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Comparative Analysis of Purchase Criteria and Information Sources for
Market Segmentation of Millennials and Gen Z Women Based on Hanbok Benefits Sought

YoungHyun Choi, ChiEun Kim, and Jin Hwa Lee'
Department of Clothing and Textile, Pusan National University; Busan, Korea

Abstract: This study aims to investigate the purchase criteria and information source usage of Millennial and Generation
Z (MZ generation) women based on their segmentation of benefits of Hanbok consumption. An online survey was con-
ducted with 327 female consumers in their 20s and 30s. An exploratory factor analysis (EFA) was performed using SPSS
28.0 to identify the underlying dimensions of the benefits sought while purchasing Hanbok. Nine benefit factors were
identified: practical-economical, trendy, comfortable, eco-friendly, hedonic, unique, situationally appropriate, offering cul-
tural learning, and traditional. A K-means cluster analysis of these factors was conducted, resulting in the classification
of respondents into six distinct groups: trendy, all-round value-seeking, tradition-oriented, comfort-oriented, cultural
learning experience-oriented, and situational appropriateness-seeking. One-way ANOVA and Duncan’s post-hoc tests
were carried out to examine the differences in purchase criteria and information source use across the groups. The results
revealed significant differences between the groups in both intrinsic and extrinsic purchase criteria, as well as in the use
of traditional media, digital media, expert opinions, and personal experiences as information sources. The findings provide
practical insights for developing targeted marketing strategies tailored to diverse consumer segments within the MZ gen-
eration. They also hold implications for the Hanbok industry, to formulate effective promotional strategies, and develop
digital marketing to enhance consumer engagement and satisfaction.

Key Words: benefits sought (3=7-3®), consumer segmentation (4~H]2} A|&3}), Hanbok(3H="), information sources(’d 1.
$1), millennials and Gen Z (MZA|t}), purchase criteria (7-7]715)
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E7FsA38 434 Aol HIsTh ol d7te X3
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FraEYe AHAE AES T FEsaAt ke 34
Ql S (want)e} 2 (need)ellX HIEEH, AlE AR A
ZIHEE 344 A3 T BAS on|dth(Peter & Olson,
1987). ol= A|FS AAARl A= FEEE 44 NE
S F(An et al, 2016), PR AA, 7154, AKSE R
< ZF5A1717] 91k S#A aclo g ZR8-3HtH(Haley, 1968). U}
2A o] FEdoldt, AnAE] S AEFoEH 7
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Lee, 2024).

Greenberg and McDonald(1989)= F7-8€]2- 711 7|9t A&
3}(person-based segmentation)9} 3 718k A& 3H(occasion-
based segmentation)?] F 7FA §3LoZ FEIATE 9F35H
okl A JHQL 719k MESE 8Rlole Alnd, |, F41, AN
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agleges {34, A, 54, AR, 7 I, 24,
57 5ol A=A
sk, Fraee Shim(2017)0] A-tellM vehhs g€
o

&7do] ofE}, AlF ARGC] A8HE wige] we} gk 4 9l
o, TUs M= Fl1e] HE)F Aol AlsEsH
el el 1 14e] gekd 4 Jth(Lim & Ryou, 2001).
oo B 3= 3hio] AW E3}4 753 EFAS Hkgshe

AN, MZAIRE] ARl 5A4E Rk el ale



308 YFYGSIR] A27H A4Z, 20259
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1 M= 739 (benefits soughty> AH]z} 7+ Fuj 3
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=Y 78 Fopll M= FrEES 7Nk gk Al Al
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o2 AEststar, 7k #79 f BE SAS AAYCR &
E3tarAt STk

24, Foi7|E
715 (purchase criteriayS AH]R7} TRkt tjotES H
7¥ste] Apple] 879k Hag SV S8 AR
EEH AFFS 9m3tH(Engel et al., 1986). 2] Fuj
T2 2HAPT 9ES FUT W 2EEke o9& £48 %
P (Lee & Kim, 2007), ©]& Full 2AFEAC AH40 4
n e A @40 th(Lee, 1995). o213 Foi71E WA
(intrinsic attributes)?} 21412 4+ (extrinsic attributes)©-
msed, WAE 9 a4 F4, T, s
1E AR EelH 542 oulsl, aE S9e 7
olmlA, 9 o] St o] AE ARRY F
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TREAT AEAE & 590 3o E A5
TEY, Fu7)E, AR olE, ATTATH &
7] @& E3helal k. WA, FrEdel] Ak &
M8 7 (Hwang & Ha, 2010; Lim & Ryou, 2001;
& Chung, 2007; Suh & Lee, 2024; Yim & Kim, 2023)
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w71 B AEe] 28 Ao AlolS B4s] Sl At 4678 (14.1%), &S 1789(54.4%), Histd £ o2 267
A (ANOVAYS B, A 7k Afelg Hop FAx oz (8.0%)°0% Wepith A Bxo] A5, sy E3h
1371 $18] Duncan®] ts H$ 737 (Duncan's multiple L 459(13.8%), SAFA-S 1449 (44.0%)0- 2 VERtow | =1
range testye TSI vHAo R, AE w30 AE=E 3 AR 158 (4.6%), Z2|A = 465 (14.1%), APFH= 529
Z37] 918l A2NkE Yuh(Cronbach’s a5 A&l W (15.9%)2 ZAEIITE FA9 SHARE 199(5.8%), 7IEk 4K
4 Quge BrlGon, aARAe BYdS BIs] ¢ 2ol Sok SHAE 6(1.8%) olth ABF 259 A,
3 KMO(Kaiser-Meyer-Olkin) 73793} Bartlette] 734 #HA 1008F & oJsle] 252 7F SHAT 76%H(23.2%)°1%2H,
< A AAE 1008F ¥ %3} 2005 9 ©|3}e] A5AR= 427(12.8%), 2005F
A ARl MZAI 428 ARt 3279 9] QIS Al 2 23} 3008 € ofsfe] A5Ak= 113%(34.6%) 0= 7FE =
548 ot 2k W A% 31.694(SD=6.85)% YERt 2 HES BT olojA] 3008 ¥ 23} 4009+ Y o]ke] A
o HEEEe] 735 AF olsit 778 (23.5%), Mt &2 Exl= 547(16.5%), 4005F 1 23} 5007 €1 o]ske] A5k
Table 1. Factor analysis on benefits sought in hanbok
Factor Item ?e::i:jaﬁ;fieiﬁg Eigenvalue e)?;i;l;l::cdi % Cronbach’a
I consider practical usability most important when choosing
hanbok. 798
I prefer hanbok that can be used in various situations. 709
1. Pracnzzll.j:(momlc ; r(;};(t)izzs:;itl;mbok that can be worn multiple times, emphasizing 643 3002 10722 0813
I choose hanbok with good cost-performance ratio. .601
I purchase hanbok only when I feel the price is reasonable. .598
I value hanbok that is economically worthwhile. 572
I prefer hanbok that reflects the latest trends. .824
2. Trendy value I want to wear hanbok that is sensitive to fashion trends. 810 2.582 9.220 0.869
Hanbok that reflects fashion trends is more attractive. 750
I prefer comfortable hanbok when worn. .860
3. Comfortable value I believe hanbok should be comfortable for movement. .828 2488 3,887 0.844
I consider it important that hanbok provides physical comfort 750
without tightness.
I prefer hanbok made from natural materials. .843
The eco-friendly value of hanbok is important in my purchase 829
4. Eco-friendly value decision. 2.357 8.419 0.826
[ value the traditional quality conveyed through natural dyes and 266
materials.
I feel pleasure when wearing hanbok. 815
5. Hedonic value Wearing hanbok is emotionally satisfying. 797 2.264 8.087 0.799
I wear hanbok to refresh my mood. 762
] I prefer hanbok with unique designs. .823
6 U‘r:;(lqsl:ness I want to wear hanbok that differentiates me from others. 796 2247 8.025 0.836
I value individuality in hanbok more than following trends. 7129
I choose hanbok suitable for specific events. 817
7. Situational . . ..
appropriateness Valuel prefer hanbok appropriate for ceremonies or traditional events. 779 2233 7.975 0.782
I consider it important that hanbok fits specific situations. 734
. Cultural learning I find it interesting to learn about Korean traditional culture 315
value through hanbok. 1.689 6.033 0.780
Wearing hanbok helps me understand its cultural meaning. .803
9. Tradition I prefer hanbok with traditional designs. - 847 1567 5508 0705
value I want to purchase hanbok that reflects traditional elements. .801
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Table 2. Market clustering using benefit-seeking dimensions

Variables Clusterl Cluster2

Cluster3 Cluster4

Cluster5

Cluste6

F
(Mean) (n=79) (n=71) (n=54) (n=47) (n=40) (n=36)

Practical-economic value 3.86 4.35 3.42 398 366 372 17.185%**

(M=3.87) BC: A D B C ¢ '
Trendy value 3.07 3.5 3.19 261 27 299 5.617%%*

(M=3.07) B A AB c BC BC '
Comfort value 3.99 4.54 373 4.34 421 34 2231 6%k

(M=4.09) C A D AB BC E '
Eco-friendly value 3.65 4.3 3.15 323 3.7 2.61 35.682%**

(M=3.48) B A C C ¢ D '
Hedonic value 3.78 4.61 3.67 3.1 424 437 62.734%%%

(M=3.97) C A C D B B '
Uniqueness value 343 33 3.04 28 34 291 4.025%**

(M=3.19) A AB ABC C A BC '
Situational appropriateness value 3.78 415 345 38 235 423 45.123%**

(M=3.71) B A C B D A '
Cultural learning 3.52 4.56 3.72 4.09 441 429 30,573 %%

value (M=4.06) D A D C AB BC ’
Tradition value 3.44 426 4.28 3.66 3.78 3.86 18.926%

(M=3.88) c A A BC B B '

. Cultl%ral Situational
All-round value- Tradition-value- ~ Comfort- learning .
Trendy X : i i appropriateness-
seeking oriented oriented experience .
consumer group seeking
consumer groupconsumer groupconsumer group  consumer o aroup
group

aDuncan test results A>B>C>D>E
*rkp <.001
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Table 3. Comparative analysis of intrinsic purchase criteria among segmented markets

All-round .. . . Situational
. Tradition-value- Comfort-oriented  Cultural learning .
. Trendy consumer  value-seeking . . appropriateness-
Intrinsic oriented consumer consumer group experience consumer .
group (n=79) consumer group By (n=54) (n=47) . (n=40) seeking consumer
(n=71) grotp grotp group (n=36)
i 3.99 4.46 3.85 4.09 435 4.58
Style & design 9.56] #+*
M=422) D B D CcD BC B
M=4.18) CB A c BC BC A
i 3.89 442 3.69 3.89 4.03 4
Mateﬁa] and 6.903%%%
quality (M =3.99) BC A ¢ BC BC BC
Fit 3.56 421 3.89 4.03 3.53 451
&maintainability 12.944***
(M =3.96) D AB C BC D A

aDuncan test results A>B>C>D
**kp <.001
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Table 4. Comparative analysis of extrinsic purchase criteria among segmented markets

Trendy consumer

All-round value- Tradition-value- Comfort-oriented Cultural learning

Situational
appropriateness-

Extrinsic seeking consumer oriented consumer consumer group experience consumer . F
group (n=79) roup (n=71) oup (n=>54) (n=47) roup (n = 40) seeking consumer
group grotp group group (n=36)
3.38 3.68 322 2.77 2.65 2.75
€00 9.026%**
(M=3.08) ABr A B C C C
3.66 4.17 3.54 3.57 3.68 3.81
Brand awareness 4.080%%*
(M=3.74) B A B B B B
i 3.62 397 345 345 3.30 3.69
Storft location & 3.706%*
service (M=3.58) AB A B B B AB
Price 3.59 4.17 3.9 4.05 4.28 43 -
(M=4.05) C AB B AB A A

2Duncan test results A>B>C
**p<01, ***p<.001
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(Table 4) Hip AAnije] Felze) Rz whgshs 5493 A-ol
ULk o]E2 B MF wiA|et HE oA disiMe 48
4.4. st=FT6|E0 e MEAIE ZH B 0|8 T o] AZE Boy, A4 HREUE el &
AEAPE 7 AR o829 xfel& 2457 fla YAt ZFAQl YAY AEe o FES We Aol Aok AE7HA
25 AASKAL Duncan®] T 9] A4S o]&st] AR A 7 AR JHR1E AEF AR el tiE AEEs o
At A3 BE oA g xelE G & U B rE w-erEl“‘”/P AT wA 2 OAE BE &8 Hee
AR A5 vitjols S 7IXFF AB|AREA e Ao R e HolQlt), o]E2 N HHKHT} o&gk )
=7t 7P A e v, SEAIRY Akl s 7P Aol E51 el 7|9kt AbAd A Blvk At
w2 £ES Bk EA, URE wtle] 9] A 7HXS T T SRR AAH R Y &8 o] W2 AT
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27 )70 g N e 7S 22l Th FAE 7Pl £ A0 AFErh AU Aua
w9y, AN ARl Y we 55 /1S 22 AE A3 deiie vad we ke nRou A
Aok, Ao R, A7 AW FRAME 2H 1 Aok Mg F Al L OE PR BEwE B ol o) olSo]
Fglapl UERtor], ARAPAET aulAdrel MBS APA }e wx PEY D52 5 4 F49 4nE
B7hE WOl W, AERFT AL b e BkE B, SR MAlcks BohY el el &5@ AAsh
ehct. el sl RS wddiny, nElo R, ARAPHET
ARAG R ABL ol8el o W7t Ak AR JHE 2udee A0E AU OAE JRe] i 88wt e
T AHARES A wiA], RE wiA], A& 97, R A E oz, 447 2 A 484 Frol ks kg
T e E dEolA 7Pt 2 HeE Hol, ohdst ste ATS BT ol&2 573 dsolxY e 5Hd A
AEAS HFH 0" SE3l= 4 ?'é A FJeko = et G AEE BH 0w gaim, 53] AL HEE 4
53] A% AL A& el gt & AIEE BHown, A 7IRke] R} HAl tAE FRE FAl FAlskE §A4S
ol& o]5°] Hu N AAE S TR HFE Ad A drh(Table 5).
Table 5. Comparative analysis of information sources among segmented markets
. All-round value- Tradition-value- Comfort-oriented Cultural learning Sltua'tlonal
Information ~ Trendy consumer . . . appropriateness-
seeking consumer oriented consumer consumer  experience consumer .
Sources group (n=79) roup(n = 71) roup(n = 54) oup(n = 47) roup(n = 40) seeking consumer
group group group! group group(n = 36)
M=3.01) Be A B CD D BC
Digital media 3.51 3.81 3.36 323 3.23 3.58 4200%#*
M=3.45) AB A AB B B AB
Private networks 3.48 3.76 3.51 3.54 33 3.44 1649
M=3.51) AB A AB AB B AB '
i 3.46 3.8 3.53 3.19 3.11 3.46
.Profe5510nal 4042555
opinion(M = 3.43) ABC A AB BC C ABC
Personal 4.07 437 39 4.14 4.23 4.51
experience 5.3k
(M =4.20) CD AB D B BC A

2Duncan test results A>B>C>D
*rkp <.001
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