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Abstract

This study investigated difference of product interest and its relation to consumers' innate innovativeness
according to gender as well as compared the perceptive construct of products between male and female
consumers. A survey involving male and female college students was conducted in the Daegu and Gyeong-
buk areas in December 2013. Subsequently, 400 responses were analyzed using descriptive statistics, cor-
relations, independent sample #-test, reliability analysis, ANCOVA, and multidimensional scaling. Among
45 products, male respondents showed a significantly high degree of interest over 12 categories such as wat-
ches, desktop computers, cars, sports products, and video games compared to females. The female sample
showed a significantly high degree of interest for 29 product categories such as clothing, movies, skin care
shops, cosmetics, eating-out, teeth whitening, coffee, cameras, and performances compared to males. Inno-
vative male consumers were interested in traveling, movies, clothing, eating-out, running shoes, and wallets;
however, female consumers' innovativeness was significantly related to previously determined items of inte-
rest. Two dimensions explaining the male consumers' products perception construct were ‘hard versus soft’
and ‘usual versus special’. Instead, female consumers' were ‘special versus usual’ and ‘expressive versus
functional’.

Key words: Product interest, Consumer Innovativeness, Gender difference in product interest, Gender dif-
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oA ASHEH 2] A EA4d0) tigk 74 Jung A FEFLZ HAE ATEHA] oL g FES AT
2013y o3/ o] FAd Wt F-7h Au] 28} 7%4«1 45 Sho] Zpzte] AFEol ek I =t HAlde WAE &
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Table 1. Independent t-test for product interest by gender

Mean (S.D.)
Product t
Male (n=200) Female (n=200)

TV 2.36 (1.121) 2.47 (1.156) 922
Bags 2.95 (.939) 3.70 ( .816) —8.470%*
Health food 2.32 (1.120) 2.61 (1.083) —2.632%*
Video games 3.07 (1.264) 1.98 (1.034) 9.436%*
Performances (operas, musicals, and theatres) 2.34 (1.167) 3.15 (.974) —7.491%*
Shoes 2.69 (.989) 3.48 (1.940) —8.134**
Skin care products 2.57 (1.073) 3.95 (.837) —14.391%**
Nail art products 1.43 (.712) 3.06 (1.285) —15.644%*
Laptop computers 3.13 (1.134) 2.68 (1.116) 4.000**

Hats & caps 2.99 (1.105) 2.85 (1.071) 1.287
Cosmetics 1.46 (.762) 3.79 (1.025) —25.849%*
Plastic surgery 1.47 ( .801) 2.95 (1.269) —13.947%*
Underwear 2.03 (1.022) 3.16 ( .888) —11.805**
Scarves 1.95 (1.013) 2.65 (.971) —7.105%*
Sports products 3.11 (1.145) 1.98 ( .876) 11.084**
Sportswear 3.12 (1.150) 2.09 (.968) 9.692%*
Watches 3.49 (1.012) 2.99 (1.002) 4.963**

Musical instruments 2.15 (1.136) 2.18 (1.039) -.276

£p<.05, **p<.01
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Table 1. Continued

Mean (S.D.)
Product !
Male (n=200) Female (n=200)
Accessories 2.35 (1.119) 3.50 ( .902) —11.314%*
Socks/Stockings 2.16 (1.020) 3.16 (1.025) —9.784**
Traveling 3.32 (1.251) 3.88 (1.927) —5.085%*
Movies 3.59 (1.187) 4.05 ( .926) —4.274%*
Motorcycles 2.06 (1.163) 1.48 ( .850) 5.692%*
Clothing 3.92 ( .876) 4.49 ( .694) —7.211%*
Eating-out 3.12 (1.028) 3.75 ( .967) —6.313**
Running shoes 3.68 ( .873) 3.90 ( .853) —2.492%
Cars 3.21 (1.162) 2.29 (1.119) 8.022%*
Car accessories 2.60 (1.236) 1.84 ( .934) 6.937**
Bicycles 2.85 (1.115) 2.25 (1.068) 5.541%*
Wallets 3.28 (1 .992) 3.56 ( .849) —3.033**
Books 2.68 (1.056) 2.93 (1.165) —2.249*
Teeth whitening 2.55(1.214) 3.50 (1.190) —7.900%*
Orthodontics 2.29 (1.258) 2.96 (1.342) —5.151%*
Cameras 2.60 (1.173) 3.25 (1.142) —5.614%*
Coffee 2.51 (1.199) 3.28 (1.144) —6.572%*
Coffee-related products 2.08 (1.077) 2.57 (1.197) —4.260%*
Desktop computers 3.38 (1.123) 2.39 (1.083) 8.975%*
Computer/Mobile-related products 3.22 (1.187) 2.19 (1.109) 8.967**
Tablet PC 2.96 (1.245) 2.51 (1.139) 3.730%*
Skin care shops 2.73 (1.239) 4.04 ( .958) —11.783**
Stationery 2.40 (1.008) 2.79 (1.197) —3.525%%*
Perfume 2.70 (1.117) 3.49 (1.094) —7.192%*
Hair accessories 1.88 ( .964) 3.18 (1.111) —12.498%*
Hair care products 2.16 (1.034) 3.28 (1.084) —10.524**
Mobile phones 3.55 (1.083) 3.64 ( .977) -921
*p<.05, **p<.01
o] vlsh B HAETL FOWA AAHA B Bio] oo A HEurk EUY B AR HA
Folehn & 4 9k, ] R JBA 7L Y Aholo] JF TIHS 7
S8 Lelste] Y-S FHTE ot e wHH
2. LHAA 4o 20 8F Ao S2HaA TR sho] 2B|RE A A 2tol & wlaLgt Al
A= AW Aol p<01 ol ol stAThF=10.584,
12709 WA Z Al 5 23] WA dade df1=1, d2=397). °I= B koA ofd o] WA 2
$930% ANEO), HEe) NS Helsrh BE  Ha4ol ART felsh £ A4S Helth 4
o] 824 A= dU 2z 3ato] 3.03(S.D.=.654)% A AT FAE TR AHolA fnl 7 slok E=ek o4
3.30(8.D=693)°-% o] HA KT} p<01 T S0l HSET AT B ARE F70] o gojo] 24

SJa7l = SlTh(=—4.113, @=398). A el s
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S5 AA 8= 2ol = sttt Ae, o] 8521 2870 Aol ek dA =7t =9kt
AEE o] 22 aHAEC] #4S V= A o]’ o] AFelM FAHES FAA ol =ETE AnhA
Fol FAAA &lsl7] flste] Ja4g Ha e & © 2 T JAEY FA T =X B2 FEE #4
H] 78 A o] AARAIE vloj=e] A8 S Y Hol= A o2 o itk v g A
2 Al B3 THTable 2). 7 A3, F4 2] Z-fol= 9 o] AP EL BE o E0] IS Hole AEol Bt
Aol w25 7h, WA E, 77, 712 R, ¥ U 22 #AE BoluA ald Gl t M=z 2E
o, 24, o], "—’.‘*ﬂ*ﬂﬂl oldy, Fs}, L EHpo], £, 9 Frehe A BvaL i e 5 vk ol= s
2], &8 A A, A3, Aok mw, xjof WA, 7|2}, o] AwH A ATt 52 AR w 7118k Ao
73], 98 ), o) 227 AE e A=) = o}
9}3} 2] 7-oll= EalAgd el 15— 5 7h, 14734 4570 S FE B E B Al Ae] e 7
=59, T 712 P, A A x s, AW Zato] FY RS o= 247t fEstel & A3
<, 7R/ s, A, AAM e, FEs 6}71, o1y, £ <Table 3>—<Table 4> #| A3}t A= o] 734
B3, 2, 914, $EB, A7, Aol W, o} A, A 71 BAGE S B2 ghel 3UL /1FOR Sef
AN, AT §F, 9% w4, GGE, GR A0 A AR PRSGON, JugTe) Jemt 4a) el
Table 2. Correlations between product interest and consumer innovativeness by gender
r
Product Male Female Product Male Female
(n=200) | (n=200) (n=200) | (n=200)
TV .054 .009 Motorcycles 189%* .056
Bags 314%* 254%* Clothing 265%* A408%*
Health food 182% .188** Eating-out 234%* 271%*
Video games .019 —-.035 Running shoes 349%* 356%*
Cars 113 .005
(operas, Iiirsfii:?s?r;cneds theatres) 2 S Car accessories .016 .037
Shoes 159% 256%* Bicycles 161* .088
Skin care products .163* 278%* Wallets 174%* .168*
Nail art products .005 129 Books 138 .009
Laptop computers .088 -.075 Teeth whitening 208%** .198**
Hats & caps 194%* 209%** Orthodontics 201 %** 181*
Cosmetics —-.031 .299%* Cameras 228%* 210%*
Plastic surgery .083 200%* Coffee 139% 185%*
Underwear .075 .106 Coffee-related products .011 .168*
Scarves .020 215%* Desktop computers —-.043 .045
Sports products 11 .077 Computer/Mobile-related products -.029 —-.048
Sportswear .100 .072 Tablet PC .044 .051
Watches .091 211%* Skin care shops 217%* 268%*
Musical instruments 153%* —-.022 Stationery .093 .142%*
Accessories 192%* 173* Perfume 236%* 214%*
Socks/Stockings .069 .169* Hair accessories .065 243%*
Traveling 369%* 353%%* Hair care products .032 263%%*
Movies 297** .324%* Mobile phones 121 .080

£p<.05, ¥*p<.01
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Table 3. Product categorization for male consumers

Interested

Innovativeness-related

High

Low

Traveling, movies, clothing,

Bags, health food, performances, shoes, skin care
products, hats & caps, musical instruments,

High . . laccessories, motorcycles, bicycles, teeth whitening,
eating-out, running shoes, wallets . .
orthodontics, cameras, coffee, skin care shops,
perfume

. TV, nail art products, cosmetics, plastic surgery,

Video games, laptop computers, sports products, P > P £ery.
underwear, scarves, socks/stockings, car accesso-

Low sportswear, watches, cars, desktop computers,

computer/mobile-related products, mobile phones

ries, books, coffee-related products, tablet PC,
stationery, hair accessories, hair care products

Table 4. Product categorization for fema

le consumers

Interested

Innovativeness-related

High

Low

Bags, performances, shoes, skin care products,
cosmetics, accessories, socks/stockings, traveling,

Health food, hats & caps, plastic surgery,

High movies, clothing, eating-out, running shoes, wallets, scarves, watches, orthodontics,
teeth whitening, cameras, coffee, skin care shops, coffee-related products, stationery
perfume, hair accessories, hair care products
TV, video games, laptop computers, sports
products, sportswear, musical instruments,
Low Nail art products, underwear, mobile phones motorcycles, cars, car accessories, bicycles,

books, desktop computers, computer/mobile-
related products, tablet PC
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Fig. 1. Male consumers' product perception map.
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Fig. 2. Female consumers' product perception map.
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