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Outdoor wear market segmentation based on consumer knowledge and
consumer demand for product development
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Abstract

The purposes of this study were to segment outdoor wear market based on consumer knowledge and consumer
demand for function/design development, and to examine the differences of demographic characteristics and purchase
behavior among the segmented markets. Data were collected using a questionnaire survey. Respondents were adults
aged over 20 and who have experiences of purchasing outdoor wear. The survey was made up of the questions on
consumer knowledge to outdoor wear, consumer demand for product development, purchase behavior, and demographic
characteristics. Frequency analysis, descriptive analysis and chi-squared test were used to conduct the data analysis
on 454 questionnaires. The results of this study were as follows. It showed that the consumer knowledge was a little
high and the consumer demands for function/design development were high. Six segmented markets based on consumer
knowledge and consumer demand for function development were significantly different in terms of gender, income,
purchase frequency and total item holdings. Also, six segmented markets based on consumer knowledge and consumer
demand for design development were significantly different in terms of age, income, purchase frequency, purchase
objective, purchase place and total item holdings. Compared to the segmented markets based on the consumer demands
for product development, the gender was the key of the marketing strategies for the segmented markets by the consumer
demand for function development while the age was the one in the markets by the consumer demand for design
development. After considering all the results, the characteristics of the segmented markets were made out and the
marketing strategies were established.
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Gender Female 850z Marals@ws e 161(35.5)
20’s 109(24.0) High school graduate or less 78(17.2)
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(Table 2) Means and standard deviations of consumer knowledge and consumer demand for function/design development

Variable Question (Mean) Mean+SD"
I am interested in outdoor wear. (4.98)
I am more likely to know about outdoor wear than any others. 4.25
Consumer y y (4.25) 4.48+1.064
knowledge I am more likely to use outdoor wear
(4.22)
than any others.
& -
Consumer demand for function It is necessary for the outdoor wear to be developed in terms of function. 4.99+1.175
development
Consumer demand for design . . .
It is necessary for the outdoor wear to be developed in terms of design. 4.99+1.113
development

" . Standard Deviation
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Low knowledge

High knowledge

Total
Low Medium  High Low  Medium  High ofa x
CDF 1y CDF CDF CDF  CDF CDF
a7 4 23 17 35 67 226
Male 9.3) 9.3) G.1) (3.7) 1.7 (14.8) (49.8)
58 498 184 18.9 29.9 56.3 226.0
64 58 14 21 25 46 228
Gender Female (14.1)  (12.8) 3.1) (4.6) (.5) (10.1) (502) 15.207%*
532 50.2 18.6 19.1 30.1 56.7 228.0
106" 100 37 38 60 113 454
Total (2330  (22.0) 8.1) (8.4) (13.2) (24.9) (100.0)
106.0 100.0 37.0 38.0 60.0 113.0 454.0
15 11 3 0 3 7 39
X>2million (3.3) (2.4) 0.7) (0.0) 0.7) (1.5) (8.6)
9.1 8.6 32 33 52 9.7 39.0
14 15 10 9 5 9 62
2<X<2.9million ~ (3.1) (3.3) 2.2) 2.0 (1.1) 2.0) (13.7)
14.5 13.7 5.1 52 8.2 15.4 62.0
10 23 9 5 8 19 74
3<X<3.9million  (2.2) G.1) (2.0) (1.1) (1.8) (4.2) (16.3)
173 16.3 6.0 6.2 9.8 184 74.0
28 17 5 1 14 20 95
Monthly 4<X<4.99million  (6.2) (3.7) (1.1) 2.4) 3.1) (4.4) (20.9)
household 22.2 20.9 7.7 8.0 12.6 23.6 95.0
. 59.338%*
income 24 15 4 4 11 25 83
(Won) 5<X<5.99million  (5.3) (3.3) (0.9) (0.9) 2.4) (5.5) (18.3)
19.4 183 6.8 6.9 11.0 20.7 83.0
6 7 0 6 3 10 2
6<X<6.99million  (1.3) (1.5) (0.0) (1.3) 0.7) 2.2) (7.0)
75 7.0 26 27 42 8.0 32.0
9 12 6 3 16 23 69
Tmillion <X (2.0) (2.6) (1.3) 0.7) 3.5) G.1) (15.2)
16.1 152 5.6 5.8 0.1 17.2 69.0
106" 100 37 38 60 113 454
Total (2330 (22.0) 8.1) (8.4) (13.2) (24.9) (100.0)
106.0 100.0 37.0 38.0 60.0 113.0 454.0
**p<.01

1) CDF : Consumer demand for function development

a: observed frequencies,

b: percentage,

c: expected frequencies
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QT Feke] AQol= 4002HAth7), S 715N 9
ek 300%kIth7E a7)5 g7t e ek 200 R
ti7h wok=dl vl oL A2 koM A 7l
LT 400RHIT7E 5 7S e a7 7000k
7k, 3L 715 o Feke 50052 7005HI T}
=2 74 HES UEth & F Yol e Aol
obg-mofo] thghk A|2le] YRR B 7154 N 87 =
we Z0 8 vepith Qe AIRH 54 T A, A€
Fof gt nl-fofZel atolg YR

T B, FulEE, P, B S ldEs
AR A3, ol Aol el HA2 Hek Tkl 2polE
YeRN A eteh. e 7l Slpet B Al e
o]l Apol7t Q= Ao LpERHTHTable 4). w4] uj
35 W A= 1, 1237} Al 47.1%= 7P
okl 3-43]7} 35.5%, 5-63]7} 11.5%, 73] o)) 5.9%
ol Aog vk, Hek ¥ xpol2 B A 22 Hot
ME 7157 A Q7 JAgle] BT 1287} 71 =

2

(Table 4)
development in purchasing behavior,

2 778 HES vERd of wisl, o A2 Hekel Ft 1
715 @7 FdkolME 34371 e A vleS U
ERY] 2|2le] a1 715 T 8 B Y UFE T
s Wol 3k A& & & Uk ole oFAIE ddel
BErE T AAgEe] S7FeHIthe Hwang(2009)
o] el ddo] e AR Az

HE )5S B AAzos 2 o ol olZ 6-1071
E 717 ZnlARs AAle] 40.7%0)3 57 olakr} 35.7%,
11-15707} 15.4%%21 167] o] 8.1%2] Zoz 1t
et o2 Fok Wa vlmabd 00155004 el Fel
Zpol& vehflo] A A2 HebolM= A 7ledaT A
I 5 71s7d 87 Adelx S elsirt 7P wgker
7] felxs 27 6-10715 B3k 2Rt 7P W
Utk 53] 3L A2 1 715 87 ekl AS- 1671 o
S B3 2HRRE AA19] 4 %t HIArk o]F S8 B
Me7h AL 2RSS AR oA Tsddl gt
277F A& Holar B /g7t B Rl 2429

Six group differences based on consumer knowledge and consumer demand for function

Low knowledge

High knowledge

Low Medium High Low Medium High Total X
CDFy CDF CDF CDF  CDF CDF
70 55 17 17 2 33 214
12 (15.4) (12.1) 3.7 3.7 (4.8) (7.3) @7.1)
50.0° 47.1 174 17.9 283 533 214.0
26 33 14 15 25 48 161
34 (5.7) (7.3) 3.1 (33) (5.5 (10.6) (35.5)
37.6 355 13.1 13.5 213 40.1 161.0
Purchase 5 8 4 5 10 20 52
frequency  5-6 (L.1) (1.8) (0.9) (L1 (2.2) 4.4 (11.5) 41,193%%+
(No/ year) 12.1 115 42 44 6.9 12.9 52.0
5 4 2 1 3 12 27
7 or more (L.1) (0.9) 0.4) 02) 0.7 (2.6) (5.9)
6.3 59 22 23 36 6.7 27.0
106~ 100 37 38 60 113 454
Total (23.3) (22.0) 8.1 (84) (13.2) (24.9) (100.0)
106.0 100.0 37.0 38.0 60.0 113.0 454.0
64° 46 12 11 11 18 162
X<5 (141" (10.1) (2.6) (2.4) (2.4) (4.0) (35.7)
37.8° 357 13.2 13.6 214 403 162.0
26 43 19 15 28 54 185
6<X<10 (5.7 9.5) 4.2) (33) 6.2) (11.9) (40.7)
432 40.7 15.1 15.5 244 46.0 185.0
‘ 13 7 5 9 13 23 70
E‘)fgiln“em 11<X<15 2.9) (1.5) (L.1) (2.0) 2.9) 5.1) (15.4) 76.872%%%
0ldIngs 16.3 154 57 59 93 17.4 70.0
3 4 1 3 8 18 37
16 or more 0.7) (0.9) 0.2) 0.7) (1.8) (4.0) 8.1
8.6 8.1 3.0 3.1 49 92 37.0
106° 100 37 38 60 113 454
Total (23.3) (22.0) 8.1 (84) (13.2) (24.9) (100.0)
106.0 100.0 37.0 38.0 60.0 113.0 454.0
#HEp< 001

1) CDF : Consumer demand for function development

a: observed frequencies,

b: percentage,

c: expected frequencies
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2) ZRlAF A2 HAR] A gl whE APARES)
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5% A Aeow e, ok agtb o] S Awe
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(Table 5)
in demographic characteristics

Z Ao 36.8%, 1L J 31.5%E A Feto] #o] H]
5% o R BREACH

A 7]zl w}% AEshE APER QITEAE &
A 2pol7} gl=AlE A H K Table 5). AAHoz &
o) A2 e} vl A @A T ke HES b
1!

SR 3 22 A releTe] Hlgo] 9%E 71 A
I, A A 3 PRRIATI 10.6%, 3 AXF tARle

T7F 16.5%, A A2 5 HARIaT 20.0%, L A2 1L
TIARRIAT 20.9%, A A2 At} 22.9%21 A

o= 1/].1;}141;} o]f'—_

o] TRl T Fx e ¥

ool i

T AN A A4 o st
EEEEE:

Six group differences based on consumer knowledge and consumer demand for design development

Low knowledge

High knowledge

Low Medium High Low Medium High Total X
CDD 1 CDD CDD CDD CDD CDD
19° . 33 14 9 11 23 109
20’s 42) (7.3) (3.1 2.0 24 (CR))] (24.0)
25.0° 21.8 11.5 9.8 18.0 22.8 109.0
25 24 15 6 15 20 105
30%s (5.5) (5.3) (3.3) (1.3) (3.3) 44 (23.1)
24.1 21.0 11.1 9.5 17.3 22.0 105.0
Ace 33 15 10 16 17 24 115
(Ygears) 40’s (7.3) (3.3) 22) 3.5) 3.7 (53) (25.3) 31.585%*
26.3 23.1 12.2 10.4 19.0 24.1 115.0
27 19 9 10 32 28 125
50’s (5.9 4.2) (2.0 2.2) (7.0) 6.2) (27.5)
28.6 25.1 13.2 11.3 20.6 26.2 125.0
104° 91 48 41 75 95 454
Total (22. 9) (20.0) (10.6) 9.0) (16.5) (20.9) (100.0)
104.0° 91.0 8.0 41.0 75.0 95.0 454.0
11 14 4 2 2 39
X>2million 24) 3. 0.9) 0.4) 0.4) (1 3) (8.6)
8.9 7.8 4.1 3.5 6.4 82 39.0
10 19 10 6 13 4 62
2<X<2.99million ~ (2.2) 4.2) 2.2 (1.3) 29 0.9 (13.7)
14.2 124 6.6 5.6 10.2 13.0 62.0
16 15 11 6 10 16 74
3<X<3.99million  (3.5) 3.3) 24 (1.3) 22 3.5) (16.3)
17.0 14.8 7.8 6.7 12.2 15.5 74.0
29 16 5 13 18 14 95
Monthly 4<X<4.99million  (6.4) (3.5) (1.1 29 (4.0) 3.1 (20.9)
household 21.8 19.0 10.0 8.6 15.7 19.9 95.0
: 57.413%*
ncome 22 14 7 4 12 24 83
(Won) 5<X<5.99million  (4.8) 3.1 (L1.5) 0.9 (2.6) (53) (18.3)
19.0 16.6 8.8 7.5 13.7 174 83.0
8 4 1 5 6 8 32
6<X<6.99million  (1.8) 0.9 0.2) (L. (1.3) (1.8) (7.0)
7.3 64 34 29 53 6.7 32.0
8 9 10 5 14 23 69
Tmillion <X (1.8) (2.0 2.2 (LD 3.1 3.1 (15.2)
15.8 13.8 7.3 6.2 114 144 69.0
104° 91 43 41 75 95 454
Total (229 (20.0) (10.6) 9.0) (16.5) (20.9) (100.0)
104.0° 91.0 43.0 41.0 75.0 95.0 454.0
**p<.01

1) CDD : Consumer demand for design development

a: observed frequencies, b: percentage,

A

N

c: expected frequencies
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(Table 6) Six group differences based on consumer knowledge and consumer demand for design development in

purchase behavior,

Low knowledge

High knowledge

Variable Low Medium High Low Medium High Total X
CDD CDD CDD CDD CDD CDD
62° 56 24 18 21 33 214
1-2 (13.7)°  (12.3) (5.3) (4.0) (4.6) (7.3) 47.1)
49.0° 42.9 226 19.3 354 44.8 214.0
30 29 14 14 31 43 161
3-4 (6.6) 6.4) (3.1 (3.1 (6.8) 9.5) (35.5)
Purchase 26.9 32.3 51;7'0 ;4.5 %g.é ?37 égl.o
(f;?q“encyr 5-6 (1.1) (0.9) (1.8) (1.1) (3.7) (2.9) (11.5) 43.854% %
yean 11.9 104 5.5 47 8.6 10.9 52.0
7 2 4 6 6 27
7 or more (1.5) (0 4) 0.4) (0.9) (1.3) (1.3) (5.9)
6.2 5.4 2.9 2.4 4.5 5.6 27.0
104" 91 48 41 75 95 454
Total (22.9) (20.0) (10.6) 9.0 (16.5) (20.9) (100.0)
104.0 91.0 48.0 41.0 75.0 95.0 454.0
24 16 16 12 17 22 107
Only for Outdoor (5.3) (3.5) (3.5) (2.6) (3.7) (4.8) (23.6)
24.5 21.4 1.3 9.7 17.7 22.4 107.0
Purchase | Lor, outdoor & (7105.4) ?144.1) (256.7) (255.5) ?152.1) 2136.1) ?6183.9)
v yw 71.7 62.7 33.1 28.3 51.7 65.5 313.0 20.389%
Objective Only for Ordinary 1202 1214 6 3 409 30 OOO 34
oo @2) 4 (1.3) 0.9) 0.7) 0.0) (7.5)
7.8 3.6 3.1 5.6 7.1 34.0
1047 91 438 41 75 95 454
Total (22.9)°  (20.0) (10.6) 9.0 (16.5) (20.9) (100 0)
104.0 91.0 48.0 41.0 75.0 95.0 454.0
11 17 7 10 11 13 69
Department store 2.4) 3.7 (1.5) 2.2) 2.4) 2.9) (15.2)
15.8 13.8 7.3 6.2 114 14.4 69.0
16 15 6 1 18 14 70
Retail outlet (3.5) (3.3) (1.3) 0.2) (4.0 (3.1) (15.4)
16.0 14.0 7.4 6.3 11.6 14.6 70.0
21 19 3 5 15 18 86
Discount store (4.6) (4.2) (1.8) 1.1 (3.3) (4.0) (18.9)
19.7 7.2 9.1 7.8 14.2 18.0 86.0
Purchase 26 12 9 16 15 32 110 .
Dians Permanent outlet (5.7) (2.6) (2.0) (3.5) (3.3) (7.0) (24.2) 37.941
25.2 22.0 11.6 9.9 18.2 23.0 110.0
. 28 24 15 8 13 18 106
gl;eumet shopping (6.2) (5.3) (3.3) (1.8) (2.9) (4.0) (23.3)
24 3 21.2 1.2 9.6 17.5 222 106.0
TV Home shopping, (o 4) ?0.9) (30‘7) (10‘2) 50‘7) ?0.0) (123‘9)
3.0 2.6 1.4 1.2 2.1 2.7 13.0
1047 91 48 41 75 95 454
Total (22.9)°  (20.0) (10.6) 9.0 (16.5) (20.9) (100.0)
104.0 91.0 48.0 41.0 75.0 95.0 454.0
51° 49 22 3 10 22 162
X<5 (112)°  (108) 4.8 (1.8) (2.2) (4.8) (35.7)
37.1 325 17.1 14.6 26.8 33.9 162.0
34 35 19 18 37 42 185
6<X<10 (7.5) (1.7 (4.2) (4.0 (8.1) 9.3) (40.7)
42.4 37.1 19.6 16.7 30.6 38.7 185.0
Total 13 5 7 9 18 18 70
item_ 11<X<15 (2.9) 1.1 (1.5) (2.0 (4.0 (4.0 (15.4) 64.846%**
holdings 16.0 14.0 7.4 6.3 11.6 14.6 70.0
6 2 0 6 10 13 37
16 or more (1.3) (0.4) (0.0) (1.3) (2.2) (2.9) 8.1)
8.5 7.4 3.9 3.3 6.1 7.1 37.0
104 Ol 48 41 75 95 454
Total (22.9) (20.0) (10.6) (9.0) (16.5) (20.9) (100.0)
104.0 91.0 48.0 41.0 75.0 95.0 454.0
*p<.05  **p<01  ***p<.001

a: observed frequencies,

b: percentage,

c: expected frequencies
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