J. fash. bus. Vol. 20, No. 2:134-148, May. 2016 ISSN 1229-3350(Print)
http://dx.doi.org/10.12940/jfb.2016.20.2.134 ISSN 2288-1867(0Online)

An Analysis of Market Maven’s Shopping Behavior and
Multi-Channel Usage in the Fashion Retailing Market

*Heewon Sung - Junghwan Sung’
*Dept. of Clothing & Textiles, Gyeongsang National University
Global School of Media, Soongsil University

Abstract

In this study, we determined the characteristics and importance of market maven to
today’s fashion retailers. Market maven is defined as an individual who is highly involved in
the marketplace and takes a role as an information diffuser. In order to identify market
maven, a total of 415 data were collected from 30-40 consumers who purchased fashion
items from the various types of retailers. The data were divided into three groups based
on the average score of summated market maven’s scale, and the high group was referred
to as “market mavens.” Results suggested that the market mavens existed in the fashion
retailing market and presented the differences from the other two groups. The market
maven group spent more and purchased more fashion items than the other groups. With
respect to shopping behavior, the market maven group was more likely to browse and
bargain hunt when shopping, and showed higher mean scores on impulse buying and
overall satisfaction. In addition, market maven tended to purchase fashion items from
different types of retailers including online channel. Accordingly, market mavens seemed to
present common characteristics with heavy browser, recreational shopper, and/or
multi—-channel shopper. Market mavens showed shopping enjoyment characteristics when
searching for market-related information from various retailers, hence this segment should
be the essential target market in the multi-channel retailing environment.
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Table 1. Factor Analysis and Mean Scores of Market Mavenism

Factor Eigen Value
ltems Mean(SD) . (% of
loadings )
variance)

Market Mavenism (Mean=4.60, SD=1.03, a=.923)

| like introducing my friends to shopping for previously owned 455(125)| 843

products.

|.||ke helping people by providing them with information about many 469(1.01)| 878

kinds of products.

People ask me for information about products, places to shop, or 428(1.08)| 815

sales.

If someone asked where to get the best buy on several types of

products, | could tell him or her where to shop. 4.78(1.17)| 829 4.34
My friends think of me as a good source of information when it (72.30)

4.64(1.25)| .878

comes to new products or sales.

Think about a person who has information about a variety of

products and likes to share this information with others. This person

knows about new products, sales, and so on(where to acquire them, 4.67(1.12) 857

and what the price should be), but does not necessarily feel he or ’ ' ’

she is an expert on one particular product. How well would you say

this description fits you?

(KMO = .907; Bartlett’s test x* = 1748.35, p = .000)
Table 2. Mean Differences of Three Groups according to Market Mavenism
Group 1: Low Group 2: Medium Group 3: High
Non—Maven Medium Group Market Maven F
(N=134) (N=148) (N=133)
Market Maven 3.42 A 470 B 5.68 C 703.12

"*p<.001, Duncan’s test: A< B < C

Freick & Price, 1987; Jeon & Park, 2012; Walsh 32.6%(High)2 ?AS zlelgtol et 24 B8
et al., 2004)2t 22 2Al(trichotomization)22 & o XIOIDE AeE Aoz e 2 HAFRNAME Al
EEH N2 2RLEE ‘

E§IXE Jtsst & 250l & MBI HE0l JHE =2 FH2 AE dE20t
QUCH Table 22t 201 2 AFUAE AF HEI} Yt (market maven)' 22, J1& 22 FEHlow)2
A0l IOty <2 T (Low)0l 32.3%(134%, ‘HI®2It & (non-maven) 2z, =zt I
M=3.42), S22t H(Medium)0l  35.7%(148%, (Medium)2 ‘SE'CZ HYHOIULH LIA2AEH
M=4.7), & =28 &EH(High)ol 32%(133Y, (Duncan test)2 08510 g ANEEIIL &
M=5.68)22 ZFEIACt. Freick and Price(1987) ol 2 XI0IE Hlwst 21, Table 228 201 =<
= 31%(Low), 37%(Medium), 32%(High)2l 2L 2, g X0t ASE & = UL

Abratt et al.(1995)2 33.7%(Low), 33.7%(Medium), oty oIREHSAE EM0 X010t A=RE ¢
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Ol2D| <ol uxtE4S AAISHACHTable 3). 4, 2. ?d¥ AT @M= Hl
og, ussFE NY, 287 =Y0lds X010 A
A2M, Ol= Walsh et al.(2004)2 ARZDE X ANE dZ40 e =8g HEOo| XI0I2
Ketth. 287 o= XSHIMAMR |28 XI0IE A5 <ol S HRASE, BetRE, 570K,
LIEHH A =0I(x?=39.81, p=.000), 2I=H| XIZ0 BIN OIET &RZ2 ZEOI0 RUSHZ Ao
30-402tA AOl= =2t &t AIE 820 CHTable 4). 384 R0l &0l 0.5 0lat
N, 408t Ol&0IM=E AIE &EEIF EH0l =2 SctRd 12 HRAEE 1282 MASHR D,
E2 Aot A= AE L = UCH £&F 6o 49 ooz FE=LU Qo1 25
20Hst & OH0IENS) #2 LJAR2AH2A(Duncan 0.609-0.894 AHOI2 BZg S - ="
test) 22 G HlWS Zu, AIY 2SIt FH2 71.19%, <A=& H=+= .661-.862 AOIZ =4
OE & ZH0l dioh F0Het WS ==t =2/0I5 0f 28 Dist #0f QUACH SEHSS o
H = LEHRCE olefst Z2ite AIEEII 88 S HRAEEOIL EctRE, ESH0M #HSS of
ol =28 <2=H|9 X&0l =C= Jeon and 2102 LIEMGD, XHAIO) OHOI CHEH MBt=oQl
Park(2012), Goldsmith et al.(2003)2 H2Z 12t =T QOINA A =2 HAAM=5.25)2 LIEt
2 XI & O KHAIOl SEHGED R0HEH M CHoll E=olie
2 = U
Table 3. Demographic Differences of Three Groups
Non-Maven Medium Group Market Maven Total (%)
(82.3%) (35.7%) (82%)
Gender (x* = 3.48, p=.176)
Male 1 (50.6%) 4 (29.6%) 6 (19.8%) 81 (19.5%)
Female 7 (34.5%) 63 (38.2%) 45 (27.3%) 165 (39.8%)
Age ( = 4.58, p=.599)
30-34 6 (30.3%) 2 (35.3%) (34.5%) 119 (28.7%)
35-39 3 (39.3%) 3 (27.4%) 8 (33.3%) 84 (20.2%)
40-44 1 (31.3%) 0 (38.2%) 0 (30.5%) 131 (31.6%)
45-49 (29 6%) 3 (40.7%) 4 (29.6%) 81 (19.5%)
Level of education (x* = 3.55, p=.471)
High school graduate 2 (35.5%) 24 (38.7%) 16 (25.8%) 62 (14.9%)
College degree 96 (31.6%) 111 (36.5%) 97 (31.9%) 304 (73.3%)
Graduate degree 16 (32.7%) 13 (26.5%) 20 (40.8%) 49 (11.8%)
Occupation (x* = 10.37, p=.409)
Office worker 79 (33.1%) 89 (37.2%) 71 (29.7%) 239 (57.6%)
Professionals 11 (29.7%) 8 (21.6%) 18 (48.6%) 37 (8.9%)
self-employed 7 (22.6%) 15 (48.4%) 9 (29%) 31 (7.5%)
rechnicall production 9 (36%) 10 (40%) 6 (24%) 25 (6%)
Sales 7 (41.2%) 5 (29.4%) 5 (29.4%) 17 (4.1%)
Housewife 21 (31.8%) 21 (31.8%) 24 (36.4%) 66 (15.9%)
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Table 3. Demographic Differences of Three Groups (Continued)

 SFB/IHESSAZOA AE B2 4T #S

o ZEIWE 018EE =24

Non-Maven Medium Group Market Maven Total (%)
(32.3%) (35.7%) (32%) °
Level of income per month (x° = 8.26, p=.409) (Unit: won)
Less than 2 million 14 (43.8%) 9 (28.1%) 9 (28.1%) 32 (7.7%)
2-3 million 25 (36.2%) 24 (34.8%) 20 (29%) 69 (16.6%)
3-4 million 31 (32.6%) 39 (41.1%) 25 (26.3%) 95 (22.9%)
4-5 million 32 (32%) 37 (37%) 31 (31%) 100 (24.1%)
More than 5 million 32 (26.9%) 39 (32.8%) 48 (40.3%) 119 (28.7%)
Clothing expenditure per month (x* = 39.81, p=.000) (Unit: won)
Less than 100,000 41 (50.6%) 24 (29.6%) 16 (19.8%) 81 (19.5%)
100,000 — 200,000 57 (34.5%) 63 (38.2%) 45 (27.3%) 165 (39.8%)
200,000 - 300,000 27 (29.0%) 35 (37.6%) 31 (33.3%) 93 (22.4%)
300,000 - 400,000 4 (9.5%) 18 (42.9%) 20 (47.6%) 42 (10.1%)
More than 400,000 5 (14.7%) 8 (23.5%) 21 (61.8%) 34 (8.2%)
Cumulative number of fashion items purchased
Group Non—-Maven Medium group Market Maven F
Number off purchased
items (M=3.67) 3.31 A 3.48 A 4.24 B 13.56%%*
“*p<.001, Duncan’s test: A < B
Table 4. Factor Analysis and Mean Scores of Shopping Behavior
Factor | Eigen Value

ligtss Mean  (SD) loadings |(% of variance)
Bargain Hunting (Mean=4.53, SD=.83, a=.855)
| enjoy hunting for bargains when shop. 450 (1.02)] .880
| like to find many items on sale. 4,57 (1.03)| .860 285
| like to find competitive prices. 4.72 (0.95)| .730 (21.89)
| enjoy looking for every day low prices. 4.33 (0.97)| .768
Browsing (Mean=4.73, SD=.99, a=.661)
The percent of time | spent just looking around on the trip was fairly high. | 4.53 (1.20)| .829 1.78
| would say that | was primary "just looking around" on this trip. 4.93 (1.09)| .701 (13.70)
Impulse Buying (Mean=4.46, SD=.97, a=.775)
When | see anything with a new feature, | buy it and try out. 452 (1.21)] .609
| buy exciting products immediately if | see them. 4.36 (1.28)| .800 205
| buy anything if | suddenly feel compelled to buy. 4.45 (1.33)| .756 (17.33)
| buy anything | like without a lot of thinking. 452 (1.20)| .777
Overall Satisfaction (Mean=5.25, SD=.77, 0=.862)
Overall | am very satisfied with the product | choose. 5.35 (0.82)| .855
The product | choose meets my expectations. 5.26 (0.86)| .894 (12é3287)
The product | purchased almost coincide with my thought. 5.13 (0.92)| .878 '
Total % of variance = 71.19 (KMO = .788; Bartlett’s test x? = 2274.9, p = .000)
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o8 ATASO I0IE 246 ol YR_2 3. =&Y HEIME 0I28E HlW
AZA(Duncan test)E AAISIRALD, 1 Zite
Table 52t ZICt AIE 20t EH2 O & &8¢ ANE 280 OHE M ZHel ZEHE 0129
of dloll drRASE(M=5.01), Bct2& (M=5.18), & XHOIE mhetobdl o =2 6042t F00st 2F X
ST70H(M=4.92), MBtFQI DIEZ(M=5.61), 2E =0 70 HAE 2F HEIIOHAH SIRUCH 5IHe &
lOlA RSt =2 EZsS LEUUCHL AIE I R & oY AZS(N=269)0IA & =2
M2 HHE2 SAH=2H MOIE F=Fots SJ10t = L& BICE UEASH, HEEAE (N=249), O
J(Walsh et al., 2004) AEot= Al2HOILE XIEY] 23 /MHE0IE(N=242), B®H3I&(N=204), JI=&
) =2 MAHES LEIUHA(Goldsmith et al., (N=105) =22 UEISLCL OI0IE 242 <o st
2003; Jeon & Park, 2012) WX ALt FALE &, EgoE, ot2d, JtFE2 22t e
Eds AU I W20, EtREO0ILE SS+0H QIHY ATZE 2240122 2EGIH 2AF M3
SO0l HIwAE =H LIEtH X2 SOICH £E Al Al Z JHS THE = 0IEct=XE S4AGHALCE 10
& MEI 480l =S+5 MU0 SEEIF =0 o Mgots ol8st SEXHChannel 1)= &Xl SE
£ Stokburger-Sauer and Hoyer(2009)2| 13221t & 2 15%(63Y)E KXo, 2Z2he! 44
ot 20|, 2 AFUAE HESSAMEUA AIE & o RE0l 21T SEE BHH QIHY A S0 0
ot It MBtNol BRI (HE F dEHl & ol= 12 © 2H0IULL = 22l X 02
O|0I8H XOIDF U= W22 LIEHSICEH Ase HEE 2Eete MHES SAU AlEot
ANE 20t 32 HIRAEE NS OE S 22 2oistth. 018 L&M= Z2UZ, HE =
XtOIE LIEHLHRACE BRASEOl HSE DX, A= 2 2EE UEY ZEME K82 =cto e
A I Kot AZAAE 2D A0i(Babin et QIZol 1JH9 ME(24.8%)01%1, LiSez =2t
al.,, 1994), BiAISE #S0| AEX JIXE EU=Z OlF @I2ol 3-4XE(20.5%), =ctollt 2Ietol
AQIE A HEH0I UHLH(Price et al., 1988), 2THE(19.3%)0I1ACH. BZLE MHFLS Ol8dl=s S
=2 EH X E EUZ ReIH Ad#HEo L& gXt= & 145%(Channel 1 & 619, offline 2 57
(Cox et al.,2005)22 & =+ UAS AH0ICH AE A 9, offline 3-4 27¥)22 MM SEX2 34.9%=
ot ZHol HASE AZ#S A4l JtXietel 2 RXIGHRACEH Kim(2009)2] 7 ZIHESSHSET
HE & O Y=ol R Aoids =5 A7t 43.3%)01 dloll = HFUA 22l 2oeel &
ZRg A0Ith g M8 0I2XIF 65.1%F LEILE ZEIEE 018
Table 5. Mean Differences of Shopping Behaviors among Three Groups
Non-Maven Medium Group Market Maven F
(82.3%) (85.7%) (32%)
Bargain Hunting 4.03 A 4558 501 C 59.26™
Browsing 4.38 A 464 B 518 C 25.50™
Impulse buying 4.03 A 4.44 B 492 C 32.10™
Overall satisfaction 501 A 514 A 5.618 25.28™

“p<.001, Duncan’s test: A< B < C

144



Total (%)

63 (15.2%)
57 (13.7%)
27 (6.5%)

103 (24.8%)
80 (19.3%)
85 (20.5%)

=N

SH

HoZ 2FoH0 &2 1/30i of

Market Maven
(82%)
17 (27.0%)
13 (22.8%)
7 (25.9%)
22 (21.4%)
32 (40.0%)
42 (49.4%)

Medium Group
(35.7%)
20 (31.7%)
17 (29.8%)
12 (44.4%)
43 (41.7%)
31 (38.8%)
25 (28.4%)

E/HESSAZUNA A 82019 4Y

X
=4

o]

4

Non-Maven
(32.3%)
27 (47.4%)
8 (29.6%)
38 (36.9%)
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26 (41.3%)
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Channel 1
Online + Offlinet

Online + Offline2
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Table 6. Mean Differences of Multi-Channel Usage among Three Groups
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