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An Analysis of Group Characteristics according to
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Application

Kang Bongsoo - Sung Heewon*
Dept. of Clothing and Textiles, Gyeongsang National University

Abstract

As the smart phone market grows rapidly, the significance of the application (app)
market also increases. The purposes of this study were to identify market segments
according to technological innovativeness and clothing involvement, and to compare the
differences in lifestyles, benefits of fashion information app sought, and intention to use.
The data were collected from smart phone users in their 10s to 30s in 2013, and a total
of 292 data sets were analyzed. The findings of this study were as follows. The
respondents were divided into three groups, innovative group, clothing involvement group,
and passive group. Significant differences were found among three segments in terms of
age, marital status, education level, and monthly income. With respect to five lifestyle
factors, innovative group and clothing involvement group had higher mean scores for
rational purchase, personal relationship, and personality pursuit than passive group.
However, these two groups showed differences in brand pursuit factor. The benefits of the
fashion information app were generated into two factors, information benefit and enjoyment
benefit. Innovative group and clothing involvement group had higher values than passive
group in these two factors. Finally, innovative group had the highest value on the intention
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to use fashion information app. This study attempts to provide fundamental information
about the potential market segment for managers or marketers developing fashion
information apps.
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Table 1. Factor Analysis of Technological Innovativeness and Clothing Involvement
Factor Eigen % of Cronbach's
Factor ltem . .
loading value | variance a
When a new product is launched, | tend 876
to purchase it faster than the others. ’
) When | see a new product, | buy it just 802
'Techngloglcal because it is new. : 260 | 65.04 820
Innovativeness Overall, | like to purchase up-to—date smart 787
phones. ’
When | see a new smart phone, | purchase
it 757
| feel happy when | try on clothes. .862
Clothes are important to me. 767
Clothing | would rather not pay attention to my 709
involvement | outfit.(R) 2.83 56.76 807
Clothes make me happy. 701
| am very interested in many things related
. .695
to clothing.
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Table 3. Differences of Classified Groups in Demographic Characteristics
Innovative ) Cleiinle Passive
) involvement
Variable Category group group X2
(n=121) group (n=71)
(n=100)
Male 74(72.5) 60(59.9) 412 (42.6)°
Gender 0.217
Female 47(48.5) 40(40.1) 30(28.4)
10's 34(38.1) 38(31.5) 20(22.4)
Age 20's 19(26.5) 32(21.9) 13(15.6) 18.267**
30's 68(56.4) 30(45.6) 38(33.1)
Under 1 million won 55(67.5) 73(55.8) 35(39.6)
'?izgtr:'g 1-2 million won 20(18.6) 15(15.4) 10(10.9) 03.041 k%
Over 2 million won 46(34.8) 12(28.8) 26(20.4)
High school or below 38(40.6) 40(33.6) 20(23.8)
Level of In college 18(28.6) 36(23.6) 15(16.8)
) 26.106%*x
education College graduate 55(45.2) 22(37.3) 32(26.5)
Graduate school 10(6.6) 2(5.5) 4(3.9)
Number of None 48(61.3) 62(50.7) 38(36.0)
paid 1-2 42(32.7) 22(27.1) 15(19.2) 12.703%*
apps Over 3 31(26.9) 16(22.3) 18(15.6)
The Under 1,000 won 53(63.8) 69(52.7) 32(37.4)
expected | 1.000 = 2,000 won 39(31.1) 20(25.7) 16(18.2) p—
price of an | 2,000 - 3,000 won 25(19.1) 11(15.8) 10(11.2) '
app Over 3,000 won 4(7.0) 0(5.8) 13(4.1)
Yes 38(30.3) 26(25.0) 9(17.0)
Use of
fashi 8.452+
ashion app |y 83(90.8) 74(75.0) 62(53.3)

2 QObserved frequencies, ®: Expected frequencies
* < 05, »*p < .01, *»*xp < .001.
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M25t0), M8St ASsS UHE & gelXo 4561 ol LRBIXI 2424 (ANOVA) Y
208 2E 52z TN #elH Duncan test2 &AAISIRICHTable 4). &ST0IE
TOH' HHGIACH% of variance = 13.5, Helst LA 490 QO &HHYE X0IE
a=.751). Q0! 2= YOulH Xl 2Hg FEs LIEHHRACEH  &el& 204, CHel2tH, JHE=3
5L o|AS 20l Motehs ®OIC RS & QOIOA SA™ED S2HHE 0] A= T
A= HOICH  A&=201 WS JHYHOICH Hioh AHECZ =2 HIgtS LIEHHRUCH 238
4202 2EE ‘THRIZAHI'Z2(% of 2 =20 TI I ¥2 EHeZ HEMS
variance=11.8, a=.803), 2¢! 32 Ef2IDt 2210 AAIO 2A 2401 8, eSS Soll HE=S
M0 XA RS AU, ROILE &g SOl Liete HEOIDA ot= 480 e R8s 2 = UCLL
HEE F+6t2, SEHA IHEOI2tE: O30 =% BHH SAIECD QS2ANEHE2 AS2HHDI =2
ANZsL & HEsS 0188 TDIEEN H2E N dHEz A=SF U0 glFel R0E otH
MEF='2 HHOIUCHIZE, % of variance = CHOIZAHNM S HSH0I0H ASIE0ID eSS S&t
1.2, a=.752). R 4= OFH 8l =228 HEESE SRoH Wlle As &€ = UCHL
TOHSHALE, D120 2 0, S=-0H6HA &1, SHE F7 012 Ss2HEH, A3E FH
Zest Aot F0HECt 22 S0 2 Hioh SAZH0 =2 "ogts  LIEHAULCH
42802 FHL0 ‘SSR0'Z(% of variance = A SZAEEHEO ASHHSIE O
11.0, 0=.727), 9 5= 0| L& HHMCSE SO IHEo CHet XIAOILE BE0l 2500 =Y
22 £ A1, ItA0l HIMHetE BHE HES SHEN et AEZIH =L, 300 REQISO0
T0ictyd, & LHd Bt MBS F0HStCe 20l ZEEHN AN |RE E-HEE O Hds6H|
32EOZ FHEN ‘BAHE F=R'2 HHOIULH% Hzel Aoz LoICh 10-200H0t = =2XEE
of variance =10.7, 0=.809). &Y 58.2%=, o EZNEHS FR E™HE HEA s
20182 54501 =0 8372 =ZIZEERUCL 2 AlEez XM, DIt EHEE IA
HAIAUA ==& 2HOIZAEY 20212 S. Cho and FEoDIE0=E OYst HEE2RAS Solf AU
Koh(2008)2t Ko and Mok(2001)2F  HMIAIS NEet  ME=2 FYstte Z2UE =
LIS LIS ZOISHCHE. Park, 2005). S=70HUM= ™
RelzEA ZIUE EUZ NMZEHE XI0IE XtOIDJF LIEFLEXI LRUCH Ml HE 2F &2lH
Table 4. Differences of Classified Groups in Lifestyles
Innovative group ) Clothing Passive group
Factor (h=121) involvement group (=71) F
(n=100)
Rational purchase 3.64A 3.59A 3.268B 7.78%%*
Personal relationship 3.50A 3.44A 3.168B 5.31*x
Personality pursuit 3.40A 3.39A 2.73B 23.82%%x
Impulsive purchase 3.15 3.1 2.94 2.28
Brand pursuit 3.38A 2.718 2.74B 22.75%%%

**p < 0.01. *x**p < 0.001.
Duncan’s multiple range test : A>B>C
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15.75%%%

E

Passive Group
(n=71)
2.91B
2.838
2.778

HEFEE At

=
=)

2L
SHSOILE
3.41A
3.32A
2.84B

(n=100)

Clothing
involvement Group

Innovative
Group
(n=121)
3.60A
3.48A
3.34A

P A>B>C

Intention to Use
Factor

Pursuit of Information
Intention to use

Table 5. Differences of Classified Groups in Benefit of Fashion Information Application Pursued and
Pursuit of enjoyment

2280 M2AZIAI! H20ICH
*xxxp < 0.001.
Duncan’s multiple range test
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Table 6. A Summary of Research Findings

HEl® /[ JIEHAAT ARBOTH [E AHE S48 24
FOHE otHANE BiE MBS0 st 2AEZDt
=1, IHEMES Sl Hd2 =F6H ASIE0]
=2 ACOoR AZ|HYE(early adopten® AES
= &= AL

oFANEHE A== OHE =2U
SADDDI0 CHEE ZAMFEIE AZE YH
FAROHI 21, IHEY ALZBES UL 250
CHet 2401 =D M0 WEEE 40| H3ot=
AE 2 GBI e s 2EEQ BtH, Al
OHE2IAI0IE ALZ0= SHAHSB0 e FHASL=2
AQIEEOIL & AIZ0 REFQ ez ZQoI0
clOIZ  AEUUA  SAESHN  HIH B8e=
FHALE0l @A LES=0, ol £ SdE0

EIEUE ME2 XS

. Clothing involvement )
Innovative group Passive group
group
Tech innovativeness High Low Low
Clothing involvement Medium High Low
Demog’a"h’cf\ . 30's 10's & 20's
Monthl gincome Over 2 million won Under 1 million won Over 2 million won
y . College graduate & Up to high school & College graduate
Education
Graduate school In college
App usage status
Number of paid apps 1-2 & over 3 None over 3
Expected price of an app 1,000-3,000 won Under 1,000 won Over 3,000 won
Use of fashion app Yes No No
Lifestyles
Rational purchase High High Low
Personal relationship High High Low
Personality pursuit High High Low
Brand pursuit High Low Low
Benefit of fashion
information app pursued
Pursuit of Information High High Low
Pursuit of enjoyment High High Low
Intention to use High Low Low
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