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SPA is the short term of 'Specialty store
retailer of Private label Apparel,! means a
business integrates every process, from planning,
producing and to selling. This study is
attempt to suggest concrete data to formulate
marketing strategy of Korea SPA brands,
through college women consumers’ who had
bought Korean SPA brands, identifying the
consuming characteristics by clothing purchase
behaviors from classifying by their shopping
orientation.

The subjects of this study are as followed
; First, consumer groups of college women
will be classified into certain types by their
shopping orientation. Second, difference in the
clothing purchase behavior by the shopping
orientation groups will be examined.

As the subject of the study, 600 college
women attending in seoul were sampled. To
collect the data, first, the basic characters of
Korean SPA brands were examined by Focus
Group Interview, and 580 questionnaire were
used in the analysis of this study. For data
analysis test of reliability, ANOVA, correlation,
k-average, cluster analysis, frequency analysis
and Duncan-test were performed using SAS
Package.

The results of this study are as followed ;
First, four factors were extracted the shopping
orientation of college women, such as recrea-
tional, brand/store loyalty, fashionable goods—

preferred and economical shopping orientation.
Second, as the result of classifying consumer
groups by those four shopping orientation
factors, three types of consumer groups were
revealed, such as, rational shopping group,
brand/store shopping group, recreational shop-
ping group. Third, as for the clothing pur-
chase behavior by the shopping orientation,
preferred image, preferred display, purchase
rate and frequency, types. of clothes, standard
of clothing purchase, purchase information of
SPA brands were studied. All three consumer
groups shows that the most preferred image
of SPA brand and actual purchased brand is
correlated. Reasons for purchasing clothes
were variety of wearing, design & color and
price in all consumer groups and purchase
information was gained by looking around
display and clothing shop in all consumer
group. Since SPA brand represent high fashion
trend and reasonable price, there’s no difference
among all consumer groups. Suggestions for
Korean SPA brand were ; imitate design of
other imported casual brand, the quality
improvement is required, and high price.
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