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Abstract

This study was aimed at finding out the preferences and satisfaction levels regarding the type of fashion retailer’s
sales promotion based on consumers’ empirical characteristics. A total of 223 questionnaires were used for the
survey of this study. The methods of this study were descriptive analysis, factor analysis, reliability tests, one-way
ANOVA, ttests and y’-test. The consumer groups were divided by habitual experience and self-evaluated
knowledge relate to apparel product. The results of this study showed that consumers have different preferences
and post-utilization satisfaction regarding the type of sales promotion offered by fashion retailers. Consumers with
more experiences in apparel product and with higher self-evaluated knowledge were more active in utilizing the
benefits offered through the value-added type of sales promotions, such as the gift certificate or coupon. Consumers
with more experience in apparel product also showed higher satisfaction with both the utilitarian and hedonic types
of sales promotions, such as gift certificate offer, special price, price discount event, and coupon or courtesy card
offer. Furthermore, consumers with higher self-evaluated knowledge showed higher satisfaction with the utilitarian
types of sales promotion, such as gift certificate offer and regular sale. Therefore, by identifying the accurate
understanding of consumers’empirical characteristics, an enterprise might be able to satisfy consumer by offering
more appropriate and subdivided types of sales promotion.

Keywords: consumer experience(<> B| X} 7 $]), self-evaluated knowledge(RF7] % 7} 2] 4]), sales promotion( o <
Zl), preference(41%), consumer satisfaction(<: B| X} B}=)
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II. Literature Review

1. Consumer's empirical characteristics
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2. Strategy and preference of fashion retailer's
sales promotion

u|=k uhA B & 3] (American Marketing Association)
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3. Sales promotion satisfaction of fashion pro-
duct consumer
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4. Preference and satisfaction of fashion retailer's
sales promotion types by consumer's empirical
characteristics
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[II. Methodology

1. Subjects for inquiry
2 Aol = ol 24 HA A A2 upel 2
o] aH|A}e] AYA EA HE0 AY W 27| H 7t
QA wet A7 Q0] BujED §8E HE
T£o folE gohr it stgich
AFEA 1. JRAE 2ul2e FBH E4(F
. A7 A Aol wreh A £ £
Azl Zpol7t Al Fopi.
@?Prxﬂ 2 AFAE Lulke 3

ol Aol7h LA okel
A3 suAg Yo e wuE B
del Aol 2 o,

4 avAe] ATEATH aiol u

H) 2] ARA EA 9 Fujzz o8

o Wzl xo|2 ol

re

o %A el 2

1—011

?_

re
2 ol

?_

B
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IV. Results and Discussion

1. Factor analysis of consumer's empirical cha-
racteristics and sale promotion

1) Factor analysis of consumer's empirical cha-

o
gl

lo
e

HED FIE AE

oflt
=
N

EREE

AA L& B ts mde 7 8oL, 9FA
Fo Fojs R Auo] B WA it 3ETo
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Ho of

racteristics -
2H A0 ARA B4 W7t 7199 w4 AR Ae7ieta sk, gget oF B9
o] FAT Y urEof A= FEFS dothr] flst cof E4& ¥ v AAst=A, ko w3t
of A auAte] Ao S de =L 24 A Ao] Wk Azhete HAA o] Hig JAS &
o Varimax 34 AE 53 804 A = 6edez AN
ok I Ad, A AP Aol 0 A9t
A Ao 5t @olo] Ztzh =&E glon], AR EA 2) Factor analysis of sale promotion preference
o] 74.78% & AWtk 2t 45 ko] A AHAY) & ABAFE BHelaty] 84
=5 BAT A%, A= AHE Aes 47479, FAAE 243 Varimax A 93 2084
942 Cronbach’s a A¢7F 5% =8 7153 AlE S A A & 2719 890 mEHN e, A
FE 70 oJ o R A =2 E WAL AEALY 60.14%E AEetglch 24 aclEe] g
A& BHE s th(Table 1). of A =g EAg A7}, Cronbach’s @ Alg& 2
OFAlE nAe A A R} e 7t 85, 817 Hlud £ 23 WAHYRAES ¢
g FiE Wol He A, ALY At F4 EHekIth(Table 2).
{Table 1> Factor analysis of consumer's empirical characteristics
Variance S
Factor label and statements Mean(SD) FacFor Accumulated Cronbach’s
loading . a
variance
Habitual experience
1 frequently watch fashion related advertising. 3.52(.92) 73
I tend to make time to shop clothing. 3.53(.90) .87 27.48 .79
1 have plenty of clothing shopping experience. 3.75(.93) 77
Self-evaluated knowledge by prior experience
I am able to Plck g00§ quality 'clothmg since | have 3.47(58) 31
plenty of clothing shopping experience.
I have good knowledge in clothing comparing to others
. . . . 3.32(.92) 91
since I have plenty of clothing shopping experience.
I h: istics of clothing since I h: 1 f
kngw cl aract'enstlcs of ¢ othing since I have plenty o 3.33(90) 3
clothing shopping experience. 47.30 94
I am an expert of clothing since I have plenty of clothing 2.83(95) g5 74.78 ’
shopping experience. o ’
I know various clothing brands' characteristic since I have
. . . 3.12(.96) 81
plenty of clothing shopping experience.
I have various informat.ions in (.:lothjng since 1 have 3.05(92) 87
plenty of clothing shopping experience.
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{Table 2> Factor analysis of sale promotion preference

Factor Eigen Variance Cronbach’
Factor labels and statements C.O 8 Accumulated oS
loading value . a
variance
Added benefit
I like to use coffee or other beverage coupons provided by fashion 0
brands or department stores. '
I like to participate cultural events such as concert or exhibition -
provided by fashion brands or department stores. '
1 participate prize lottery when I purchase clothing, 74
I mostly go to stores which provide various types of event. 73 348 34.80 .85
I like to receive free gifts provided by fashion brands or 68
department stores. '
I frequently use accumulated mileage through purchasing clothing 56
by certain clothing brands or stores. ’
I prefer to shop using gift certificate. 51
Economical benefit
I like to shop clothing through back order discount event. .87
. . .. . 2534
I like to shop clothing through promotion item discount events. 81 2.53 60.14 81
I mostly shop clothing at the place providing price reduction. .80

BhEAS) 2hd Ad ade sold Nk 4 D% ARG o adsd dool 4
Aol HASIA AFsHE A EL SRFE £ BHY 23} Cronback’s @ A% 242 86,

o] o] && Fofst=A, Wstgolu RI| YA J8E HH & T WALHAE FEHY
Agstes ety AAIE] 59 E3tejAbel] ol Ch(Table 3). Au]A] Hhd Wz Q1L 7|49
st AS FolsteA, AFAFE FUA Aaoldt B &N £33 FAA AEF FH SE, oJHE, 9
e FHE & de FEFEA Folst=Al, o 2, EJAEMWLR) A, ARE $4, 23
oFgt oJWIEE AAstE BHEY HEE WOl o FAHAA 3], Fot3]), FE, ShH ol gt o] &
Eat=Al, F7IHol WL oA Al F ot Ab T S AEE EBolEe 6RFORE AAEHG,
& e AL FolsteA, JREHEY 97 Hx A8 T 22 BVt BE 7|8 484, A
o) npd el AYgg A3 ol got=A, AEH FPA 8 T4, B7IAY, ol Y4E o[HIE Fo HujF
S o] 8% 4TS I EAE B TEFOE T A EFof gt TS A= B 4RFOE 1A
AE gl FAA Y 2l aHA} o] EAF =gl

o] APt A JFAFS Fulete AL Fol

Sex], B7F B 7|18 AES FYste AL 4) Consumer types based on consumer's em-
Fotet=A], /A oIY A YL ke JllA pirical characteristic levels

B Fujst=AE Eoie 32FOR FAHHYUT NFAIE Av| A YA AP A7) H7FA 4]

Yo b2 2u4 §9E TR 9I5| 2zt
3) Factor analysis of sale promotion satisfaction QOIEAS Foto] AMEH ZF Q919 WS A
2]

culAel WojEZ WES HASS] AA T stol, ARAFY AHH HFol B A Mean>
A 243 Varimax AAYA ] O3 LABHS  360)3 HE HeHMen=3.60), A7 BAAA 4 0] &
H

AAISE A3} 22719 Q0lo] E&EQon, AAE L Ht(Mean>3.18)T} F& Hh(Mean<3.18)0. 2

-
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{Table 3> Factor analysis of sales promotion satisfaction
Variance
Factor labels and statements Factor loading Eigen value Accumulated Cronbach’s «
variance
Pleasure satisfaction
Prize lottery .85
Event, Festival .80
Point(mileage) accumulation 71
3.39 33.92 .86
Free gift .69
Cultural events(concert, exhibition) .68
Coupon, complementary ticket .65
Functional satisfaction
Special price, promotional item sale 77
Gift certificate .76
2.60 2596 .78
Seasonal sale 75 59.88
Back order item event 71
{Table 4> Consumer type based on consumer's empirical characteristic levels (N=223)

Self-evaluated knowledge

Consumer's empirical characteristics

High(Mean>3.18) Low(Mean<3.18)

High(Mean>3.60) Dominant(n=76) Behavioral(n=56)
Habitual experience
Low(Mean < 3.60) Subjective(n=16) Dependently(n=75)
Y7y L &stgint. o] skl AH Y EA ot 2. Difference of sales promotion preference
Fod, PFd, 04, 2Y LHA[FFPLE & by consumer's empirical characteristics
F3} S th(Table 4).

AU P& ERH S Yot 7] §lsto] 1) Difference of sales promotion preference
Huj 2 gr£ Q1o FH#gE AEste HHF among consumer's habitual experience levels
Tt (Mean>3.08)7} F2H4] H|7HE(Mean<3.08), A oAl oBEAE A Awo] 2 Bujzz
&7 Tr5(Mean>3.55)2} A-&4 H[WHE(Mean <3.55) Azof zol & dotrgith. 1 A, YAHARl o
o7 fEstqon, HdujEz WHHe o wt F Ad ol B 2R ek A2 Ay
AR ALA ey DA o] AuzQE o Arolof w219 RbA g aeloA fot

=2 hEl
T3 P‘ﬁ (Table 5).

{Table 5> Consumer type based on sales promotion satisfaction levels

Zpo] 7k UERR O (1=2.23, p<.05), AAIA d¥ &

(N=223)

Types of sale promotion satisfaction

Pleasure satisfaction

High(Mean>3.08) Low(Mean<3.08)
High(Mean>3.55) Positive(n=065) Functional(n=38)
Functional satisfaction
Low(Mean <3.55) Pleasure(n=47) Negative(n=73)
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{Table 6> Difference of sales promotion preference among consumer's habitual experience levels (N=223)
Habitual experience
High(n=132) Low(n=91) ¢
M SD M SD

Economical benefit 3.31 78 3.34 .82 -.32
Added benefit 2.92 .69 271 71 2.23%
#p<.05.
Qo A= Folgt Aol 7b tretuhA] ekoket. o FA Hop Moste Ao YERTHM=3.25)(Table 7).
F B el g2 aHAES 13—*%] 4 olggt Ante aHAEL 94?%1]%01] gk 27
aHAEET B7HA ¢8| djE o] g Kt FIEA A ol BAGle] dutA ez 71¢fo] A
AMoste Ao 2 UEHETHM=2.92)(Table 6). +ote #jEAE F5ko 73111 e dogu

olg|gt dite FAF 2HAES JFAET StaL, A71H7EA A o] & & & %A @
TS AP A=t BAGlol 71gol AFste 2 2BAEEY 7Y FE s e R
dmfEA b AY 3 22 A QdsA e A 7H e de S AT 2 ARG
A Y 4= AS Azste A2 & 5 9
o, 3t YA A A EAET FAHS Feo] W 3. Difference of sales promotion satisfaction
L AHAEL FZ GEV YA P AZFHo by consumer's empirical characteristics
2 g4 Qe 4EY AT YAE ol gabAu,
FE SE g AFHor gl Lo EsS 1) Difference of sales promotion satisfaction
St Ao R AlgEHTh among consumer's habitual experience levels

avAe YJRAFE Y A= G2 BofEA
2) Difference of sales promotion preference S3d g2 9] xjo]E dotH 7| Y3 rtestS A
among consumer's self- evaluation levels Ag A3, JRAE Aol we Awja
O FAIFol et A7 B7EA A o] wE W AL LH[ART Abolo] HujEef A& v
£ 3ol AolS dopr itk I A, o FA QoA £-oJ3E Zpo] 7} L}EP”“’@I(le p<.05),
ol tigt A7k A o] w2 Ay ¢ A v acloMe Fo7t Afo|7h YEhA|
Atolol= F7HA Fe aloA {93t Zpol7} okokeh o FAIE ﬂr%f& Aol B aHAE
Ol (=4.06, p<001), AAH HY QolofAt & a¥A e suAERT BEAY A
Folat Aol7h EhtA grolt). O RAET BE  WES Hoh A7 L7k A0E YehttiM=3.63)
8 27| B 7R A LFo] 2o AH|REL 19X (Table 8).
Fe 2uASET} B g BujEA 0§ olelgt ATt AFAEI BAT AWl W
{Table 7> Difference of sales promotion preference among consumer's self-evaluated knowledge levels (N=223)
Self-evaluated knowledge
High(n=92) Low(n=131) t
M SD M SD
Economical benefit 3.37 5 3.28 .83 .83
Added benefit 3.25 87 2.76 .88 4.06%**

£p<.05, Fp<.01, *¥p<.001.
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{Table 8> Difference of sales promotion satisfaction among consumer's habitual experience levels (N=223)
Habitual experience
High(n=132) Low(n=91) t
M SD M SD
Functional satisfaction 3.63 .58 344 .69 2.31*
Pleasure satisfaction 3.14 .67 3.0 .64 1.54
*9<.05.
auE 38 ge Audd HAN QAN AR RS BEOIT, 264 A4 RAEY B
AZE AW AATAA B ohlet 4 A W AVS FAN AAE BT Q40|
FH AT o 22 a4 S de e e goa QAsER, By fuES BEehe
Bl 0] o) 4EAY WELS AL RS Aol gl AUEE Sud PoRED Aol
2 ArEY L Aol M E HEFE AR Ao wel
o AuAE BEAS BN 44 BERE
2) Difference of sales promotion satisfaction F7MR o7 A1 ALAHOT BujEA L HIFH O
among consumer's self-evaluated knowledge levels 2 o] gstey FAZU HEE Hojn, AAR9)
SUA ARAES FAC A B AAEA AP WA 25 A I R
o e B FU IR B dohe 2 e

7] Y3) r-testE A
7| B7FA 4] o

T

o HiF rop

VERY 2 1 (.=2.70, p<.01), A gt ol
o7t Aol 7F vheb et th(=2.06, p<.05). &5

AT AT AN Y SEo] e A

N
o)
AN
o
0
2

P2 2 avAEET H8F S| e
A BES B 37 L7l AeE yEieH
(M=3.69), A dofj & it = A 374
L7l= Ao 2 Ve th(M=3.48)(Table 9). o] &gt

E
f|rt
rlo

4. Difference of sales promotion satisfaction
type by consumer types

ARAE auAe] AYH EA wet 2R
A AgEe wet BojE fHEgPol Folzh
YA ot 7] $iste] x et A :
23}, 2uA4gd et BoE B2 &
o3k o] 7k Yebitth( 27=17.82, df9, p<.05).
AT BAS Aol W AV YA 52

o F2 FEA QAT £nAG41I%)= 7IHol Al

AThe SRAET VAT AVHANA 220l & Dot Boi2 Ao okl AWHOR WESL o
< AHAE T9A F2 AR HEA 7] 5 Bt E5 AgFel =dy HFZe =9
A ABHE A4 TAT 2L BAY ANE DS mre] e UEdE F44 GRS Holk Ao
ool ol EAe] A e WELL 2 Uehirii12%). B2 SR AE Ade) A
{Table 9> Difference of sales promotion satisfaction among self-evaluated knowledge levels (N=223)
Self-evaluated knowledge
High(n=92) Low(n=131) t
M SD M SD
Functional satisfaction 3.69 54 3.46 .67 2.70%*
Pleasure satisfaction 348 .70 3.25 .62 2.06*

£p<.05, **p<.01.
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{Table 10> Difference of sales promotion satisfaction type based on consumer types (N=223)
Dominant Behavioral Subjective Dependently Total
Positive 25 19 7 14 65
11.2% 8.5% 3.1% 6.3% 29.1%
Functional 18 8 ! 11 38
8.1% 3.6% 4% 4.9% 17.0%

. 15 15 3 14 47
Hedonistic 6.7% 6.7% 1.3% 6.3% 21.1%
Negative 18 14 5 36 73

8.1% 6.3% 2.2% 16.1% 32.7%
Total 76 56 16 75 223
34.1% 25.1% 7.2% 33.6% 100%
2=17.82%,  dF=9
*p<.05.
A7 A A o EBRE W2 oEA AR a4 A FAE B AFFATA aso et
AEE36WE A9 BUEA o BEE A RAET BT 4R SRo] Aol 9EA
WEb A QoLov], BE A £ $4 ool Az, ARAE Lolxe] ] et o7
A HEE Hole aHAY HFo] 2 Aoz U4 AlFd #Hd A A=l Fof Aolrh ekt
EFETH(16.1%)(Table 10). o= o] 7A|F3 #egt CH(F=6.01, p<.01). 20th °JF A& axH[ A= 30~40
B2 A4S 7K avAe AAR2 Y F9 of aufzbo] wls| o FAIE FHT FHo] ot
7199 #ujEAS A58 o= Ao o B2 o2 YETh(M=3.82). 3t &n|ate] A
o FEEs THAA e AeZ A A 8 & f5o ut IRAES BHd A A= &
&3 AAROA o]F0] He BUEA =45 A Ot Abol7F e TH(e=3.81, p<.01). v E 9] 4H]
e Qe ARAlFe] W E g EE sk A A7t 7188 v AR o RAEY HHg FY
o8 2 4 9t 2 o gol sk A0® LehtehM=381). T

AN H7EA A Ao ofH = AE AT Aol
5. Difference by demographic factors 7F &9t A YEFUYA 9Qkth(Table 11).
ol gt Aif= 200 &uASo| A, Ao o
1) Difference of consumer's empirical charac- 3t WAool =1 9%} UHT FuE Wo] HE
teristics by demographic factors s & b ougd 428 F& HAAF A 7
{Table 11> Difference of consumer's experiential characteristics based on demographic factors (N=223)
Age groups Marriage
20's 30's 40's F Single Married t
(n=81) (n=78) (n=64) ®@=101) | (n=122)
3.81 342
. . A B B o *%
Habitual experience 3.82 3.55 3.39 6.01 73) (76) 3.81
A A A 3.20 3.17
Self-evaluated knowledge 3.12 3.19 3.27 .57 (83) (78) 24
*p<.05, **p<.0l.

ABC A pair of means with the same superscripts indicates significant difference among the groups.
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&5 A% g gkl Zol7t QleA] dohd A, V. Conclusion and Implication
AFAE v Agd wet 71def £
Az gl grEof fof g Aol 7k vhebyttt. w3l 2 AFoA s anAY fRAEH #HE 4
o BAIA de(F=6.06, p<0l)3} F7H4 S[E(F=3.93, & EAo] wat gF77IY B FE7IAAA Al
p<.05) BFof A aujak Ao wheh HEsks g St WS AT whEo] Aol 5 Hol=A] &
eol 2%t Aol 7k LhEkyteh. 308 &w[AEo] 4 ofE T O FAIF AuA FHA B4 A4
AR e BobA sg mEof g §3E A AAH Aol At A7 HIHA A adler F
71 A5 sk on|(M=3.53), 40t &H]AE0] 20 2L, #ujEd AsfgS AAA dEan £
avAERTE A Sy BohA gY 2R 7HA HE aclor =EEglon], 2nRof g
o Huf £l o] & Azstglch £ 84 o] gt HEoH= H&A w5y} A u
THE(F=6.06, p<.01)ofl Al aulA} Ao whef fofgk % aclo] BEHTh o FAF et 434 7
Aol 7k vhebytth. 30t axuAEo] A8-A HjEA ol WL, oo mE AV|FIIAA FEO] &
@l diste] 71 2 wEg SHlem(M=3.65), 20 &HAEL 7Yl AlFshe #ujEA o] && A
o AngEo] 40 AnAEuct A8H BE  Tagch ORAEG BT 4UL wel A D
A ol tatel wEstech T A muh Qb w49 B3 wohEasY ed A
3 77 s vk Ao mep g FU AT 2 FE 5 7744 dEof disto A
o3 Aol 7b b Al G QATh(Table 12). Sohe Aol itk B3 O FAES #Hd 4
olef gt At 30t o4 aHAES Hit 4 71B7HA A o] & A 9A] B E A
AAQ SN 7199 dmEs AFHoR g 7heE AEd Asd 22 Ao dEE 2o
olgste AX B0, AL FEvIdEel w3 HFAHoz of&sidnh AFAF diF FHol
nAE Y deto s FE3ti e AL AA B3 A7) B A pEo] w2 2HAES 7Y
{Table 12> Difference of sales promotion type preference and satisfaction among demographic factors (N=223)
Age groups
20's 30's 40's F
(n=81) (n=78) (n=64)
Economical benefit 3.10° 3.53% 333" 6.06%*
Sales promotion preference B " x
Added benefit 2.66 292 295 3.93*
, o Functional satisfaction 358" 3.65" 3.40° 2.94%
Sales promotion satisfaction — = = -
Pleasure satisfaction 3.12 3.03 3.09 35

*p<.05, FEp<,01, *p< 001,

ABC A pair of means with the same superscripts indicates significant difference among the groups.

- 180 -



A20H A23%

o
2
= o
o
=
R
ol
9

ol
ox

Ju e
=
10 my 5o

2 3 o
Am
=
N
2
lo
ox
s
)
NN

N
N
By
e e
2o
r_l
o

2 gy 2
o
B

=

o o 2

of el
o mx b2

b
>
H‘l
41
S
E=
QL
2
=
AN
QL

[

:ir‘-‘.:l oM,
2L du o = N

b
=

4
N
o,

off o 2

gk 247] %5 7HA) 4
. -

we Hr 32

Ho

ofll

=N

N

ig ox flo
U

i
ol e e

=

14
~
)
e,

5= )
o
o
[
é
ot
o

=

i

R
Lo
ot it
Ry
EIC
2
el
=
R
)
=2
=
Ol
ol
2
=
N
Ol
ol

B~ 1o of I oX od o 1o ao
N ;%Cl‘)

2 O
>
Jlm
2
=
A
[
(5=
S

o o,
=2

S oy

B 1o

=

)

il

o

1o !
o qu g
lo o

(9S)
<
mz:ﬁz
2 o
£

o b
2 E
=
Ao
(DA
Ho
ot
2
i
ol
Q2
.
I
H1
N
'
¥

o2
ot
o,
e e
N
N

> fo mo o

b
=
Y
_\|I_
__>,~I__’
Aoy
rir e
N
i O
>
o od oo
:‘.’%
b oot

o B

N

)

rlr

s N

o

fu

N

e T

1o ox
= i

Y
o
_\:‘_l‘
)
R
o I
U T O S

%
o2 &HAE ¢
5

fr o
o
€

4o oot

1454
oL

b i
=
>
NI
— O]
Ajm
ox
(

O
Loy o

ol
-

ﬂJlO ol
o

o,

ox. F
oN.

s NI )

X
2o

i

L
)

o

~
pon
o
k=
i.‘l"
52 2
2o H1
O on =

rir
2> 1o o |

2
2
>
=
okt
o
2
o e
o =
ST
o
> ¢
= X i >
i
m 2
o b
o

oy
filo
1o rir
S
N,

2N
iz}
o
~
jins

)
lo

= b
bl =
R

ol
o
R
uE o
=
e
o%
S~
>
[
é

=

b

N,
qon
1o
=

r
o9
oo
=
N
N
o

rlr
H
oX,
o Hu oy W )

oL}

=
i

*0
m
Jt o

p3
K
- ot nE St lo
u

re, ﬂ.]lo il a2
T E=
N T
o gy
o
ool 2
]

~
-

W ATE % Ao
£ 3, 2029 AEL
§ FHEER FF A7

3 A4 A= &uA7E FA
3 #H9 M= FAHI AP 8L E getst
LAyt dad Ao ARdY B4, & A3
£ fsto] AAE YR71H B e Al
27193 F5719l dg AAZ FEEA G
o 2y Anze] guEzl o] gof gt Hrt

olgh
o3
e
>

P

References

American Marketing Association(1995). Sales Pro-
motion. Retrieved March 24, 2010, from http://
www.marketingpower.com/_layouts/Dictionary.a
spx?dLetter=S

An, S. J.(2004). An effect of consumer's character-
istics and sales promotion tools on purchase
behavior. Unpublished master's thesis, Chung-Ang
University, Seoul, Korea.

Bawa, K., & Shoemaker, R. W.(1987). The effects of
a direct mail coupon on brand choice behavior.
Journal of Marketing Research, 24(4), 370-376.

Brucks, M.(1985). The effect of product class know-
ledge on information search behavior. Journal of
Consumer Research, 12(1), 1-16.

Hackleman, E. C., & Duker, J. M.(1980). Deal pro-
neness and heavy usage: Merging two market
segmentation criteria. Academy of Marketing
Science. Journal, 8(4), 332-344.

Han, K. S., & Ko, H. J.(2007). Effects of sales pro-
motion on consumers in store: Based on its
long-term communication and marketing effects.
The Korean Journal of Advertising and Public
Relations, 9(2), 145-176.

Hwang, J. 1., & Park, J. 0.(2010). The effects of
subjective knowledge on information search as
related to a consumer's life cycle. Journal of the
Korean Home Economics Association, 48(9), 41-
54.

Hwang, S. J.,, Kim, H. J., & Hwang, K. S.(2005).

The effects of shopping value, sales promotions



54 auAe] A8H B4 e o

and types of fashion stores on consumers’ intention
to visit fashion stores and word of mouth commu-
nication. Sung Kyun Kwan University Human
Life Science, 8, 91-104.

Kim, D. H., Kim, H, J., & Lee, S. W.(2002). The
effect of consumer demographic characteristics on
their proneness to promotional activities. Journal
of Consumer Studies, 13(1), 99-117.

Kim, D. H., & Park, H. S.(2002). The long and short
run impacts of advertising, price, and promotion.
Korean Management Review, 31(1), 141-163.

Kim, E. Y.(1997). The effects of consumer's experience
and knowledge on information processing and
purchase outcomes in clothing products. Unpublished
doctoral dissertation, Chungnam National University,
Taejon, Korea.

Kim, E. Y., & Lee, Y. S.(2002). The effects of sub-
jective knowledge on information search and
evaluation rules for apparel products. Journal of
the Korean Society of Clothing and Textiles,
26(9/10), 1378-1389.

Kim, J. Y., & Min, B. P.(2005). Comparison of effec-
tiveness between various sales promotions. Korean
Management Review, 34(2), 445-469.

Kim, S. H.(2005). The sales promotion effect of bargain
sale of department store -Focused on the diffe-
rences by year and merchandise class, and on
the relationship with the consumer attitude index-.
Journal of the Korean Society of Clothing and
Textiles, 29(11), 1389-1398.

Kim, S. H.(2000). Sales promotion response and sho-
pping orientation of apparel consumers. Unpublished
master's thesis, Seoul National University, Seoul,
Korea.

Kotler, P., & Armstrong, G.(2008). Principles of
marketing. 12th ed. (K. H. Ann et al., Trans.).
Seoul: Pearson Education Korea. (Original work
published 2007).

Lee, J. Y., & Park, J. 0.(2003). A study on the con-
sumer knowledge measurement of apparel product.

Journal of the Korean Society of Clothing and

o
gl

lo
e

HED FIE AE

oflt
N
Iz
>
Mo
fo
re
-4

Ha

Textiles, 27(11), 1307-1317.

Lee, S. Y.(2011, October 6). Govern consumer experi-
ence by analysis of customer information. The
Chosunilbo. Retrieved October 7, 2011, from
http://biz.chosun.com/site/data/html_dir/2011/10/
06/2011100601134.html

Lee, Y. K., & Hwang, S. J.(2005). Do consumers,
buying apparel product postpone purchase in the
belief of price break?. Journal of Korean Aca-
demy of Marketing Science, 15, 81-103.

Lee, Y. M., & Perk, K. A.(2003). Analyzing con-
sumer behavioral characteristics with sales pro-
motion orientation: Differences in shopping and
promotion usage behaviors. Journal of the Korean
Home Economics Association, 41(4), 45-56.

Montgomery, D. B.(1971). Consumer characteristics
associated with dealing: An empirical example.
Journal of Marketing Research, 8(1), 118-120.

Oh, K. W., Shim, H. Y., & Hong, B. S.(2003). The

influence of mileage program on brand loyalty

of the apparel firm. Journal of the Korean Society

of Clothing and Textiles, 27(3,4), 384-394.

S. S.(2003). A study on the influences of cus-

tomer's experience on the brand knowledge struc-

Oh

ture and brand equity. Unpublished master's thesis,
Seoul National University, Seoul, Korea.

Oh, Y. S., & Koh, A. R.(2002). A study on the per-
ceived shopping value and consumer satisfaction
as related to consumer's deal proneness. Journal
of the Korean Society of Clothing and Textiles,
26(7), 1066-1077.

Park, C. W., Mothersbaugh, D. L., & Feick, L.(1994).
Consumer knowledge assessment. Journal of Con-
sumer Research, 21(1), 71-82.

Punj, G. N., & Staelin, R.(1986). A model of con-
sumer information search behavior for new auto-
mobiles. Journal of Consumer Research, 9(4),
366-380.

Sawyer, A. G., & Dickson, P.(1984). Psychological
perspectives on consumer response to sales pro-

motion. in Research on sales promotion: Collec-

- 182 -



A0 A2E 3790 - oAl - uA S 55

o

tive papers, Katherine Jocz, ed. Cambridge, MA: versus advertising. Journal of Marketing Research,
Marketing Science Institute. 20(3), 257-267.

Seo, J. 0.(2007). The effects of preference of sales Yun, S. J., & Lee, 1. K.(2008). The effect of smart
promotion - using on consumers' product satis- shopper feelings on sales promotion situation.
faction and repurchase intention: Focused on The Review of Business History, 23(3), 143-173.
clothing/fashion products in internet shopping mall. Wright, A. A., & Lynch, J. G.(1995). Communi-
Unpublished master's thesis, Konkuk University, cation effects of advertising versus direct ex-
Seoul, Korea. perience when both search and experience attri-

Smith, R. E., & Swinyard, W. R.(1983). Attitude- butes are present. Journal of Consumer Research,
behavior consistency: The impact of product trial 21(4), 708-709.

- 183 -



