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A Descriptive Study on the Purchase Timing Effect in Athletic Shoes
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Abstract

The influence of a marketing mix on the consumer purchasing process is well documented in academic
fields; however, studies of when consumers purchase fashion brands or products in terms of the day-of-
the-week effect and 10-days-of-the-month effect on various channels to a given brand in practice are
limited in the fashion industry. This study empirically describes the purchase timing behavior for athletic
shoes using daily sales data from a domestic brand in Korea from January in 2006 to December in 2010.
The results show that Saturday and Sunday have significantly higher sales than weekdays. In addition, the
first and third 10-days-of-the-month yield a higher sales volume than the second 10-days-of-the-month.
The department store's sales volume (compared with discount and franchised stores) was higher in the first
10-days-of-the-month; however, the discount and franchised stores have a higher sales volume in the
second 10-days-of-the-month. Three store types have no significant differences in sales volume for the
third 10-days-of-the-month. Based on the results, in practice, marketers for a specific domestic brand can
develop a new marketing expenditure plan, store supply plan, and cash-in and cash-out plan to maximize
profits. This research can introduce constructs such as purchase timing distribution, the day-of-the-week
effect, and the ten-days-of-the-month effect for the fashion industry.

Key words: Purchase timing, Day-of-the-week effect, Intra-month effect, Ten-days-of-the-month effect;
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Table 1. Market size and market share of premium athletic shoes in Korea

Brand 2008 2009 2010
Sales volume 221.7 Billion Won 256.3 Billion Won 297.3 Billion Won
Four domestic brands*
Market share 29.4% 27.9% 26.3%
Sales volume 532.3 Billion Won 662.4 Billion Won 832.7 Billion Won
Ten international brands**
Market share 70.6% 72.1% 73.7%
Total 754.0 Billion Won 918.7 Billion Won 1,130.0 Billion Won

*Fila, LeCAF, Prospecs, Spris

**Adidas, Asics, Converse, Ellesse, Head, K-Swiss, New Balance, Nike, Puma, Reebok
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(Table 3).

Table 2. One-way ANOVA toward sales volume ratio
of day-of-the-week

Day Mean (SD)
Monday 11.90 (2.75)
Tuesday 11.77 (2.58)

Wednesday 11.39 (2.69)
Thursday 11.19 (2.36)°
Friday 12.11 (3.57)
Saturday 18.99 (3.02)°
Sunday 22.65 (5.16)°
F 482 855%**

***p<.001
Tukey's test: a>b>c>d
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Table 3. One-way ANOVA toward sales volume ratio
of ten-days-of-the-month

Ten-days-of-the-month Mean (SD)
The first ten days of the month 3491 (5.59)"
The second ten days of the month 30.64 (3.85)b
The third ten days of the month 34.44 (5.10)
F 16.13%**

k<001
Tukey's test: a>b
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Table 4. One-way ANOVA toward sales volume ratio
of day-of-the-week by distribution channel

type
Franchised Discount Department
Day store store store
Mean (SD) | Mean (SD) | Mean (SD)
Monday | 12.85 (2.24)° | 10.32 (3.70)° | 9.07 (6.95)°
Tuesday | 12.31 (1.74)| 10.07 (4.60)° | 11.43 (7.06)™
Wednesday |11.85 (1.65)° | 9.62 (2.38)° | 11.35 (8.97)™
Thursday | 11.80 (1.91)° | 10.21 (4.84)° | 9.61 (3.80)*
Friday  [12.08 (220)" | 10.72 (5.47)° | 13.05 (7.80)°
Saturday | 18.06 (2.25)° | 21.12 (4.32)° | 20.89 (6.75)°
Sunday | 21.05 (4.06)" | 27.94 (8.07)" | 24.60 (7.78)"
F 585.624%%% | 525792%%% | 138.158%%*
#Ep< 001

Tukey's test: a>b>c>d>e

Table 5. Difference between maximum and minimum
sales volume by distribution channel type

. | Franchised | Discount |Department

Sales volume ratio

store store store

Maximum sales 21.05% | 27.94% | 24.60%

volume ratio

Minimum sales |y g0 | 9605 | 9.07%

volume ratio
Maximum/ 177.9% | 290.6% | 270.3%
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Table 6. One-way ANOVA toward sales volume ratio results for day-of-the-week by distribution channel type

Day Franchised store Discount store Department store -
Mean (SD) Mean (SD) Mean (SD)
Monday 12.85 (2.24)" 10.32 (3.70)° 9.07 (6.95)° 32.727%**
Tuesday 12.31 (1.74)* 10.07 (4.60)° 11.43 (7.06)" 10.163%**
Wednesday 11.85 (1.65)" 9.62 (2.38)° 11.35 (8.97)" 9.128%**
Thursday 11.80 (1.91)" 10.21 (4.84)° 9.61 (3.80)° 18.320%**
Friday 12.08 (2.20)" 10.72 (5.47)° 13.05 (7.80)" 8.354 %
Saturday 18.06 (2.25)° 21.12 (4.32)" 20.89 (6.75)" 24.429%**
Sunday 21.05 (4.06)° 27.94 (8.07)" 24.60 (7.78)° 74.154%**
*¥p<.001

Tukey's test: a>b>c
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Table 7. One-way ANOVA toward sales volume ratio of distribution channel type for ten-days-of-the-month

The first ten days The second ten days The third ten days
Distribution Channel Type of the month of the month of the month B
Mean (SD) Mean (SD) Mean (SD)
Franchised store 34.90 (4.14)" 31.48 (3.36)° 33.62 ( 3.94)" 9.544 %%
Discount store 34.78 ( 8.12)" 28.96 ( 6.15)° 36.26 (1 9.24)" 11.096%**
Department store 38.99 (11.11)* 28.06 ( 6.99)° 32.95 (10.17)° 15.314%**
**kp<.001

Tukey's test: a>b>c

Table 8. One-way ANOVA toward sales volume ratio of the ten-days-of-the-month by distribution channel type

Franchised store Discount store Department store F
Mean (SD) Mean (SD) Mean (SD)
The first ten days of the month 34.90 ( 4.14)° 34.78 ( 8.12)° 38.99 (11.11)" 3.915%
The second ten days of the month 31.48 ( 3.36)" 28.96 ( 6.15)ab 28.06 ( 6.99)b 4.522%
The third ten days of the month 33.62 (3.94) 36.26 (19.24) 32.95(10.17) 2.102

*p<.05
Tukey's test: a>b
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