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Outdoor wear market segmentation based on consumer knowledge and
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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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Male 226(49.8) . Married 293(64.5)
Gender Female 850z Marals@ws e 161(35.5)
20’s 109(24.0) High school graduate or less 78(17.2)
30’s 103(23.1) . Junior college graduate 61(13.4)
Age 40°s l15(253) ~ Fducation college graduate 276(60.8)
50’s 125(27.5) Graduate school 39(8.6)
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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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consumer knowledge and consumer demand for function development

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
b: percentage,

a: observed frequencies,

c: expected frequencies
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(Table 4)
development in purchasing behavior,

< 774 HIES vEhd of wbsl, a1 A1 fekell Fth 1
VN 87 HebolMs 34371 T 1A vleS U
Bl A|2jo] Ea11 71sd T et we Y A T
e wWol sh= Ae & ¢ 33k ol oFAlE Adol
Bers T AXFEe] S7F8HIrRs Hwang(2009)
o el #do] s Aos Azt

HE )5S 2 AAFoR B o ol 2o 6-107)
2 7171 ZnlAks AA9] 40.7%0)3L 57 olakr} 35.7%,
11157171 15.4%3.21 167] oPde] 8.1%¢%]1 Ao v}
ERsitt. o8 ik ¥R Hlwshd 001570l Fel#Ql
Aolg vepfio] A1 2|2} FdtellMs A 7lsd e A
W F 71sd &7 Hekelx 7 olet 71 wgker]
A HekolM= B 6-1070E BA7E 28t 7 o
Skek. 538 AL A4 AL 7157 a7 ko] 3¢ 167 o1
& BAE 2R Al 4 %4 H0n ol Sl B
Wb A2 2RARLFE AR HolHA T ol it

aF7F Ao Holn Bf T e Ak 129

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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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 4.2) (7.3) @3.1) 2.0) 2.4) 5.1) (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) (33) 4.4) (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) 2.2 (3.5) 3.7 (5.3) (25.3) 31.585%*
26.3 23.1 12.2 104 19.0 24.1 115.0
27 19 9 10 32 28 125
50’s (5.9) 4.2) (2.0) 22) (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 6 39
X>2million 2.4) @3.1) 0.9) 0.4) (0.4) (1.3) (8.6)
8.9 7.8 4.1 35 6.4 8.2 39.0
10 19 10 6 13 4 62
2<X<2.99million  (2.2) 4.2) 2.2) (1.3) (2.9) 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) 2.4) (1.3) 2.2) (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) 2.9) (4.0) 3.1 (20.9)
household 21.8 19.0 10.0 8.6 15.7 19.9 95.0
. 57.413%*
income 22 14 7 4 12 24 83
(Won) 5<X<5.99million  (4.8) 3.1 (L.5) 0.9) (2.6) (5.3) (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) (1.1) (1.3) (1.8) (7.0)
7.3 6.4 34 2.9 5.3 6.7 32.0
8 9 10 5 14 23 69
Tmillion <X (1.8) (2.0) 2.2) (1.1) 3.1) 5.1) (15.2)
15.8 13.8 7.3 6.2 11.4 14.4 69.0
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
**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 22.6 193 35.4 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)
36.9 323 17.0 14.5 26.6 33.7 161.0
Purchase 5 1 8 5 17 13 52
(Ng‘ 56 (1.1 (0.9) (1.8) 1.1 (3.7) (2.9) (11.5) 43.854%%%
p 11.9 10 4 5.5 4.7 8.6 10.9 52.0
year) 7 2 2 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
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
24 16 16 12 17 22 107
Only for Outdoor (5.3) (3.5) (3.5) (2.6) (3.7) (4.8) (23.6)
24.5 214 11.3 9.7 17.7 224 107.0
For outdoor & 70 64 26 25 55 73 313
. (15.4) (14.1) (5.7) (5.5) (12.1) (16.1) (68.9)
Purchase  ordinary wear 71.7 62.7 33.1 283 51.7 65.5 313.0 20,389
Objective Only for Ordina 10 11 6 4 3 0 34 ’
) Wea¥ RANNO)) (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 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
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 3.8 7.3 6.2 11.4 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 17.2 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 3 212 11.2 9.6 17.5 222 106.0
Tv Home shopping, (0 b 09 (0.) (02) 0.7 0.0) (29)
market & others 3.0 2.6 1.4 1.2 2.1 27 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"  (10.8) (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) (7.7) (4.2) (4.0 (8.1) 9.3) (40.7)
424 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 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 33 6.1 7.7 37.0
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
#p<05  **p<0l  ***p<.001

a: observed frequencies,

b: percentage,

c: expected frequencies

- 596
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