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Abstract

The purposes of this study were to identify dimensions of shopping orientation and preferences of fashion trade
areas, to test differences in the preference factors and usage levels of fashion trade areas as determined by shopping
orientation and demographic characteristics. Questionnaires were administered to 406 adults in their twenties and
thirties visited major fashion trade area in Seoul. The results of the study were as follows. First, five groups were
identified based on shopping orientation: combined value-oriented group, convenience-oriented group, hedonic value *
trend-oriented group, economic-value oriented group and brand-oriented group. Second, the most frequently visited
trade area was Myungdong, and there were significant differences in the usage levels of the trade areas except
Dongdaemun, Samsung station COEX, Jamsil and Gangnam Express Bus Terminal among the groups determined
by shopping orientation. Sinsa Garosoogil, Apgujeong * Chungdam and Samsung Station COEX were preferred by
hedonic value - trend-oriented group. Daehakro and Myungdong were preferred by combined value-oriented group
and convenience-oriented group. Third, significant differences were also found in all groups in the preference factors
of the trade area as determined by shopping orientation groups when purchasing clothing. Forth, female preferred
Gangnam Express Bus Station and Jamsil than male did. Those who in their early twenties preferred Daehakro and
Myungdong the most and those who in early thirties and late twenties concerned service policy the most. The results
imply that the consumers tend to visit the nearest fashion trade area by their residence(or work, school) and consider
the location and accessibility of the trade area as the most important factor.

Keywords: trade area(313), shopping orientation(t%-83h, preference factor(£1Z.2 2)), usage level(0]&%)
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II. Theoretical Background

1. Trade area
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{Table 1> Fashion trade area in Seoul
Classification Trade area Frequency
()
Dongdaemun shoppping district 15.0
Downtown | Namdaemun traditional market 0.5
central Myungdong (brand flagship store, Shinsegae, Lotte-Avenuel, road shops) 26.6
district Itaewon (knock-off market, road shops) 1.0
Yongsan [-Park mall 1.5
Daehakro (Edae, Hongdae, Sinchon etc.) 89
Yongdeungpo Time Square 6.2
Gangbuk - | Samcheongdong 0.1
Gangsoh | Mokdong Rodeo road 0.5
Yeon Sin Neh area 1.3
Sillim fashion-culture road 0.1
Gangnam station (road shops, brand flagship store, arcade) 6.2
Apgujeong - Chungdam (Galleria, Hyundai Department Store, headquarters of luxury goods, 44
multi select shops, designer's boutique)
Sinsa Garosoogil (road shops, designer's boutique, multi shops) 3.0
Gangnam - | g ing Station COEX 52
Gangdong
Jamsil district (arcade, Lotte Department Store) 42
Munjungdong Rodeo road 1.0
KonKuk university area (Rodeo road, Star-City, Lotte Department Store, brand flagship store) 39
Gangnam Express Bus Terminal (Central-city, arcade) 74
4 2T
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3. Shopping orientation
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Ill. Research Method

1. Research questions

1) 2xBpe] gk 4d Adeacle
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2. Measurement tools and data analysis
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3. Research subject and data collection
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1. Factor analysis for preference factor of trade oL 3lLte] @010 & wof A U Au|AA
area Aol olel By, A 14.53% 4
AR A T A MBS Aol ek A B ) Wekd, tield, okl 5 HERE che
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{Table 2> Factor analysis for preference factor of fashion trade area

Factor Measurement items Factor | Eigen | Varience(%) |Cronbach's
loadings | value |(Accum Var.) a
Most of the trade area and restroom is clean. 766
Service policy Parking system is convenient to use. 723 330 14.53 o
conveniency | Sales clerks have good attitude. 708 (14.53)
Easy to shop due to store arrangement. .665
There are diverse types of store in the trade area. 799
There are variety of other items in addition to fashion products. 667
Store diversity (house holds, fancy, furniture, books, groceries etc.) 1408
& sales. POliCy They have sales, free gifts and coupon discounts frequently. 646 | 3038 (28:61) 861
usability Personally favorite brand shop is located in the trade area. .639
Exchange and refund are possible in most stores. .585
There are many stores to choose. 542
Economic shopping is possible in the area. 877
Price level There are many low-price products. .865 31 13.57 67
Fashion products are reasonably-priced. 784 (42.18)
Products are affordable. 695
It is enjoyable to watch the other shoppers. 778
Atmosphere &| Sensual and lively atmosphere in the area gives me positive effects. | .725 3109 13.51 91
entertainment | Fun and enjoyable entertainments are available in the trade area also. | .720 (55.90)
There are many nice cafes and restaurants nearby to have social neeting | .690
Trade area is closely located to my residence(or work, school). | .760
Location & | It is convenient to take bus or subway around the trade area. | .728 1200
acc§ss The area is located in the midtown area and easy to access 707 | 2.966 ( 68: 59) .863
CONVENIENCY | Since stores open on holidays and weekends, shoppers can visit anytime. | 622
Open and close hours of stores are so regular and reliable to visit. | .545
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{Table 3> Factor analysis for shopping orientation

23

2. Factor analysis and categorization of group

types by shopping orientation
2:m]2pe) 2 Aake] UL stobay] $13) Vari-
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3

. Factor |Eigen| Varience(%) |Cronbach's
Factor Measurement items .
loadings| value |(Accum. Var.), a
Shopping satisfies my sense of curiosity. .896
Hedor.nc Shopping is my hobby. .843 20.21
shopping — — 3.638 919
—oriented | Shopping is fun and exciting. .835 (2021)
Shopping gives me new experience. .832
I get fashion products seen on TV or in magazines. .823
Trend I like to get the newest fashion trend products. 750 5475 13.75 %0
-oriented | T have high interest in the latest fashion trend. 672 | (33.96) ’
I tend to get the fashion products others wear a lot. .614
Brand I tend to buy well-known brand products despite of high price. 920 252
loyalty | I tend to get brand products if possible. 882 [2.253 @ 6. 48) .821
-oriented | 1 think well-known brand products have good and high quality. 721
I am willing to spent my time to buy fashion products in low price. | .786
Ecor{omjc I tend to purchase fashion products on sale or in discounted price. | .713 12.33
efficiency - - - - 2219 708
—oriented | 1 compare price with other rival fashion brands when I purchase. | .691 (58.81)
I estimate my budget before shopping. 678
I rather give up shopping when it is difficult to find the product I wanted. | .810
Conv.emency I am reluctant to move to other stores to find products I want. 750 | 1.730 061 .664
-oriented (68.42)
I only shop when I have to. 527

- 173 -



)
=
B>
ot
ox,
ke
2,
=)
r
ol
o
=)
.

2 AP ole s, 1252%2) Hgel
Uhebiieh 91 4 HAK F7ek Bl A
B AE AL 93 ol Ao AT S
Fl ool BT BFER £ A oA,
AHIEL, TaTheE )8lo1g0] 5 Fol el
o BgER TAEe] glon, Ay 1233%9
ok 891 St £UHA F LAk AFSt B
ol olgA| whEsHeAo] Bt HYER 299
Ao FAHE HERA HoH 2772 519
on), Mee 9.61%z ekth

£AG whet £uI4E SHsk) 99 8
QAuH AT, BEE 7 2U4Ee] BREE of
g3tel AZA 2ALAK-AF THEDS A
shgich. 229 42 3, 4,59 % 33]2 WA}
3, 4T, SUT) 2R aolyiet
RE 24 SRS AHote] YARAEAT
Duncan®] AFF & AR Ak p<0019] 52
Szold BAHOR foldt Ao ekt of
F 2SS sARoR Bae AWt 4 A 7

{Table 4> Cluster analysis of shopping orientation (n=406)

ox

A9 B R 4 ol g BBl

Range TestS AA|S A¥= (Table 4)2F o] Le}
T

oy FTolet Byt WA 27 £

X 7 ABATH 2GR £ 099 SH

A eset - 44 2P olet Byt o

o AAN #7 £3AFl FouA A2y

7 AYAFE vIA 2O BYS A 7

Aebolet sl HEAFH aBYFol 7t
A

3. The most frequently visited trade area as
determined by shopping orientation

FYRA A7), BRE 579 Aek 7k Azt
gl Aol7k A=A Loty 98l & 19779 A
AL dgor TARAE ANSIAR, 1 AnE
(Table 5)of A2|atGiet. o] WAHEA A=
- YT ARE TFRSZol A EeleiA A
frolg A7k deht ol g2 £ AL sl Fol

Group Combined Convenience Hedonic value | Economic value Brand
-value oriented -oriented - Trend-oriented -oriented -oriented F
Factor 1=97(23.9%) n=82(20.2%) 1n=67(16.5%) n=78(19.2%) n=82(20.2%)
Hedonic shopping .099 -1.282 1.079 397 —.095 127.387
-oriented C D A B C wkk
Trend 578 - 1.052 .883 —-.139 -.222 80.996
-oriented B D A C C *kk
Brand loyalty 384 —-.529 732 —1.042 467 76.829
-oriented B C A D B sk
Economic efficiency 762 — 472 —.031 .501 —.881 64.006
-oriented A D C B E e
Conveniency .623 .964 —.995 —.728 —.195 124.896
-oriented B A E D C e
*EPp<.001

*Groups with significant differences according to Duncan's test were noted with different letters: E<D<C<B<A
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{Table 5> The most frequently visited trade area as determined by shopping orientation (n=406)

Trade area .Apgu— Gang- Yong- | Sam-
eong & nam | Gang- KonKuk| etc.
Myung-| Dong- | Dae- deungpo| sung | Jam- .
Chung- | Exp. | nam . . Univ. | trade | Total
dong |daemun| hakro Time | Sta. sil
dam & | Bus Sta. Square | COEX area | area
Group Sinsa (Terminal
Combined value| 29 13 8 2 7 10 3 11 1 3 10 97
-oriented 29.9% | 13.4% | 82% | 2.1% | 72% | 10.3% | 3.1% | 11.3% | 1.0% | 3.1% | 7.4% | 100%
Convenience 15 17 9 1 7 2 10 3 4 4 10 82
-oriented 183% | 20.7% | 11.0% | 1.2% | 85% | 2.4% | 122% | 3.7% | 4.9% | 4.9% | 12.2% | 100%
Hedonic value 19 3 5 16 5 3 4 1 6 2 3 67
trend-oriented | 28.4% | 4.5% | 7.5% | 23.8% | 7.5% | 4.5% | 6.0% | 1.5% | 9.0% | 3.0% | 4.3% | 100%
Economic value| 25 22 8 2 7 3 3 0 1 1 6 78
-oriented 321% | 282% | 10.3% | 2.6% | 9% | 3.8% | 3.8% | 0% | 13% | 1.3% 6% | 100%
Brand -oriented 20 6 6 9 4 7 5 6 5 6 8 &2
: 24.4% | 73% | 73% | 109% | 49% | 85% | 6.1% | 7.3% | 6.1% | 7.3% | 9.9% | 100%
Total 108 61 36 30 30 25 25 21 17 16 37 406
26.6% | 15.0% | 89% | 74% | 74% | 6.2% | 62% | 52% | 42% | 3.9% | 9.0% | 100%
22 132.938*#* df=76
< 001
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{Table 6> The usage levels of the trade area as determined by shopping orientation groups (n=406)
Group Combined value| Convenience [Hedonic value - [Economic value Brand Total
-oriented -oriented Trend-oriented -oriented -oriented mean F
Trade arca 1=97(23.9%) | n=82(202%) | n=67(16.5%) | n=78(19.2%) | n=82(202%) | (SD)
221 B 223 B 206 B 197 B 211 B 211
Dongdaemun (1.070) (1.092) (1.486) (.949) (L.117) ann | B
Mvanadon 293 A 2.86 A 231 B 2.50 B 244 B 265 | 532
yungcong (1.083) (1.309) (1.170) (1.114) (L112) | (1.182) | *x
Dachakeo 257 A 250 A 179 B 2.00 B 2.10 B 22 | 645
(1.241) (1.179) (1.122) (1.093) (1.193) (1.203) | *
Yongdeungpo 1.66 AB 1.63 AB 1.54 B 1.90 A 145 B 1.64 244
Time Square (987) (910) (.841) (1.202) (.756) (958) | *
Gananamm Siation 241 A 2.15 AB 2.03 AB 1.88 B 211 AB 213 | 248
B (1.170) (1.090) (1.206) (1.069) (1217) (1.160) | *
Samsung Sta. 215 B 216 B 2.06 B 192 B 198 B 186 |
COEX (1.167) (1.170) (1.043) (1.042) (1.065) 1.065) |
Apgujeong - 1.73 BC 150 C 242 A 1.77 BC 1.9 B 206 | 84
Chungdam (919) (.906) (1.047) (1.104) (1.171) (1.103) | ##*
Tl 1.82 AB 205 A 1.94 AB 165 B 1.80 AB 185 |
amst (1.109) (1.295) (1.127) (1.004) (1.024) a.119) |
. 175 B 150 B 149 B 1.56 B 163 B 160 | 1.00
Konkuk Univ. area |} 59 (.920) (943) (1.135) (.896) (1.006) | *
Gangnam Exp. Bus | 194 B 213 B 215 B 183 B 193 B 19 |
Terminal (1215) (1.152) (1.222) (1.012) (1.174) (1.159) | -

*Groups with significant differences according to Duncan's test were noted with different letters: C<B<A
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{Table 7> The usage levels of the trade area as determined by demographic characteristics (n=406)
Trade area Yong: Samsung .Apgu- KonKuk |Gangnam
Dong- | Myung- | Dae- | deungpo |Gangnam| jeong * . .
. Sta. Jamsil | Univ. |Exp. Bus
daemun | dong | hakro | Time Sta. Chung- .
. COEX arca | Terminal
Demographic facto Square dam
Male 2.04 252 2.11 1.58 2.01 2.00 1.86 .71 1.62 1.68
w203 | (L06) | (L17) | (119) | (94) | (L15) | (1L.12) | (L.1D) | (1.00) | (1O1) | (1.05)
Gender | Female | 517 | 279 | 233 | 170 | 225 | 211 | 185 | 200 | 158 | 230
=20 117 | (119 | (12D | (97 | (1.16) | (1.09) | (1.00) | (1.21) | (1.00) | (1.19)
T-value —1.156 | —2.321 | — 1.820*| —1.296 | —2.062 | —.990 093 | 2500 345 | 5498k
Early 20s | 220 A | 290 A | 2.57 B |1.65 AB| 239 B | 198 A | 220 A | 1.89 A | 1.69 A | 2.02 A
n=122030%) | (1L04) | (LO7) | (120) | (95) | (L16) | (L1D) | (L19) | (LI8) | (1.05) | (L17)
Late 20s | 2,11 A [2.74 AB|2.27 BC|1.65 AB| 199 C | 1.89 A | 212 A [ 201 A | 152 A [ 213 A
=89(22%) | (L1D) | (1.37) | (123) | (93) | (1.07) | (1.02) | (L10) | (1.20) | (98) | (1.23)
Age
group Early 30s | 207 A [2.51 BC| 1.91 C | 1.71 A |[208 BC| 1.84 A | 1.96 A | 1.69 A | 1.53 A | 1.94 A
n=15037%) | (123) | (L12) | (110) | (1.05) | (1.20) | (109) | (1.03) | (1.00) | (1.02) | (L11)
Late 30s | 211 A |229C [222BC|136B | 191 C| 151 B| 1.8 A | 196 A | 176 A | 1.80 A
wa5(11%) | (112 | (1L16) | (120) | (65) | (1.10) | (92) | (109) | (1.13) | (9D) | (L14)
F-value 577 4.25%* | 6.95%*%* | 1.58 3.08* 221 1.50 1.80 1.14 .98
Urban center| 223 A | 233 B | 233 A | 147 B | 197 C | 1.82 C |1.71 BC| 1.71 C [1.65 AB| 1.69 C
n=05(23%) | (103) | (125) | (126) | (8) | (LO7) | (97) | (1L009) | (94) | (1.06) | (1.02)
Gangnam *
Gangdong 209 A|1207C|207A|143B|246B|247B 223 A|228B | 1.8 A|237B
1.25 1.11 1.10 .799 1.24 1.19 1.201 1.34 1.20 1.29
.n:134(33%)()()()()()()()()()()
Residence Gangbuk -
group Gangsoh 202 A235BC{235A|190A |18 C |18 C|15C|1.62C|134C|1%4C
1.01 1.24 1.24 1.12 1.01 97 818 91 .74 1.10
n:125(31%)()()()()()()()()()()
Kyungki | 215 A | 21C [210A|183 A[237B|198C |19 B | 1.58 C |1.46 BC| 1.69 C
1n=52(13%) (.96) (1.24) | (124) | (1.00) | (1.19) | (1.15) | (1.065) | (.96) (.73) (.92)
F-value 71 3.31* 1.59 | 7.18%k* | 8 3%tk | (), ]8%** | [(.26%**| 10,82% % | 6,12%%* | § 4%+

*p<.05, **p<01, ***p<001, Mean (Standard Deviation)

*Groups with significant differences according to Duncan's test were noted with different letters: C<B<A
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{Table 8> Preference factors of trade area as determined by shopping orientation groups (n=406)
Group Combined value| Convenience [Hedonic value - | Economic value Brand
-oriented -oriented Trend -oriented -oriented -oriented F
Factor 1=97(23.9%) | n=82(20.2%) | n=67(16.5%) | n=78(19.2%) | n=82(20.2%)
Service policy -.04 BC -25C 34 A -20C 21 AB S0k
conveniency (1.02) (1.00) (.87) (75) (1.17)
Store diversity & .08 B -36 C 43 A —.06 BC -4 B 6,33
sales policy usability (1.05) (1.04) (73) (.89) (1.07)
Price level '(11?07% (i.254)c '0((.)8?)C '§.192])3 (i.z(?O)C paal
Atmosphere & .14 B -52C 29 B .14 B -0l B g AQHHH
entertainment (1.01) (1.00) 91 (.83) (1.04)
Location & access .03 BC -20C 30 B .01 BC -.08 C 2 46+
conveniency (1.06) (1.10) (.73) (.82) (1.12)

#p<.05, **p<01, **%p< 001, Mean(Standard Deviation)

*Groups with significant differences according to Duncan's test were noted with different letters: C<B<A
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{Table 9> Preference factors of trade area as determined by demographic characteristics (n=406)

Group . . Store diversity Atmosphere & | Location &
Service policy . . .
. & sales policy Price level entertainment access
. conveniency o .
Demographic factor usability factor conveniency
Male 0.00 - .16 -13 -.15
n=203 (1.05) (99 (1.06) (1.08)
Gender | Female ~0.00 16 13 15
n=20 (.95) (99 (93) (:89)
T-value .10 -3.20 —2.60 -295
Early 20s -23B -.05 AB -03 A 02 A -.06 A
n=122(30%) (:90) (1.00) (:90) (-:88)
Late 20s 14 A -.10 A 08 A 07 A
n=89(22%) (99 (-1.06) (98) (1.03) (1.05)
Age
group | P2y 308 16 A 02 AB 05 A -.03 A 03 A
n=150(37%) (1.04) (1.04) (1.03) (1.03) (1.03)
Late 30s -19B -23B 09 A -14 A -.08 A
n=45(11%) (1.01) (1.03) (9% (1.09) (1.11)
F-value 4.78%* .59 .54 41
Urban center —.08 AB -04 A -.06 A -0l A 05 A
n=95(23%) (97 (1.02) (95) (.96) (.96)
Gangnam - Gangdong 17 A -03 A -.03 A -12A 05 A
=134(33%) (1.10) (1.06) (1.09) (1.08) (1.13)
Residence
aroup Gangbuk - Gangsoh -.00 AB 12A 10 A -0l A
=125(31%) (.93) (91 (93) (.86)
Kyungki -28B -12A -11A 09 A -18 A
n=52(13%) (.90) (1.01) (1.04) (1.02) (1.01)
F-value 2.88 1.01 1.25 77

**p<.01, Mean (Standard Deviation)

*Groups with significant differences according to Duncan's test were noted with different letters: B<A
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