataloge 8(3.8) Salesperson 6(3.1) Accessary 32(16.0)
Others 6(3.1) Entertainer 6(3.1) Others 19(9.3)
Man on the street 1(0.6)
Favorite brand of visiting yashi t eson avorite brand
Women's formal 54(26.8) Compartive buying 40(20.0) Design in sence 76(37.9)
Women's casual 43(21.3) Taste 58(28.9) Individuality 6(2.9)
Unisex casual 17(8.7) Store interior 13(6.7) Prestige 1909.7)
Sports golf 8(3.9) Resonable price 9(4.4) Economy 6(2.9)
Wear 13(6.3) Friendless owner 9(4.4) Quality 12(5.8)
Export 6(3.1) Varity of design 67(33.3) Taste 27(13.60)
Jean's 55(27.6) Others 4(2.2) Ad entertainer 2(1.0)
None 5(2.4) Cute 39(19.4)
Others Others 14(6.8)
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