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Abstract

This study reveals the components of college women’s shopping orientations and
compares the attributes of shoes accordingly. This study attempts to investigate the
needs of consumers in the target market of young women by comparing the impor-
tance of shoe attributes with their shopping orientations and to provide basic data for
efficient marketing strategies which could increase sales. Data was collected using a
questionnaire survey. Of a total of 330 questionnaires, 319 were used for statistical
analysis. The survey was carried out from July to August 2016. The 17 shopping
orientation-related questions and 13 questions about shoe purchase attributes were
measured using a five-point Likert Scale. SPSS 23 was used to carry out: descriptives,
factor analysis, reliability analysis, cluster analysis, ANOVA, and Duncan’s test.
Shopping orientations were divided between brand orientation, pleasure orientation,
trend orientation and utilitarian orientation. Shoe attributes were categorized into
ostentation value, product value, economic value and aesthetic value. College women
were divided into the following groups: active shopping, passive shopping, rational
shopping and conforming shopping. According to the comparison of the importance
of shoe attributes by consumer type among college women, a significant difference
by group was found in ostentation value and aesthetic value only. Furthermore, the
average scores on the importance of product value and economic value were very
high without significant differences between groups. The study results would be
available as basic data to help improving the visual image of shoes and product
quality for brands targeting young women in the fashion industry.
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Il. Theoretical Background

1. Concept of shopping orientation and prelimi-
nary studies
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2. Concept of shoe attribute and preliminary
studies
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. Research Methods and Procedures

1. Research problems
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2. Research subjects and data collection
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<Table 1> Demographic characteristics N=319 Z}28.6%)7} 71 ko, the-0 & XA E(21.9%),
QAR AE (17.9%) 7 38 A E(17.2%)°] BTt H]
2 Vet ¥8d 852 40~605H 1|TH29.5%)
o] 714 wrerom, 60~809 WWH25.7%), 20~405

Items n(%)

Humanities & social sciences | 57(17.9)

Natural science 70(21.9) S| U]‘ﬂ’(lS.S%) &AZ YJehgtt 850 AFE 85
Major Art & physical education 91(28.6) AH)(32.3%)7F 7P ZokoH, th2 o2 mjAd FH]
Engineering 46(14.4) (26.6%), Z3H]8(19.6%), ALEH|(11.0%) A At
| Algk S22 AT 1= A 0,
Business & management 55(17.2) AW AT AR 1do] 3-491(35.7%)
SRS ST e 1mGas) ik 4971 Relglen
{ , . i N
o e CD 1ol 78] o(1.6%) A2 Pulss 3L A
e M0 soss)  Ql9leh B Aol Sunw 1def 10-
’ 2009 MIRk35.4%)0] Bl A3 AT M
KRW 400.000<less than | 9,595 mroron, 1yio] 505k o4(4.1%)9] FoS Aluky
Monthly KRW 600,000 1] ALSSle AHIAE SISk Table 1
" of= able 1).
allowance | KRW 600,000~less than $2025.7) © - AT )
KRW 800,000 ’

KRW 800,000~Less than i 3. Measuring |n_strum<?nB and (_iata analysils methods

KRW 1,000,000 (14.7) HEZANE 9% 232 7 F5E AgAolA
ARG £ HIEoE AR B4 9HA
3 % meelol A7 £B4F) Bet BF

KRW 1 million or more 26( 8.2)

Study expenses 17( 5.3)
2 Kim and Chung(2015), Kim and Kim(2009), Kim
Usage Cultural expenses 63(19.7) and Rhee(1994), Lee and Yo0o0(2010), Park and Kim
of the Transportation expenses 35(11.0) (2016) 59 APYATFE sl & 1780 =, At
arllll(())‘r’lvg‘ﬂze Meals 103(32.3) 290 I3t F3F2 Jang et al.(2009), Ju and Chung
Fashion items 85(26.6) (2014), Na and Suh(2008), Shin and Y00(2004) 59
—— (5o IBATE AN F 1EFOR TR 37
T3 54 Likert AE R sl 0o AQAS; oy &
Average Olftwy ]f?z;‘; BOAE S THA bl 19, ke Igero]
annual : 53, ASA g7 2ol s Sa5HA gtk
frequency 3~4 times 114(35.7) o 14, ‘v &3}l o] 587 Fol &A5}Yr].
:jrs}}ll::e 5-6 times 20( 63) Zgo] B2 SPSS 23 EAILR 1S AR5
7 times or more 5( 1.6) o 7]€5 7 (descriptives), Q2154 (factor analysis),

A& L E A (reliability analysis), w354 (cluster analy-

Less than KRW 100,000 52(16.3) . .
sis), HAHEA(ANOVA) 2 Duncan’s testS A5

KRW 100,000~Iess than

KRW 200,000 113G354) =

Average KRW 200,000~less than

annual KRW 300,000 87(273) : ;

amount ’ IV. Results and Discussion

o | KIS b

purchase ’ 1. Shopping orientation components
KRWK;;OWO,O;)(())(;]OES(S) than 20( 63) £73/4%F H7HERO| dief A= g B35 i

’ AlZ| = A4 Cronbach’s alpha Zko| 852 UElL} o tj

KRW 300.000 or more | 3(4D o) £94% 34 29 WALl &2 27
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<Table 2> Shopping orientation components

o
o

21

&l gt &334
|7+E H7tols BZOo=2
‘J=lo] AgFFA%golt FHstlon, AA WHF
% 1039%7F A= et whEba] 200 oAy A
Aol AW BTG, A=A S
PEFAAY, AT F 47 ot 8RloE BF

ATHTable 2). o]t A= gl Q] AIAE

Elements & assessment Weighed | Unique Con.tri- Accur.nule?ted Reliability
value | value | bution | contribution (@)
Element 1. Brand orientation
- I tend to choose a branded product if possible. 79
- A branded product is trustworthy in all aspects. 78
- I believe brand is important. .68 324 | 19.04 19.04 .82
- I prefer imported product to domestic product. .67
- Putting on a branded product makes me confident. .64
- I verify the brand or trademark before buying a product. .60
Element 2. Pleasure orientation
- Shopping is fun and exciting. .86
- Shopping is a good way to spend my leisure time. .86 3.00 | 17.65 36.70 .87
- Shopping is good for a change. .86
- I like looking around the store even after finishing my shopping.| .74
Element 3. Trend orientation
- I tend to buy a best-selling product. .84
- I prefer a product in advertisements. 77 2.78 | 16.33 53.03 .83
- 1 prefer the color in vogue. 73
- I prefer a popular product. 73
Element 4. Utilitarian orientation
- 1 buy a product after carefully checking the price and design.| .79
1.77 | 10.39 63.42 .63
- I plan in advance before going shopping. 77
- I spend a lot of time in researching information. .66
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2. Shoe attribute components
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bach’s alpha g2 772 YERY 200 o)Ay AH|R};
o] Ak 24E3Re YA AWAo] = B3O
2 FAENSE & F 9low 98N Avk= (T
ble 3)3 Zth. A&/ IL[A7F 3.07914 1.577/}
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EAbo] tigt A2 73.95%%0 ACFE UEFHTE

90l 12 Al BEo] 54, oju|x], 23 % 4
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<Table 3> Shoe attribute components
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o 29 2& AEY W4, F4, 714, Akl
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2 ARl et B7F £Fog FAE o] wH7EA

grgstglon, AL 12.09%3Th waka] Al
9] &4 BJAAZHA, AFE7HA, BAAZHA, v A7t

9] 47) 319 Q9o ® EEE|QtH(Table 3). o=
2o GRABSNES FUSY, SAEAY, A
EZZ2AMo g BE35E Hong and Na(2007)9] A+ 23}

FAFSIH, Park and Ku(2008)9] A-tollAl dfehg
o YRAELHA T B AvHSHT g
qsgoR B A3 fAR Aaok EEEsc
i E 5 Stk

Elements & assessment Weighed | Unique Cor{tri- Accur.nulgted Reliability
value | value | bution | contribution (@)
Element 1. Ostentation value
- Shoes should reveal brand features. .90
- Shoes should reveal brand images. .89 3.07 | 23.60 23.60 .90
- Brand emblem or trademark should be easily noticeable in shoes.| .84
- Shoes should have good brand awareness. .80
Element 2. Product value
- Shoes should be durable. .89
- The quality of shoes should be high. .86 294 | 22.58 46.18 .87
- Shoes should be functional. .85
- Shoes should have good wearing comfort. .76
Element 3. Economic value
- Shoes should have decent price and quality. .83
2.04 | 15.69 61.87 5
- If expensive, the quality should be good as well. 78
- High-price shoes should be trustworthy. a7
Element 4. Aesthetic value
- Shoes should have unique design. .89 1.57 12.09 73.95 73
- Shoes should have refined and luxury design. .84
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3. Classification of consumer types by shopping
orientation

oA £HAE £PF wet 273 919
K-means L EA35 A3} 47]0] ko g HEg9)

CERE A 2t Aols AT EY] 8 EAREA
SFP o™ ALZZHZOF Duncan’s tests AAISH At
(Table 4)8} Z+o] 4719] S A A3F 1§73 219
w2t p<.00100A4 9]t zfo]7t QAT

A 12 BASFTHF, HYETAE, FAFT
o] 4T B 71 2L ARORA, AT 27 A
FFzolt dAlEe ohet BACS R A
Hog TSk 2uAqgolet B 4 ek ol
S99 2EAE £uo] A9 Aol glo] Ed
tololgolut BACIIAET e A A B
o £ 548 LAOEH, WEEA B WG
o2 g71Ee] 434 adgtoldt WS Ag

AT F 7 B2 AP 2A, &3 A] fAPo B
HEQIAZ=E kA Al 7H4olu ARl 5o
e HHE W] e, &3 e £330 7
Fol e FFol & & Qo] A5 ag ol
gEstAT. A 32 ST HAFT4F
ol 4t T 7M w2 AT =AM, AT &3 A B
e AR, 7H, HARl, 48 52 ASsH Bl
Sto] ZAelA ARt AlF izt olFol s &

A2 5o 4qo] it REEA S ES A
$8013 B % Qo] FAaBATol B
o A% 4k BREZTHYL AGETHFS BE

o
o

23

ol et FARTHTS BE olsi
BE 4WAF QA BE ALY A5E Hol:
oz, A 7o) Wado] g v s

—T—

R, 484 52 AT neistel AES TS
Aurel £YHFS POk B 4 glo] FRAL
5tolet Y akolTi(Table 4). w2 ofeg 40
A AFA2RYE, 2F45YT, GelH YA
o RALYAGe 4gToE fystu gl

4. Comparison of the importance of shoe attri-
butes by consumer type

AHAREE A AFEA0] it FREE H
wst7] s FAHREASH o, AAFHSOE Dun-
can’s testS AA|SF A¥= (Table 5)9F Zo] el
o} Aol gt SR EE HlwE A BHAH
7HA &3 m1A7EA] &80l ARt p<.0019A e
ROt Zpol7k A eH, AEF7HA £443 AAA
7H] &0l AE Rt o)t yehA] oF
Atk

AR HAIH7EA] S35} 1| F 7]
Zpolg AWE An AA, ASHLPHAG>
7HA &3 mANMA] £48 7 F85H
Hh, &5 4B A2 JAHZEA £45 1F 7
&40 tigt =7t 7P W A0 E YEth
183 P HagHdG Y FRALFHES B A
7HA &3 mAZMA] &/ His) HH =] He
HaL, At Zpol= YERHA] FQkTH(Table 5).

A4 £ T 234 £ o] 327}

£49]
ERE
A7

O Ho
fr H

<Table 4> Classification of consumer types by shopping orientation M(S.D)
Consumer|  Group 1. Group 2. Group 3. Group 4.
type Active Passive Rational Conforming Total F

Shopping shopping shopping shopping shopping (N=319)

orientation group(n=62) group(n=76) group(n=89) group(n=92)

Brand orientation 3.74(.52)" 2.17(.58)¢ 2.79(.62)° 3.06(.59)° 2.90(.78) 85.24™
Pleasure orientation 4.22(.52)° 3.13(.92)° 4.08(.50) 2.58(.61)° 3.45(95) | 11587

Trend orientation 3.46(.53) 1.78(.53)° 2.61(.61)° 2.54(.55)° 2.56(.78) | 101.98""
Utilitarian orientation 3.32(.64) 2.61(.66) 4.03(.50)" 3.38(.65) 3.37(.80) 72.82""

ok

* p<.001

The groups showing a significant difference (p<.05) in accordance with Duncan's test are presented using the alphabet

(a>b>c>d)
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24 o] g g e A

29} u] A7)0l Hal AR APkE 71 & 7HA1aL 9k
= 2_ H&]o]— = ‘/{1 ‘1] 5\_‘?_—,LZ'1] ‘% ﬂg
sFa AlMF 319] A] T T}A] ‘/J'\—H-"} AE7HA &
e =g 0}71] AT E 5 Q) wEhA Al

BHEOA = HARD Al 48] £33 1L
stol 2w|ARRo] uleh AEsE TS A
oF RTHe AS @ 4 glom, HASE 4] e
cloRt A9l 2 G, B4, Ho1 S0l 8 A
F9 FU7t BAY A0 AmE old Az
Sy Awaele] ags g Anael HelA
A A1Z72H(Cho, 2013)91418} o] 9] ol A]
A A AL A5 AT fagel e A%l
A7 B Qol, Al AR Ee WUAS 7
StHA SA7HE AFohs BHE Ao a4
o 7xw Ao AL & ot w229 F
Wy AlgEAMY] 53K(Kim, Kim, Lee, Lee, & Bae, 2016)
NAjst o] 712 AR A 15H AT Ak
22Y BT 225 ghoy, FTols HAaAd H
o] Al B =V} Wol SASHAL itk ZoEE
SEE 4 olT 2enE AuePo] vt 4
AFESHGol ditt 85 B7IRE 2 A79 2o
A BA=AN AEIE GHAS AT A2 Az
= &89 4 US Aojrh
SA, ABA S4% AAAAA $49) ol
R AR DA oJo] Qs Hol
= Ao, AFTHA] £/ A9 3.98~4.12, FAA
7]—7(] 2490] 79 387-4.040 BEZ PFH%7} o
7] LhehLK(Table 5. EF2 Atekah 2pashel s 4
AR S FATE 4ors] Aol A

l° N

2HY Fa% vl B RsielT

S, thEE 200 of i 2E|RHE AulAgRT A
zglo] A1e) TR B A7 Brks A%}
A AAAANE § ol Ttk & 4 ck
whehA] A1) A9, TRl AL ABIL A
AANE Fat adey Gash] o] Ao
8 xjo|7h UehtR] giokd Aoz B 4 A, 9%
of uls) Al HArelut s Aolt Aokzo] &
a8 AEo)] WEol, AEAAG AL B
FASTH BAAZAG w1 A7 0] BREsRe o
A Ukt Zolet A4 4 Atk ol A15Ae
Azake 484 EASI SusAwEA o Ay
BREON A5 WS Aok AR Av
U AEL wol ARolT gov, YEEFZ BAC
5L 54T PAUAE A ABoR AUAS
o Agstw glu}L 279 LA(AMn, 2016)2E 3
=13

V. Conclusion

AT 20e] oleAy AniRe] £ S 2
B3 &A% et A0S 995 & F Yo
144 Bol] e FRES HTT AT
aokshe ohet Pk,
A, ofejale] £ AMLEA Bk ol
ERETEREEEA Arw—aok—g BHEZTAY, et
274%, SUETHT, AEETHY 400008,
A FAHIA, ABA, AR, )4
739 489102 FEE

A, olthge gAYl wet FARAT A3,

rulm R

<Table 5> Importance of shoe attributes by consumer type M(S.D)
Consumer Active Passive Rational Conforming
. . . . Total
Shoe type shopping shopping shopping shopping (N=319) F
attribute group(n=62) group(n=76) group(n=89) group(n=92)
Ostentation value 3.60(.78)" 2.11(.78)° 2.89(.76)° 2.92(.76)° 2.85(.91) | 43.55™
Product value 3.98(.59) 4.12(.64) 4.08(.54) 4.11(.63) 4.08(.60) 73
Economic value 4.04(.76) 3.87(.83) 4.01(.65) 3.95(.75) 3.97(.74) 72
Aesthetic value 3.58(.92)" 2.75(.87)° 3.22(.85)° 2.95(.78)" 3.10(.90) | 12.417

ok

p<.001

The groups showing a significant difference (p<.05) in accordance with Duncan's test are presented using the alphabet

(a>b>c)
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EAHOE R 479 WHoR G o,
7 Qo] B4 ket Wtk 12 AFALYAG, 4
o2t AFHAPAY, I 32 FYHLP Y, A
4 SRALPYLOD S BARA 3
o Aehd Aolg AE AT, AIHLYARL 4
A9 F BASFIHY, HLETHE KU
Fol Y 1, AGETHFo] Ak AT v,
AFHLPIES BACSFTHF, SAFTHT, 4
ST 1 e Wetol ek, FelH AP D
€ 4UT 3 ABRTYYR AXRTHY! T ¢
I RBETAES W olstel Weo|d, F24
£YPDGS BE 2T 899 W47t B A=
2 QurEl £WAFS mal Feolglth

A, £HALFE AT AESH] Y FRE
g @3 Av A K G4 v1E7 4o
Ak ged IRt Aolsk gieh A A4 Y
o Wek B A A A A AT 43 v
74 &40l et FREA A O Akl wh,
AFH&PYELS 7Pg B2 Aooldnk. AFA
43 BARN S4 FLEANAE Fehd ol
£ e gsron B A S dehieh
ot AlS] A%, ofthy AuAT} hRE AEIA
U AAHANE FRT 84ty Y245 o]
Qg Aol7t Uehix] ok 208 2 4 U
A AT S ool ul5) HAlsicte s
ot Aeto] FaE7t o £ ABUE AAE

o JEog o) Al iﬂl EdES mors) &
q HAWAE 271 200 LHASE AT
= 7H3EI7E F3L AEA oA B e 7t
A AE Aesta, AF7H] £43 3R 7]
A TR Aot glonz, Al

= 7I%57g0] Aot ekt ARES; B
9 78& A7l Aol Al BES S7H
= Sl WA el €
FALPHE2 A £

A7 $4& S8 ALHIER, ©

=

ok
b
=

o
o

25

o] mItH<l upAFA Hicto] d 4 gltt
EbA & A9 dite EAES AEshe Al
BHEO]A FAH7RA| o v H7HA & 5k e

=]

AB|AE £83517] 95 BHlE 231} oju]X
NzZtHog RZAZAoZH el a4v) 7ehE

o=

1

AES /19T WS tehith B3 SHUFE
e gEoR BAH] REG thepy A4S
vel BA0E S B Azl PEE AR AL
BRSO BN AAATNE FAle 27
S rie] 2042 95 HAL AFsAE A
Asln B A% HAAS ST )
2ol £ F 4 e A0 WA oG £
A7) At Fe o4 BloR SHe A 7|9
oM BAEY AZH ol Est Frf, vl A
ok, 4] 7)%54o] 24g

g 2zt g AE
£719) 9 xpastE oARAL
9718 7

ARA77] 15t A
o 288 % 4 Uk 72ARE B8
.

2 A7 A e—< 4 A7 98 A
e gk 3, £ AL 200) ol £uAE
jioz sgens, 0444 A7E e d9s

L 4o S sl Yutst Sk Aol A5E
718ok & Aolct. L (Table 1oIA ZAF hAIA:

o 4% 23 EYIE VIehe] AFHE FEo| g

of YY) EBHES FHAY|H RAHLE A7
o Aol B % glom, AWF AT 7o} ¥E
2 245 Baold WaA) FoRite gue
g2 S9gEm} EHE gelo] 9 4 qong, &
Geruo] Juuiede 4714 Bachs 844
o gtk BA, T4 ATNAE AFE Kol F Hlw
it W4, ofglel, 9, Bolel 53 22 54 A

§ Au8 aFgon 39T Gagol itk
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