Journal of the Korean Society of Costume
Vol.56, No.3 (March 2006) pp.28-41

0jd AHIXI REY 2 DBIE XMEH) o A7

- Y 2f0|=AEIUS FHo= -

A Study on Well-Being Marketing Strategy by Female

Consumers' Types
- Focusing on Well-Being Lifestyle -

Seung-Hee Jang* - Eun-Young Jang** . Sun-Jae Lee***
Doctoral Course, Dept. of Clothing & Textiles, Sookmyung Women's University*
Assistant Professor, Dept. of Fashion Design, Dong Seoul College**
Professor, Dept. of Clothing & Textiles, Sookmyung Women's University***
(2005. 7. 28 1)

ABSTRACT

i

The purposes of this study were to analyze
consumer types and to classify female consumer types according to their “well-being” awareness.
This study also intended to examine the levels of consumers’ participation in pursuing a
“well-being” lifestyle, and to find female consumers’ characteristics related to well-being lifestyle.

well-being” lifestyle pursuits depending on

The results of study were as follows: First, female consumers were classified in terms of their
lifestyle by using their participation in, and awareness of well-being concerns. The results were
divided into four groups: society/family-oriented group, “well-being” oriented leading group,
trend-oriented material wealth pursuit group, and self-centered/fashionable appearance-oriented
group.

Second, the results of examining characteristics by female consumer type in terms of their
pursuit of a well-being lifestyle show that the “well-being” oriented leading group had the
greatest number of innovators and followers. Also, the trend-oriented material wealth pursuit
group consisted of mostly medium level participants, and the self-centered/fashionable appearance-
oriented group had the greatest number of “well-being” lifestyle bystanders. With regards to
practical participation group, significant differences were found in the sections of “health”,
“leisure” and “whole”, except for “appearance management”. With regards to purchase experience
of “well-being” products, the health-oriented leading group was the highest participation level in
the sections of “clothes” and “food”, except for “residence”, in which the society/family-oriented
group was the highest.

Third, demographical characteristics within female consumer types classified by “well-being”
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lifestyle showed that the society/family-oriented group had a high percent of-dedicated housewives
in their forties or fifties, and the trend-oriented material wealth pursuit group has a high percent
of married people in their twenties or thirties. Also, the self-oriented/fashionable appearance-
oriented group had a high percent of unmarried people in their twenties.

Key words: well-being(¥21), well-being lifestyle(2% o] A€}4), female consumers’ types(<3 A3
2H2 #8), female consumers’ characteristics(e] 4 21] 2} EA))
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Toupga AEAE QAEHUE 4718 LHA & F878 EAL Yolry] 93] ANOVAEN S 4
B s Zalzrd g AAFELE LHA Ag AseE (B o9 2o grBEgE A9 A
EAE ZR3 A HusEdE, 2 d3e = o 7 A, AAREAAN 8 2ol vEhTh I
AL ez 49 AYEE EF U i Z A=A 9Y RgPde] MY L AENES
Atz el glojz2eld g M E3s Az £3 NI PE Aoz veigen, 1 99 3 A
< EFE Ao)E B F ATk & Aok gE ALE yegy weixd AxEHd
W AEee o] g #Alolut HiEE EE
2. WYl ZJO|TAEIYUS| oA AH|KF |EY ¥ 4dE BT FEE MY EE AL
I=V8 2 et
9y ol Aetyd 2|2 FEY AAF dHo
D 49 Fejzawd 2ua F3Y AV A o gy 4z Ry GrE 2wy 99
o= ANOVARME 4N 23 (& 5% 2t 4%
2y <14, F4% HEE Yehlle FolZiE AES NS g8 F7, AARLEY dYAF 7+
29 anA fEo mt Y FAEE Lotr] WA AEE AR, AEALY D
g8 499 #54 Fexg A%, dA, AEIe o] AR NAAuEY TR =L A
RROoZ TR FYPdReG HAIWEE LE o2 eyt 4F AFL Ed=EE A%
A A7\ AR Aol AEstE A Dt A
29 FAdd ERe T FINEE NN E sAYY AFADRY FojAPe] & Aoz
F 3 OUESF BBE VIFLE (H8s EFFHY gt ol ENCEA Agge 98 FA A
(E 3) gyl 2lo|= ARt AB|X Y Yy HoiEH BR
N (col. %)
{ A qd Lo AR R
N L o Awde ] X
I e e C o {Ne ;. boCIN=I L
g9 dMx 120 (256) | 25 ) ( 23 (19.0)
9w FEA 122 (261) | 31 (295) | 41 (308 | 22 (202 | 28 (2D ] o0
29 =24 [112 (239 | 25 (238 | 22 (65) | 35 (321) | 30 (248) '
Q9w @A (114 (244) | 24 (229) | 25  (188) | 25 (229) | 40  (33.1)
*p<.05
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AR #Y HY 901 1.627 859 1410 | 793 1494 | 739 1224 | 284
A G A+l =) 2488 B | 2.375 | 3.353 A] 3.031 | 2387 B| 2543 | 2,187 B| 2.651 | 4.717 *

*n{ .05

A, B 4% Duncan AMRES AZ Fdd@e 13, AB

(B 5) WY OITAEIUS AHIK RYW WY X

581 A | 387 .613

346

E AF A 587 A 358 [10.256 ***
HE AF 862 A | 264 872 A 273 J75 B | 330 | 707 B | 363 | 7.648 ***
FA AF J24 A | 340 696 A | 379 628 A | 393 | 434 B | 387 |14.357 ***
AA(AEA+HE+TFA) 22 A | 259 J27 A 255 b64 A | 268 | 508 B | 280 |17.842 ***

***pd.001
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el 28565 3%

<E 6) &Y 2jo|ZAEIAQ| ABIXL REY AFEHH

Im
0z

N (col. %)

20°H 160 (34.2) 16 (152) 28 (21.1)[ 37 (33.9)] 79 (65.3)
ol 30tH 110 (235) 25(238) | 34(256)] 32 (294)| 19UED| o0 oo wan
409 106 (22.6) 31 (295)| 37 (278)| 23 (21| 15 12| "
50t 92 (19.7) 33 (314)| 34 (256)] 17 (15.) 8 ( 6.6)
AE & 194 (415) 198D 44 @] 43D 88 72D] o
of % 7E 274 (58.5) 86 (81.9)| 89 (66.9)| 66 (60.6) 33 (213) ™
A 73 (15.6) 4(133)| 14 (105)] 23 (2L1) (18.2)
A& 4 (20.1) 9 (18.1) 5 (26.3) 0 (18.3) 20 (16.5)
Ag#ey 4 (73) 13 (12.4) (75) ( 7.3) 3 (25)
A Ao Huj 2 5 (11.8) 18 (17.1) 6 (12.0) 1 (100 ] 10 (83) | 64513 ***
34 4 (17.9) 8 (76) 513 19174 ] 42 347
AYFY 102 (21.8) 9(272)|  38(286)] 22(202)| 13 (10.7)
71 & 6 ( 5.6) 4(38) (38) (55 11 (9D
E 5 (20.3) 6 (34.3) 3 (17.3) 6 (14.7)| 20 (165)
#% | AzRATLEY 7 (143) 1 (105) 3(17.3) 5(138)| 18 (149) .
el — 24.006
HALES 257 (54.9) 1 (486) 7(57.9) 9 (541)| 70 (57.9)
i stelol 4 49 (105) (67| 10(75] 19174 13 (107)
e 166 (35.5) 34 (R4)| 55 414)| 34 (312)[ 43 (355)
35 91 (19.4) 21 (200)] 26(195)| 19(174)] 25 (20.7)
AZFA FEM 61 (13.0) 22 (210)] 11 (83) 9(83)| 19 (157)] 24449 *
FEAAY 119 (25.4) 26 (248) 34 (256)| 33(303)| 26 (215)
7] et 31 ( 66) 2 (19) 7(53) 4 (12.8) 8 (6.6)

*pC.05, ***p<.001
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i 58564 35

CE 7y ol 28At 7Y AlF

A48 o] /1T Aotk F &H|A ofolriejr} 44 2], 22l ESAY A8 "(Word
AAFE Mol AY Fojste Fehd L4 At of mouth)& A7Asiok & Zoltk WAZIE F3)
7 | (Prosumer Marketing) 9l d#= AANE & 3 A5o] o 5FASE wlog 49 A
At AEALY AP ZEFe0) 9T 4 dd g4 3dE dgste PHoE A45
HASEY A4 Fo2 FF do] gA <l AHAS FAstd g FA 2uABAANA &
fFAS gl vzvzz F g&de AUt 2 ASEE e vHAE Aol AN £ At
F A& Roltk A, A7IHAAE AT e A8 2>

A, EAEZE AFHAD L LuFAE] 79 HAgFe] 28 548 xeistd AEAE gF
= Fv RUaVe dHE EojuM: oE ¥¥ e 2g 9EE AFOR AF NEaAgd a6
< AR AFHDA o] ArFHAA & b AR Foste 49 IAFAH oAYR
v ggel AFAY GEF Qetor drhe st (Consumer — centered marketing) & AAE & U7
€ Froke Ege &v Fdsh A9y 54 o 83 olE2 Aoy &3, AE #Ade
SReA HeFa gk ged EIEEE Y o] flenz AF 544 MR JFdelu
G2 AR89 Edsd Ugd LH4EE o AEQETE A7) A0l #e Hi JRE F

g gE T T _AEAY ;
AF5ATHH B 150, 71E, AGFEE. WA 2 dE
A8l A & F AJ &, A g G, Ao A= FH3A N .
Holmaehd S\ Tee N A8 bse A
A7 HE 49 a4= —o ZAAAAE 345 olgd
AR c—= =2 A mA"
4 FAqd (LY F5 R (Emoti ° ° .
Qy) AAuE A7 94 A5 g8 motional marketing)
A E FAE  LUFAAEZEY Ful Aol ¥
_ 30,40,50Th, 71E, APFH, AE7EF, A 2 S
[} = E X
AFEATH EA A 22
o] Zapte =4 37 o)A Aeko] ul¢ Fom AFFTH AT dugaze] gz
AxAdy ClERCg AR EE A FERUHLYoZH
Al A R R B ZE4v nAY
24 FA3G 4y AR AR o, 4 FERE JEed (Prosumer marketing)
24 Fadle  [A7 A FAEs fE =S
YUAE 2l ZH |4y &, A F FuiAge v g5
AT EANH 54712030, & dA 2 O E AH, AFFE
ol maEte £ E%_HE;_(]?’}’—? kol wlf o EFAFTH A HAEFLEe] EFEo)
edcEg ALS| A kA o) 2] R £ Wzt 2ul2lE o)l &3
';]%;‘g%a 44 ‘?l"‘—?E e 28, 2=l
44 o3 (dH FEA HEF9] 7AuAH
a4 Fogulxe |(vjgz e (Word of mouth)
YAAFE Ful A BT g
AtEATH A 200, WE, 4, A 2 Q& NEIAE @ Mujs
Zol A EA A7 AE o] Fon, WALQEREGA AT 242 AEFESE AE
7)1 si A a4 A= =5 Ao Luzst A Y
SR 49 Fo3d (99 43R o 3te g4
AAE [y geluz |ve 2ATAA vHA S
AUAE oA Y [we (Customer — centered

marketing)
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2etd 3 A4S dFg 2y 983 #dd Fgo
PRI EEA kst 2 Ree] 4 For 9
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cgjgt AR 5 B d7ale B A3y 34
AFE U Polzreldd] wE o4 Az
E Fujgsol e ATE S JEF #A
& & 0 #A3E gFEaa Ik

e
1) AR (2004, 11. 24). B9 &uA, o2A trtz
A7}, LGF7HEM, A9 AR, pp. 21-25.

2

~

Zut (2004). AYE3} EdTo SEAYY Hup
Weekly CEQ Report__128%, pp. 19-22.
3) =R (2004). &9 & pp. 19-22.

4) 48N, £33 (2004). ¥ H=UA BYgsER)

5) (2004), &Y OIS, F&E 2 pp 12-13,
6) ZA&FA (2004). 92| 2 pp. 19-20,

7) Z¥ (2004). 22| H, pp, 19-22,

8) AEFA (2004). el 2, p, 39

9) &4 (2004). &9 2, pp. 39-40,

10) A¥A, £742 (2004). 22| A p. 21,

11) ZAAY (2004, 2. 18). €9 EFEL 9= Iy =ZE,
LGFZF4H. CEO Report, p. 20

12) W< (2004), B Mo LIER+ Well-BeingEME
24 8 CiRfel 917, FYUs Agns
233 gAY AA1eeg p 13

13) BHY (2004, 7. 14). By ME FZE FHE0| oY

Ul @3d8. AEHAL 2005 2. 5 ARZA:

http://www.hk.cokr

2T (2004). O M p, 22,

Lazer, W. (1963). Life Style Concepts and Marke-

ting in Toward Scientific Marketing, ed. S.A. Grey-

ser, Chicago, IL: American Marketing Association,

pp. 130-139.

16) Wiet-gslelA (2004. 12). 20044 5H=9l 2lo|ZA

Bt EMT 71 tH8HE, pp. 1-15.

748 (2004). Fashion&Life Trend, A+83 ) (Natu-

ralism), Well-Being, Un-con Suit £ 2o|=AEI! X

OFad THMANY . AR,

13~18474=] 2] Al ch

19~24A4 AR 9] Aok

25~34A 7421 9] Aldh

35~44 A7k A 9] A h

AL718 (2004). 20043 LY (Well-being) EAE t)

A A Frejel ZAerd, MEHEAL HaofM K

OfAE E1M, 1, pp. 1-18.

23) A¥A, 737 (2004). &2 M p, 30.

24) AMAY (1992). AAZ BA9 Bo] @E glo]ZAE}
Y HF. AH|XEAT, 3(1), pp. 46-63.

14
15

17

~—

18
19
20
21
22

— T I D

25) 99 (1996). =219 oz e Ky EA
DA B2 AL, pp. 19-34,

26) HAT+ (1998). mMAHIRIS| EAMT OlFE X2k
S A, BHAMX Bz HFustw AQsta v
A= p. 48,

27) =7 (1996). 2| H pp. 1-18

28) v} (1996). SMAH|AIS| S0 AT AF =

FoRegy AGsa HAH =g
29) AL714 (2004), 2| 2 pp. 1-19.
30) 7148l A= (producer) 9 A1 2H{ consurmer) &) 430

- 41 -



