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Abstract

Purpose: This study aims to explore the shopping motivations of consumers at South Korean convenience stores and create distinct
consumer segments based on these motivations. Additionally, the research seeks to propose tailored marketing strategies for
convenience stores by analyzing consumer demographics and satisfaction levels within each segment. Research design, data and
methodology: Using factor analysis, we identify three primary shopping motivation factors: "social/leisure," "functional," and
"convenience." Subsequently, we use cluster analysis to group convenience store consumers into three categories: the "convenience-
seeking group,” the "function/convenience-seeking group,” and the "multipurpose-seeking group.” To gain a deeper understanding of
each consumer segment, we investigate how demographic factors relate to their levels of satisfaction. Results: These findings offer
valuable insights for adapting to shifting consumer preferences and the increasingly competitive landscape of South Korean
convenience stores, especially in the expanding services offered by online businesses. Conclusions: This research emphasizes the
significance of developing marketing strategies tailored to address the distinctive needs and preferences of individual consumer
segments. These strategies empower convenience stores to establish a competitive advantage in the market.
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2. Literature Review

2.1. Convenience Store Characteristic
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2.2. Shopping Motivation
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2.3. Satisfaction
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4. Analysis
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4.3. Differences in Demographic Profile by

Consumer Group 4.4. Differences in Satisfation by Consumer Group
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Appendixes
Appendix 1: Table Results of factor analysis of shopping motivation
Motivations Factors and items Factor loading Eigenvalue Variance (%) a
F1: Social/Leisure 4.284 30.6 .912
For the purpose of observing others .894
For the purpose of communicating with others .875
For the purpose of enjoyment with others .824
For the purpose of spending quality time with family and 815
friends )
For the purpose of experiencing entertainment 776
For the purpose of leaving home .699
F2: Functional 2.847 20.33 .793
Because | can find various products .827
Because | can purchase the product | want .787
Because | can purchase products at a good price .691
Because | can purchase unique products .683
Because one-stop shopping is possible 519
F3 : Convenience 2.212 15.8 779
Because | can purchase urgently .851
Because it is conveniently located .813
Because small quantities can be purchased .765
Total variance extracted (%) 66.73
Appendix 2: Summary statistics of cluster analysis of shopping motivation
Cluster I Cluster II Cluster I
Scheffee
Motivations Factors F-value multiple range test
(n=310) (n=407) (n=411)
I-o I-m IO-m
. . 2.417a 2.102 4.587 r - o
Social/Leisure (.967) (737) (.841) 1458.964
) 3.566 4.939 5.323 - - -
Functional (:820) (.788) (753) 580.823
. 5.029 6.382 5.934 . Tk .
Convenience (862) (539) (757) 327.245
Function Pillai's trace =1.154 (p < .001)
Convenience ) Multipurpose Hotelling-Lawley trace = 2.930 (p < .001)
Cluster name seeking group sizznk\ilr?mergie seeking group Wilks’ Ramda = 0.172 (p < .001)
9 group Roy’s greatest root = 1.963 (p < .001)

*+n<0.05.

a Mean values were computed on the basis of 7 Likert scale (1 = strongly disagree, 4 = neutral, 7 = strongly agree).
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Appendix 3:: Cluster differences by customers' characteristics
Cluster I ClusterIl ClusterIl
(n=310) (n=407) (n=411)
Characteristics Convenience AT Multipurpose & a P
seeking group Con_venlence seekir'?g g';)roup
seeking group
Gender 21.942 2 0
Male 131 119 181
Female 179 288 230
Occupation 21.219 12 .047
Student 72 113 85
Officer 107 147 191
Professional 26 32 31
Self-employeement 29 28 25
Housewife 35 41 45
Inoccupation 27 28 25
Other 14 18 9
Age 22.299 6 .001
20s 92 80 109
30s 83 87 87
40s 57 121 114
50s or higher 78 119 101
Frequency of use 40.337 8 0
Almost everyday 23 55 69
4-5 times a week 42 65 74
2-3 times a week 101 161 152
Once a week 73 69 74
1-2 times a month 71 57 42
Average expenditure per time 22.007 8 .005
Less than W3,000 23 14 10
Less than W3,000-5,000 108 111 130
Less than W5,000-10,000 135 191 187
Less than ¥10,000-20,000 38 80 71
Over W20,000 6 11 13
Mainly visited convenience store 9.106 8 .333
GS25 173 230 235
CuU 110 132 135
7 Eleven 14 24 31
E mart24 10 14 9
Ministop 3 7 1
Mainly Purchased Items 11.833 8 .159
Snacks and Beverages 119 186 171
Home Meals Replacement 71 94 116
Instant Food 20 16 24
Favorited Food 94 105 93
Transportation Card Top-Up 6 6 7
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Appendix 4: The results of ANOVA analysis of Customer satisfaction

Scheffee
Constructs Cluster I Cluster I Cluster II B multiple range test
(n=310) (n=407) (n=411) I-I I.m 0.1
Satisfaction 4.5672(.973) 5.486(.934) 5.599(.832) 131.158 ok ok n.sb
Function

Cluster name

Convenience
seeking group

Convenience
seeking group

Multipurpose
seeking group

#+0<0.05.

a Mean values were computed on the basis of 7 Likert scale (1 = strongly disagree, 4 = neutral, 7 = strongly agree).

b n.s indicates 'not significant'




