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Abstract

The fashion market focuses on consumers and maximizes consumers’ satisfaction. The fashion market has been
segmented to better satisfy the variety of consumer group. Although market segmentation has been studied, efficiency
and effectiveness of market segmentation continuously bring problems. Also, problems of prediction about real
consumer behavior, and efficiency and effectiveness of standards are pointed out. The purpose of this study is to
determine the most important variables for dividing fashion product buyers. This study was designed as qualitative
study and in-depth interview was conducted. The in-depth interview was conducted with five experts in fashion
intelligence agency. In-depth interview was completed by an analytic induction and an investigator triangulation.
Questions were about characteristics, demographic characteristics, important factors and fashion buying relationship,
and interests of current clothing shoppers. The results of qualitative research demonstrated that clothing shoppers,
with their valuable consumption and selective buying behaviors, seek differentiated products. They also long for
high quality apparel for its price, because of their valuable consumption and price centered tendency. They
illustrated active sides, such as enthusiastic information searching and emotional or experiential consumption, rather
than attitudinal sides. The variables for dividing fashion product buyers included: "innovative seeking", "symbolic

seeking", "personalized seeking", "quality-seeking", "selective seeking", "price-seeking", "utility-seeking", "hedonic

seeking", "sensitive seeking", "brand-seeking", "digital seeking", "information-seeking", and "eco-seeking".

Key words: market segmentation(A] ZA]E3}), variables for dividing fashion product buyers(ZJ& £ H/XF59]
AEZ} B, in-depth interview(4/5 9 £).
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AlE3hE 3, Walshe AHAES g8 159 graphic approach), Q17574 < ¥ (demographic
L35 FENAFE AoJopBE wlZYA 4T approach), A3 4|2 M W (psychographic app-
Aol €t B8], JAA RS FER 1A AF  roach), T FEH Y 4 (behavior approach) o
A AbQlo| 1, nA W& Fofst Al Aok she Au] 2 HRHECLS 265 1o F5 2A, o
A FA49 Abglolth. ghae] BAAAS 2011 A TEAA, AFHYH, T 5 EAQ ue
dh7] ol 5.7%, shEk7 o)l 5.8% Aga 272 7,077 Aol7k Y, o] I M4ES 7|E20Z o)A
o doi AR AgHE HAAFY 87t 2HAEL BFslY 2 AEATE 2HEY 8
Z74gol wet auAEY 83 gAFor o FAFY Ul 4EH nAYS A3 5 k)
oketal BFalA Wal ek o]} FHA, V| FolAls djREY M Aol AN RS HZa)
25 o] FAQ BN wet TRSf] A L wyoz oy shx AR} W4E AFstn
FEAA EAL A 2RSS QAo 3 o, AUFHoR AHAES TREEE Hel
Aesty uAgol ardch weby WAZ1ge ofE A9 WaSo] thekatA HEHE 7| Eo]
Sagt A S wFo A guste] AuRE  Fasith & 28459 YEHel U} PEA
818 227 5 9 AEARE F&A 0 9l ZHo] SAo Hgate] MRt Ao 2o
A" Ak £ 14 AFHA oY FE = st
g2 7] ofof gk o] Ao A K upo} o] AuAEY] AEBHL
NN RS @) opA g oo A ARAez 2 o A% QA ALEojof 3 Hofg uropSof
EL StEAoR Jbg WAL WD gl olf F A glom, oF 9 g el glojA AgAE
shyolth. 2@ %(Lorea)?] HTAYAHCEO)RE 3] F84L )9 Atk Z, LuAEY] AZA R
AAo] 0o FAL AR RIE JT7}F FAE S Yot g SHA] Hojof st BAHL A
2 ke AEL Qe AFetg, o] TAHE  AES Fujets AHAEY 4L gobala, &
AR RS A o] ZLgolat, 719 & HAES AgAoR ARIsY] Y A Fad
BHQl wiAY A o] 7zt & 5 gtk Al WSS g Aotk gty B AT AL A4
A B FoAoR g A= FW B Hol WHoR A AE 25 X FA S
o dpgo] oy AEZT AT de AFA 2 QT M AP WS Heug ek B A
B35 Hed oopd AT Z2ivr HRED Yok 1o AR AGAESE 93 WSS UFoRy
TN 9ot 7% WS gt dxE gAvIde] HA AEFL Fujsts AuAES Y
S 2o, A Aol A 22 FEEHE AR F oldjstn AT & Y do] AT AYA
st Fets WS A A AL PH(geo- 2 AT £ 9L Aol

1) sfAdl= 2]o}, “Fashion Market Trend 2010,” (2011 3¢ 8 [2011¢ 4€ 259 ZHM]); available from World
Wide Web@http:/fashionnetkorea.com

2) A9, A Lu A AEAA B4 ool Faoln|x] Ao e SEA MeWE vl TR
+FeJ8F3] 2] 114 335 (2009), pp. 390-398.

3) o4, A, ol AT, “FalEl A% FEAF] AFAESE £ HIL LEAT 107 3E (2005),
pp. 87-100.

4) Jagdish N. Sheth, Rajendra S. Sisodia and Arun Sharma, “The Antecedents and Consequences of Customer-
centric Marketing,” Journal of Academy of Marketing Science Vol. 28 No. 1 (2000), pp. 55-66.

5) Yoram Wind, “Issues and Advances in Segmentation Theory,” Journal of Marketing Research Vol. 15 (1978),
pp. 317-337.

6) Philip Kotler, Marketing Management: Analysis, Planning, Implementation, and Control, 9th ed. (NJ: Prentice
Hall, 1997).

7) Wendell R. Smith, “Product Differentiation and Market Segmentation as Alternative Marketing Strategies,” Journal
of Marketing Vol. 21 No. 1 (1956), pp. 3-8.
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o,
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Ao ) ek 1% 4 RS ARt 2

Aol gtk HHAAEL 2 AUz A5
A £steka Apaste vhAY Aee moldjor Atk
AR At sue Held E4S wY
she Aolul, AbalA%, eholmietdl, A4 Fol
gtk AFEAH Bal A, 48, A, Bg 5
% 59 ZUSE MG A% ASHE ARA LS
Wit Tl WEH WeE AE A, A4S 1
£, 37 W) HE FAE HE A /)% Fo| %
I

8) Ibid., p. 5.

9) Wendell R. Smith, op cit., pp. 3-8.

10) Philip Kotler, op cit., p. 257.

1) 32, 7d opAE, (A& 3L 2005).
12) Yoram Wind, op. cit., pp. 317-337.

13) Philip Kotler, op. cit.
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B A AT e
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ek FRAoR AL A Al Ag
she ARARE 12 Ba B4 Hed JuE
duhit gol 9 4 Ukvtel 2 ot

2. AIZME2et 2ot 22
Wind e AZAESE E3 A% L A o

g EEAQ A iR Tho|EeklE Alg ot &
=S4 o2 SUHAE # ok FHAT. E
g AA RS ARG S-S Ad AR SuR
oA 7ol HIHe =N 229 upAE wx
o A Wi 2HE Wl Hof =g FohM
5 ARAEeE A S5 S0l ozl A
A gAolH av|ke] 8 AR wek AF I vt
A& s deldola FestA =dsfoF gt
B2 719eS AR @S AAsHA ek, A
& Abdste] 7uke & TR oA sttt Ay
ez A Y EE5S AdAe E&H
A ARAESE Bastth whebA ARAESE 2
B A g AR = AL 4 A
& ANAY 54 A vHAY HAs AT
22X 7 A9 dag 95 Ho 24D ¢
A AE A wh

WAL W g 73 F715 7HAHA
& o &5 7H e LnAEE 0] R
Ak 7192 WE 2vAe] &35 FHA4
o =M FIAR] vtAYE AHE = YA A
Aoz vg FAY oHEs A=tk =R, 4f
2o FAE Adsy] A dd £ A A

14) J. Paul Peter and Jerry C. Olson, Consumer Behavior and Marketing Strategy, 5th ed. (Boston: McGraw-Hill,

1999).

15) Philip Kotler and Gary Armstrong, Principles of Marketing, 10th ed. (NJ: Prentice Hall, 2004), pp. 239-251.
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F& O At AA AR FEFettd, A I o5& AAESLY 7|2 A dutbFel 2
Fo] &35 FAISHE Aol Ayttt o] et £ FEAY EAE 7R 46z EAT AE 4 §
AE fAst7] Hstel agh Aol a3 A% g 7|uke] Aujxp B2 FEFI F A, 7HA],

A &stoleh”

3. AIgMIZete| 7|1& Wl ZHIH
2SS HEetste B JlofA ofmE 7]
Fo2 NS AEeE A7t B AL 7H

ol Zaetd 5 P4 W Sol AFAEE
71E SR AAE7] AR Bt obgt,
T 2uAE9 o4 Hofo] mE 4w HfEH o
Foprh eatE A 1980d ] o] 3R AN, F
A, 37 1o 5 av Azt FAf dig o

Fa3 BAolh 279 AALI AFES 4 P A%HR g
HEH, 2 A9, Y, 2E f5, 38, 7HE o grol 2B, &5, AF, AF 9 ¥tz ¢
T AY, A5 £F 53 2 ATEAR WEE o 2 Uz o) BF hepyel Fege
ggato] LuAES ARG 2@y odF uhet, AgAlEste] aeA ) ol Higt 24
EARH Wao] B APARHE FAFS & ASHOR WA AY DE AW 509 F
AA =, o AN SHe 2HAY Y ot AlA 3ol Tk A7E Hep Rl Aol A
27} g ol wek RS 2njie s 7 Al &§ 7heet AR AR AR HAE g 2
202 3 ARARA 25 W) AFAALY o ETED ofeh o, A ARALe] A EE
Fg oo utm upsk
= Consumers abandon predictable patterns: Markets fragmented (Sheth et al., - AH|X = o2
i’ 2000) N PN NTESE |
20004 CH = Making sens of market segmentation: A fashion retailing case (Lee Quinn & . Jag‘.i%;}i”gl p_—
Bennison, 2007) Iﬁl_'i";_'—i"‘l xl_él
= Implementation difficulties observed (Dibb & Simkin, 1997; Piercy & Morgan, - 719 2 xH
199044y 1993) = T 5

1970-1980E L)

19704Ly o|H

= Predictive validity questioned (Novak & MacEvoy, 1990)

-0% ey A

= Validity issues relating to segments (Blattberg & Sen, 1978; Burger & Schott,

1972; Green & Wind, 1973)

= Reliability validity questioned (Burns & Harrison, 1979; Lastovicka, 1982)

* VALS & VALS 2 (Mitchell, 1983)

- o7 7 28
- Maj® gt
- 7Hi2t afojz AEt!

= Descriptive market focus: Industrial market focus (Smith, 1956)

= Bases for segmentation (Martineau, 1958)

= Bases for segmentation: Consumer market focus more prevalent
(Bass et al, 1978; Pessemier et al., 1967; Webster, 1965)

- x| oo
-AE 5
- a0 oA BT

CIE 1D AARS Aok B W

16) 3435, op cit.

17) Wendell R. Smith, op cit., pp. 3-8.
18) Frederick E. Webster, “The ‘Deal-Prone’ Consumer,” Journal of Marketing Research Vol. 2 No. 2 (1965), pp.

186-189.

19) A. Mitchell, The Nine American Lifestyles: Who We are and Where We're Going, (NY: Warner, 1983).

20) Jagdish N. Sheth, Rajendra S. Sisodia and Arun Sharma, op. cit., pp. 55-66.

21) Lee Quinn, Tony Hines and David Bennison, “Making Sense of Market Segmentation: A Fashion Retailing
Case,” European Journal of Marketing Vol. 41 (2007), p. 442.
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W AT W AR 48 2
B Aul 87, Yz, 7o $59 chopd Fo
2 Q8 AR A 5o 3t o2 Zuo] A
SAHE oW EAFL gon, 71E AFAL
s 44, 7] dE EHEEY BAC BE A
Ao| ofojA|m QekR® 7| Ee] A Lt HAE
AR 2o BE] e AEe o2

LR R
2

o I
>
©

O g

= 7401] 1710}01 A ﬂ Al

13, A AE AuA50) o) A5 ARS
v AL aolo] tste] eoprt,

14, A AE 245 BANE Sobith

15, WAUAY ARt EARE Estol
A AUAES ARsEE do Fad
247 291917 obiirt,

AT BA 2 WA AR 2045 AR 9]

2. 9170 W o Hx

oto] Axto] g2 Aol 7} %”ﬁ@ érE A= 7;4\013} 1) oi5o W
uEha 2 AFA e LHAEE AlEskstr] 9 2 dFofA s A4 AN AR EE A% F
oo Mol it A A4S wige 2, 4 EA4 Fld(analytic induction) WS AHE-SRo] 2}
N A2 el oA A ARSI A A R 203 RAS 0T A0 ol 2o BT 4EL
43 7|Z WAE WAl o] Wasihn Brh Stk oled RAA APRES Bo 3AE @
FE A4 Agrce BEAA AET 4 9
M. 917 e L Aol Hgslol, A4 WAL e & gEs F
£ Aol Uk wd B dTe A4 d7E =
1. 97 2R ARR} AbZhZ AW (investigator triangulation)S ARE-
B oaTE g4 AES P 2945 A ool Ao AHEY YRS 2 & A
Bolsts] Slat g AR WAl BAAB W 2AG ALEHNE A7 ded 4 g 9
87 Sloto] how 28 97 BAS AASRAL. A E: AU FEAL WAtk 2 Bope] A2
Q7 A 1 4 AE A9 SHS B 42 A7 3ol AANBORA A7e A
LA Al 2HAEY i P59 E4L 0 Ae w0l 5}% 7;4\014- upehA] 2 Aol A=
dobett. WA AE7IRY AE7E s e dgd A
1-2. sjd A|E v A AFFATA SA WA (in-depth interview)s A A[SHATh AA A0
2 o e ZolE orEh 2 avAES ARashs AL 74 71901 A
KE 1 ¥y gAYy a4 54
At | A9 | g5 42470 PE A
A 37 SFA} CFT(Korea Color & Fashion Trend Center): 1 4 7] & & A 2; 2
B 34 LN CFT(Korea Color & Fashion Trend Center): 1 4 7] &€l S 7
c | 3 | 44 | #4uRudTe AYRd $4% sdsy dgazy | 2
D 37 1N PFIN(+. firstviewKorea): 714 € € g4 15
E 33 A A} PFIN(+. firstviewKorea): 714 ¥ €] Aol 5

22) Ibid., pp. 442-443.

23) Jagdish N. Sheth, Rajendra S. Sisodia and Arun Sharma, op. cit.,
24) Al Spasofs A9 ool AF, (& =AESR 54uS, 1992).
25) Corrine Glesne, Becoming Qualitative Researchers: An Introduction, 2nd ed. (New York: Longman, 1999).

pp. 55-66.
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AE3t Haeg A sto] ARZAESHE AR R, HAAE &4 94 7EAE A HES
ANZA R HeE AAskE dlo glojA o o gatgieh B3t WA WA tFAE 24l A
A7)da gol HE = gle WAXEEY 9de Zt& olop7|E 4= JYEE ALEHE AR 1XE
€A kit W2 20109 39 16Q )4 20109 A gAY wEgo whel AAs A o)t
39 2547 A Aol 9l A AE7ICET, PFIN,  WRlS Fsto] 22 A AFS Frishe 2HA
g AT dA FABL e AR 59 54T o3 AuAEE A& A%
Hes e R AXELNT WY gAY 94 7HY AHg Wag wotd 4 gl

ENL (& i} 72t

A B4 WAy A A dige] g1 18 2) ¥79l 8

Zol glon, "Wy H&o] & Wy sl & A HHL Patton”™9) WH £8 F WHAA
3 Q= 719 tpeFst AuA 2ARel o) A7) 3t W (interview guide approach)& AM§-8} it} o] W]
O ZRAESS T8 47, Aolgts AL 4 < WA Ao FAY AEE FASAA Fi AR
AR E3, WY AR AR} o] et o AU AR °1°1 TAHE AEA st Y
FHH oot Felst o]l Hrp LEAHQ o] f ojth. A& Y& (& 2)9 Fo] FATFHLH,
£ 27 YelAe A BA4HQ AR 5 2 A AE iHlZP o] B4, 2 aHAEY
7k71 Aol of | A2 @A 7L FA = ofof gt} o] & AFSATAA EA, A AF LuAE] T4
Yol WA= wekdt 29718 24, |y o ot Aztshe alah s o HRA, A A
A ofoprlo FulE kAL FAS] EReH,  F ARAEY WAL HAYA Y AGAESHet

wY g gre oA
- 9% 20452 o 54 AT Uty ALEAL?
SOAE 54| AR ANE B B8 Ao 2R AL, R4 AF 2UAES ofn
£40] }R?
cofel B0l ZAYAT 20|z 24 ] wetd A AE Tl FE o
E4E uyLR?
AUAES | - RG] ZAMAE A4 ZANA AGo] waka B AR T Pl ofw
ATEATH 54| EHS HEGar
Sofe| Bl ZAYAY 20|z ZAA 25 Szo] wekd BA AF Fo) YEof
ol EA4L HY}a?

WA AF &EAY | oo uls) aHAE Y] 4| o] wol thefsiA I MEst e, oW 9FE
T FEel 9FE | 2 AWM anAEol WEE A 2ar?

SAE 29 |- 2% 4¥E0l AE AF T ouT Bol YLHR?
A% ;
o oy | ABE sk 2eAES Pl B0l Qertar
AAAAS | 2F AHAANAE oW WHOZ APARIE AN L2
AT BAY | - 27 A HAANA AATE ARALI B SARL FHO|T A R2
M A% | A ARS FEE LUAES ARIGTA BoE, T ESE BRIE
suel AES | ol Aahon ALGAYL?

26) Fiona Sturrock and Elke Pioch, “Making Himself Attractive: The Growing Consumption of Grooming Products,”
Marketing Intelligence & Planning Vol. 16 No. 5 (1998), p. 339.
27) M. Q. Patton, Qualitative Evaluation and Research Methods, 2nd ed. (CA: Sage, 1990).
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