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Abstract 

As a result of industrialisation and westernisation, Korean society has developed rapidly since 

1960's. This has caused social changes, and in particular, sophisticated consumer needs and 

wants. One of the social trends is the emergence of the new generation within Korean society. 

The new generation has grown and has enjoyed economic benefits since 1960's. In accordance 

with the change of society and contemporary culture, it is very important to understand the new 

generation. The tendency of the new generation is different from the former generation in its 

way of thinking, values and purchasing patterns. They also have a strong purchasing power and 

have grown to be a main target group. Because of this, most organizations arc trying to analyze 

how they consumes and acts. 

The understanding of the new generation in the market place is effective and useful to the 

application of an organization 's marketing strategy and decision marking. In the automobile 

industry, particularly, life-style research provides better ideas and appropriate infom1ation as to 

why the new generation purchases or prefers particular products rather than ho'rv they consume. 

In this regards, this dissertation attempts to analyse: 

• The new generation and their life-style 

• Relationship between life-style and consumer behavior 

• Relationship between life-style and marketing strategy 

• Life-style analysis and its types 



Chapter 1. 

Introduction 

1-1. Background 
1-2. Aims of the Research 
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Chapter 1. 

Introduction 

1-1. Background 

Consumers make the survival of organizations possible. This m~::ans that consumer-oriented anJ 

social-oriented marketing strategies are in the spotlight and this fonns the center nf marh·ting 

research. However, not all organizations succeed in business en~n though consun1crs exist. 

Consider those business organizations which are well-knov\·n to specific consumer groups. The' 

recognize consumer's trends and the importance of research into consumer bcha,·ior. These arc 

reasons for the organization· s success in the market place. 

Also, organizations that possess latent faculties and resources may approach consumers on thi s 

basis. As a result of this position. segmentation of consumer groups according to marketing 

criteria and distinctive market approach efforts have been required. 

This dissertation - 'study on life-style of new generation consumer and consumer hehaYior for 

marketing strategy in the automobi le industry in Korea· is to understand the concept of consumer 

behavior within the new generation from a marketing point of view. This life-st~ lc research can 

be used as a tool to easily segment markets based on a \·ariety of consumer desires. 

2 
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The new generation has become an important consumer group to the marketing . trategt. t. 

Therefore, research into the new generation· s life-style and consumer heha' 1or arc t)f pnml.· 

importance to the marketer. Life-style research invoh ·es aspects such a product dc~1gn. hranJ 

naming, advertising and promotion. 

1-2. Aims of the Research 

As a result of the effects of ' post-industrial ' . ' the newest of technology· and ·an information

oriented society' in Korea. the rapid progress of Korean industri alization has created a numhn 

of social problems. For example. delinquency. confusion of values. adoption of \\estern culture 

thoughtlessly and environmental pollution. The effort to overcome these soc ial prohkms is 

actively proceeding in various fields of society. such as business organizations and soc ial 

communities. Some examples of business efforts involve envi ronmental protection. consumer

oriented business management and quality of product and service . Also ocial communitie~ 

work to re-evaluate the role of women. promote leisure time and cultural life in the modem 

Korean society. 

As Korean society has become more westernized. people· s consumption activities haH' become 

more complex and varied. especially since strong economic development ensures fundamental 

3 
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needs such as food, clothes and shelter. Consequent ly. Koreans ha,·e de,·elopcd a high degree of 

consumerism due to an increased and more sophisticated le,·el of consumption. 

For the purpose of organizations· economic activities. modem marketing management is focu. eJ 

on consumers. These organizations consider satisfying the consumers· desi re as an impnnant 

task for marketing strategies. Therefore. the importance of consumer behaYior. and its effects tHl 

the abi lity of organizations to succeed in the market place are highly recogni;ed h~ m:u l.. l'tl'rs 

(Lim, 1988, p 16). 

The primary task of business organ izations at present. is to analyse and understand the ne'' 

generation group which is paving the way for fashion. searching for ori gina lity and as a result 

possess a variety of consumption patterns. At the same time the new generation consumer seems 

to have a great influence upon the market. This influence is recognized by organizations and 

accommodated for in future business management. Understanding Ill'\\ generation· s 

consumerism and life-style, and then researching their characteristics is vita l for fu ture marketing 

strategies. 

Consequently, the purpose of this research is to analyse : 

• appearance of the new generation 

• characteristics of the new generation 

• relationship between life-style and general consumer behavior 

• re lationship between life-sty le and marketing strategy based on existing theory 

• life-style research and its types 

4 
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needs such as food, clothes and shelter. Consequently, Koreans have developed a high degree of 

consumerism due to an increased and more sophisticated level of consumption. 

For the purpose of organizations' economic activities. modem marketing management is focused 

on consumers. These organizations consider satisfying the consumers· desire as an important 

task for marketing strategies. Therefore, the importance of consumer behavior. and its effects on 

the ability of organizations to succeed in the market place are highly recognized by marketers 

(Lim, 1988, p 16). 

The primary task of business organizations at present, is to analyse and understand the new 

generation group which is paving the way for fashion, searching for originality and as a result 

possess a variety of consumption patterns. At the same time the new generation consumer seems 

to have a great influence upon the market. This influence is recognized by organizations and 

accommodated for in future business management. Understanding new generation· s 

consumerism and life-style, and then researching their characteristics is vital for future marketing 

strategies. 

Consequently, the purpose of this research is to analyse: 

• appearance of the new generation 

• characteristics of the new generation 

• relationship between life-style and general consumer behavior 

• relationship between life-style and marketing strategy based on existing theory 

• life-style research and its types 
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Analyzing the new generation 's general propensi ty through life-style research will provide 

appropriate marketing strategies for the new generation consumer group m the automobile 

industry within Korea. 

1-3. Defining the problem 

As Korean society has become industrialized and westernized, the mode of living of Korean 

people has changed due to improvements in the standard of living and rise in income, as well as 

an increase in leisure time. A sudden rise in income is an important factor to establish a higher 

quality of consumption pattern within Korea. These changes of consumer's desire require new 

marketing strategies for organizations. 

Previously the general philosophy of business was "produce as much as you can because there is 

a limitless market" (Nickels, 1978, p49). Given the limited production capabi lity and the vast 

demand for products in those days, such a philosophy was both logical and profitable. Also there 

was a need for greater productive capacity, and businesses naturally had a production orientation. 

This meant that the goals of business were centred on production, and that little attention was 

given to marketing. But, in modem society, supply now exceeds demand and firms have to have 

more emphasis on marketing. 

5 
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The broad definition of marketing is "marketing consists of all activities designed to generate and 

facilitate any exchange intended to satisfy human needs or wants" (Stanton. et.al.. 1994. p5). 

Also marketing applications have been broadened to include nonbusiness organizations as well. 

The marketing concept has been a guiding philosophy for sellers, but not for buyers. For this 

reason, progressive organizations seem to be moving toward to a new marketing concept. This is 

known as the ' broadened marketing concept' . It provides a philosophy of management that 

states that the customers ' want satisfaction is the economic and social justification for the 

existence of any enterprise, whether it be for profit or not for profit. Consequently. in the 

commercial world all company activities should be devoted to determining customers· want s 

and then satisfying those wants, while still making a profit over the long run (Stanton. et.al.. 

1994, p56). 

Therefore, marketing is important in contemporary business because it is directly concemed with 

the end purpose of business enterpri se - the profitable creation and sale of products and services. 

that satisfy customer requirements (Buzzel, et.al. , 1972, p 18). 

In recent years, consumer requirements have become more complex and diverse and have caused 

changes in consumer values and beliefs. Thus, firms have to recognize the importance of 

marketing and establish new and appropriate marketing strategies. In other words, the success of 

a business depends on the quality of its marketing strategies, and the quality of marketing 

strategies depends on knowing, serving, and influencing consumers to achieve organizational 

objectives (Paul, et.al. , 1990, p4). Moreover, among the product characteristics, it is recognized 

6 
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that some products possess symbolic features, and that consumption of them may depend more 

on their social and psychological meaning rather than on their functional util ity (Paul. et.al.. 

1990, p445). For the sake of a firm 's success and growth. they have to analyse the consumer·s 

psychological structure and attitudes in order to sati sfy their needs and wants adequately. 

More specifically, only firms that possess appropriate marketing concepts wi ll succeed. 

Appropriate marketing concept must satisfy the consumer·s needs and wants. providing 

sufficient and adequate information of their product. as well as responding to the consumer· s 

requirements more effectively. To accomplish this, firms should properly deftne and analyse 

consumer's perceptions, attitudes and interests. Also, firms have to immediately analyse a 

variety of changes to consumption activities and set up marketing strategies. Based on the 

consumer's needs and wants, firms have started research on consumer behavior as a new analysis 

method for marketing strategies. 

Consumer's purchasing attitudes are influenced by factors such as demographic and life-style 

analysis. Therefore, analysis of demographjc characteristics and life-style are a fundamental 

method for market segmentation which provide important data on how to establish marketing 

strategies. On this basis, the necessity of life-sty le research can be justified by four reasons: 

• Descriptive model for consumer behavior 

• Market segmentation 

• Understanding social trends and consumer's life-style 

• Developing new products and establishing market strategies 

7 
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After all, firms are required to draw their chance of business success in the market place from 

life-style research, this business activity can be a 'marketing effort· for a fi rm·s future marketing 

plan (Yoo, 1995, p 116). 

The new generation consumer has emerged as an important consumer group in Korean society. 

Similarly, an organisational marketing concepts have shifted from a product driven marketing 

strategy to a more consumer-orientated market approach. Consequently. a significant need for 

consumer understanding and life style research has become obvious to business organisations. 

Therefore, this dissertation, analyses the possibility of life-style research subject to the new 

generation consumers based on the automobile industry. 

1-4. Significance 

In general , this research on the new generation consumer group in Korea and their automobi le 

purchase behavior based on life-style analysis provides organizations with information which 

demonstrate the impact that the new generation has had on the market place. 

Even though, the new generation has emerged as an important consumer group with strong 

purchasing power and at the same time, leading and creating new fashion sty les and thus 

influencing the market, organizations were suffering from a lack of information about the new 

8 
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generation. As a result, many companies have failed to fully exploit the market potential of this 

group. 

For this reason, this study wi ll provide information about the new generation which will be 

useful to automobile companies. This study will also assist organizations which are 

manufacturing short-lived fads products in to effectively position their products and predict the 

new generation' s consumption trends. Specifically, it attempts to successfully segment the 

automobi le market and position products appropriately for the new generation consumers. 

It is worth noting that ' Samsung ' company will start manufacturing automobiles from 1998. 

This means that the Korean automobile industry wi ll comprise five companies in competition 

including Hyundai, Daewoo. Kia. and Asia. (Kim, 1995, p 151 ). This study will help to better 

understand the new generation consumer and wi ll suggest marketing strategies related to their 

product preference such as brand, design, and color as well as sales promotion and media 

strategies. 

1-5. Methodology 

The method used in this dissertation was a general social science research method "formulative 

or exploratory studies". Therefore, this dissertation analysed the life-style of the new generation 

by: 

• using related references 

9 
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• collecting information 

• classifying information 

• analysing information 

The study reviewed the literature on the new generation and life-style analysis. For analysing the 

new generation's automobile purchase patterns and trends. it used secondary data which was 

conducted by Korean Statistics Association and Hyundai Automobile company. 

Accordingly, the contents of this dissertation are as follows. Chapter one as an introduction 

describes background, aims, defining problems, significance and methodology. Chapter two 

examines the theoretical background and provides an overview of the li fe-style of the new 

generation. Chapter three discusses the relationship between life-style and consumer behaYior. 

In chapter four, mention is made of existing domestic and international research on life-style 

related to marketing strategies. The life-style analysis and its types are mentioned in Chapter 

five . Finally, in chapter six , I have summarized the contents of this dissertation and have 

proposed more effective marketing strategies for the new generation consumer group in the 

automobile industry in Korea. 

10 



Chapter 2. 

Theoretical Background of the New Generation and 
their Life-Style 

2-1. The new generation consumer 

2-1-1. The concept of the new generation 

2-1-2. The appearance of the new generation 

2-1-3. Characteristics of the new generation 



MBA Dissertation NT U 

Chapter 2. 

Theoretical background of the new generation and their life-style 

2-1. The new generation consumer 

The concept of ' the new generation consumer' that is selected as a subject in this dissertation. is 

also often associated with sudden social changes. However, its concept and characteristics are 

still open to discussion and beyond the scope of this paper. 

Nevertheless, this chapter wi ll examine the new generation and their characteristics based on 

precedent research. 

2-2. The concept of the new generation 

' Generation' or 'Age group' terms are biological as well as sociological concepts because 

each age group has a unique social expectation, role, value, life-style and personality which differ 

from other age groups. 

II 
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The broader concept of generation can be classified into four major dimensions. 

• ' Parents ' or 'children generation ' in terms of family preservation 

• Demographic cohort 

• Certain level of life-cycle such as 'adolescence' and ' old generation' 

• The generation who has same specific historical experience, for example. The Korean War in 

1950, and April 19th Student Revolution. 

(Association of Korean Sociology, 1990) 

The method of classifying generation depends on theorists, but generally it is divided into two 

groups. One is a ' life-cycle model' based on age and the other is ' experiential model' based on 

social situation and experience (Association of Korean Sociology, 1990). 

As a life-cycle model, consumers can be identified as a ' child consumer', ' adolescent consumer' , 

' adult consumer' , and 'old-aged consumer' . The experiential model includes ·industrial 

consumer', 'transitional consumer', and ' post-industrial consumer' (Lee, 1992. p33-34). Thus, 

in the case of Korea, the life-cycle and experiential models can be incorporated by classifying 

consumer groups into ' former generation' and ' new generation consumer' . 

Therefore, the definition of the new generation in Korea is : 

• Born after the Korean war 

• Has grown without economic difficulties and enjoyed economic benefits 

• Become social ized under small family system due to declined birth rate and nuclear family 

system 

12 
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• Generation who has an experience of sudden change of politics. economics and culture 

• Aged under 35 years old, and in the historical point of view, they are similar in many ways to 

the post-baby boomer and postwar generation (Association of Korean Sociology. 1990). 

Furthermore, the concept of the new generation does not only include demographic aspects such 

as age and occupation. but also ideas, life-style and individuality associated with freedom of 

choice and contemporary ideas. 

2-3. The appearance of the new generation 

A new culture and life-style that occurs within a society does not emerge from a social and 

cultural vacuum, it is a creature of history. It occurs as a result of political, economic. social, 

and cultural changes. According to this theory, by understanding changes of a whole social 

system, we can predict cultural and consumption changes that accompany social changes, 

including, the appearance of a new consumer group. 

In this paragraph examination will be made of historical, social and cultural aspects that caused 

the appearance of the new generation. 

For a period of 40 years after Korean liberation from Japanese rule, amidst the opposition o f the 

East/West ideology, Koreans have suffered from national separation (Ahn, et.al. , 1987, p76). 

13 



[ MBA Dissertation NTU 

The fate of Korea's separation was greatly determined by the western countries who had 

controll ing power. The Korean people were forced to sacri fice themselves to the conditions that 

they had no power over. This instilled in people' s consciousness the hopes and courage to ri se 

above adversity, to have faith in one's optimism and to toll hard despite the circumstances. This 

united the minds of many Koreans, and instilled values of rebuilding one's nation and striving 

for economic improvement. Such a response was a direct reaction to the ideological disruption 

of a national consciousness (Ahn, et.al. , 1987, p77). Consequently, in spite of many restrictions 

due to the division, Korean economy grew rapidly since the 1960's because the Koreans had a 

keen desire for modernization and industrialization. 

Since the 1960's, material affluence, technical improvement and information industry 

development have occurred due to economic growth. These developments have not only caused 

a change of economic structure but also a change in the consumer' s psychological structure, 

particularly a shift in behavior and values. The range of these changes is broad, especially as the 

former generation who took the leading role in past economic growth, shifted their role onto the 

new generation (Yang, 1992, p147). 

However, the development of the new generation is often at the discretion of the parents. That 

is, it can be found that the new generation first developed within the family environment. 

Emergence of the new generation has been liberal values which are more accepting of the variety 

life-style of the new generation. This has been encouraged by external economic fac tor such as 

' Bubble economy'. Their strong purchasing power is associated with increasing income levels. 

14 
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a sudden rise in real estate value and the development of the share market due to a trade surplus 

since the mid 1980's (Hwang, 1994, p40). 

They are also a creature of 'Global Age' . Since the ' Asian Games· and ·seoul Olympics· in 

1986 and 1988, Korea has become a wel l-known country in the world . Also. in the 1980's. the 

color TV came into wider use and it created 'a color revolution ' and 'a variety society' and 

influenced the daily life-style and the living structure of the people. The 'color revolution· put 

great emphasis on style as well as dai ly product, and therefore. it has influenced fashion. interior. 

and graphic design within Korea. 

Moreover, the school uniform liberalization which was carried out since 1983 created ·junior 

fashion' and an increase in teenagers ' interest towards fashion. Also, the tendency of 

liberal ization from the colorless standardized styles impacted on the mental ity of the new 

generation and therefore, led to the rapid development of their own apparel culture. 

Furthermore, another trend also influenced the new generation - the introduction of famous 

foreign brand products. This occurred as a result of ' liberalization of overseas travel in 1988 ' 

and ' open importing policy ', and this created a variety in the fashion industry and led to higher 

quality of clothing. 

These rapid social and cultural changes led to environmental changes, culminating in what is 

known as the 'New generation consumer' (Hankok Korean Daily Newspaper, 1989). 

In the Table 2-1 , it is to sum up some aspects of appearance background of the new generation. 

15 
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(Table 2-1) The historical background of the new generation 

Background 

Affluence generation Promotion and success of industrialization 

Sensible generation Emergence media such as TV, radio, VTR 

Openness generation Nuclear family system, communication network 

improvement 

Utility generation Utilitarianism 

Educated generation Educational equalization 

(Source :Administration and Marketing: Korean Monthly magazine, 1989, p35) 

2-4. Characteristics of the new generation 

First, it has to define the new generation's characteristics m order to understand the new 

generation. 

The new generation had an adolescent period dur ing which industrialization in Korea was 

already in progress in the 1960's and 70's. Industrialization was accompanied by urbanization. 

specialized occupation as well as a change of industrial structures. For those reasons, they have a 

higher expectation of development, an idea of prime economism, materialism. and a strong desire 

for achievement (Jung, 1987, p 12 1-152). 

From this point of view, the new generation's characteristics are similar to the transitional 

16 
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consumer and have some characteristics of post industrial consumer at the same time. 

As Table 2 - 2, it illustrates the consumer types based on historical factors. 

(Table 2-2). Consumer types based on historical factors 

Consumer Types Historical factors 

Industrial Consumer - emerge between the 1920 · s and the 1960 · s 

- increase in materialistic. personal ownership and the 

pursuit of social improvements 

- emphasis on accumulation of riches and do not consider 

the affects of their consumption behavior on society and 

environment 

Transitional Consumer - emerge between the 1960's and the 1990's 

- make decisions in relation to serious social problems 

such as inflation, energy crisis, lack of resources. 

environmental pollution and government restrictions 

- confl ict between traditional values and modern social 

envi ronment 

Post-industrial Consumer - emerge after the 1990' s 

- more interested in utilities than possession 

- pursuit of joint ownership or lease 

- recycling 

- quality before quantity 

- understands and recognize rights and responsibil ities of 

consumensm 

(Source: Ch01, 1991 , pl 26) 

17 



MBA Dissertation NTU 

The transitional consumer reached their majority between 1960 - 1990 and they had been 

educated by their parents and teachers who belonged to industrial consumer types. Therefore. 

the new generation grew up with social circumstances such as inflation. lack of natural resources. 

energy crises, environmental pollution, government market, restriction policies. and so on. They 

are also in confusion over the existing value of materialism and its negative effects on society 

such as over consumption and social disparity. The new generation is similar to the transitional 

consumer, in that it is concerned primarily with occupation and consumption but they do not 

consider the effects of their economic behavior on society. However, they also have some 

similar characteristics to post-industri al consumer. They have emerged after the 1990's and are 

socialized by the transitional consumer. Yet, they have also shaped effective. responsible 

consumption patterns, and are concerned with environmentally friendly products (Choi, 1987, 

p203-222). 

Hence, the new generation has been influenced by the transitional consumer. yet exists in the 

post-industrial age. Therefore, the new generation can be described as a combination of both 

consumer types. 

In general, the new generation has different characteristics to the former generation. They have 

their own unique life-style and values. The new generation were born when industrial ization 

was fust promoted within Korea, so they have grown and enjoyed economic benefits since the 

1960s. Due to economic development, they have grown without economic hardship and under 

18 
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the more contemporary nuclear family system. They have been exposed to Yisual-audio media 

such as TV, movies, radio and VTR (Hankok Korean Daily Newspaper. 1990). 

The new generation is technologically literate and accustomed to operating Hi-tech machinery 

and sophisticated equipments. 

Therefore, their characteristics can be defined as individualistic and sophisticated and they are 

different from the former generation in ways of thinking, values and consumption patterns. 

According to the census conducted by the 'Economic Planning Board'. the new generation 

comprises of 115 of the entire population. This is the largest single group within Korea. At the 

time ofthe census, there were 9.54 million people ( 19.7%) between the age of20 - 29 (Hankok 

Korean Daily Newspaper, 1990). Although, the estimated population numbers wi ll decrease 

because of a reduced birth rate. the size of the new generation will continue to grow due to the 

strong influence of the new generation. 

Emerging as a major new consumer group, the new generation is an important consumer group 

in marketing and they will form a different consumerism from the existing one in many ways. 

Now, let's look at more specific consumer characteristics of the new generation. 

19 
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• Adherence to short-lived fashion trends 

The new generation strictly fo llows short-lived trends or fads and they exhibit an immature 

consumer pattern. Fashions are determined by media. through advertising. moYies. teleYision 

programs and celebrities. Also, fashion styles are often influenced by western trends and famous 

foreign brand names are popular with the new generation consumer. Visual influence is 

unusually strong within the new generation consumer culture, hence the aesthetics of a product 

must be suitable to the new generation tastes to ensure its success in the market. 

On this basis, the new generation has focused on 'external factors' that are associated with 

'seeing· and it has created an emotional , unobjective consumer culture that is determined by 

image-oriented trends (Josun Korean Daily Newspaper. I 989, p22). 

• Anti-authoritarianism 

A Gallup survey in 1985 about ' the awareness of Korean teenager' from 1,015 respondents aged 

from 20 to 24 years within Korea is summarised in Table 2-3. 

20 
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(Table 2-3) The survey result 

Topic: "The awareness of Korean teenagers'' 

Questions 

What is most important to Individual 26% 

you in the future, individual 

happiness or national Nation 15.4% 

happiness ? 

Ultimate goal Do whatever 53% 

of their they wish 

life Achieve a 

comfortable 16% 

life style 

Achieve high 

social standard 5% 

(Source: Hankok Korean Daily Newspaper, 1989) 

This survey shows the new generation is developing a ·petit bourgeois ' views towards social and 

cultural changes. These changes include a reassessment of the traditional patriarchal system. the 

decline in the birth-rate, the collapse of the large family system due to industrial ization and 

urbanization. Hence, the new generation has an anti-authoritarianism characteristic which is 
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made evident by concerns self-fulfi lment and personal expression (Hankok Korean Daih 

Newspaper, 1989). 

• Polarization within the new generation 

Generally, the new generation has a different idea to the former generation. this is refl ected by 

their mode of living and values. However. within the new generation. further polarization of 

beliefs exist, polarization between the ideological and non-ideological that separates the nc\\' 

generation culture is evident in publications, language, slogans and dress between anti 

government students and pro-government students (Hankok Korean Daily Newspaper. 1988). 

In consumerism, the new generation has a complex and distinct consumption pattern with a 

particular preference for short lived fads and foreign imports. They also attempt to create a 

unique Korean culture by rejecting injudicious western culture (Hankok Korean Daily 

Newspaper, 1988). 

These trends influence fashions therefore, Korean shirts which are popular in university towns 

combine western style and Korean traditional dress style. This means that the new generation 

fully utilizes both the contemporary and the traditional. Such psychological structures do not 

indicate sacrifice, but rather adaptation. The new generation has adapted the ideas of two 

cultures and created a balance between the conflicting values. 

22 



[ MBA Dissertation NTU 

In consumer trends such as adaptation and merging of two cultures have created the ·seeing· . and 

' feeling' consumer culture, which has led to the short lived fashion fads of the new generation 

group (Mut Korean Monthly Magazine, 1987, p238). 
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Chapter 3. 

Relationship between life-style and consumer behavior 

3-1. Development Background of Life-style analysis 

Before the life-style concept was adopted in market research. the demographic profi le was 

probably the most familiar. Age. income, education, and other indications of position in life 

space have a great influence on so many kinds of consumer behavior that users of a product or a 

brand, viewers of a particular TV program, or readers of a magazine are virtually certain to 

differ from the rest of the population on one or more of the common demographic dimensions. 

But, demographic profiles, essential though they may be. have not been sufficient. Especially 

since the end of World War II researchers have engaged in a continuous search for new, more 

comprehensive descriptions. It is as though demographics provided only a nodding 

acquaintance, and marketers wanted to know their consumers much better (Wells, 1975. p 196). 

Such a new research has followed two di fferent directions. Those were ·personality' research by 

Koponec, and ' motivation' research by Dichter (Wells, 1975, p 196). Personality research is 

analyzing the interrelationship between obtained score from standard personality inventories and 

consumer behavior, but the work with personality inventories has been judged ·equivocal'. The 

correlations have almost invariably been low, and the relationships uncovered have often been so 
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abstract that they could not be used with confidence in making real-world marketing decisions. 

However, motivation research has fared much better. In spite of severe critic isms on both ethical 

and methodological grounds, motivation research had a great vogue in its form of ·qualitatiw 

study' (Wells, 1975, p 197). 

On this basis, sometime during the 1960s a blend of these two traditions began to take shape. 

Variously called ' life-style', ' psychographic' or 'activity and attitude research· (Kassarjian. 

et.al., 1981 , p 181 ). This research combines the objectivity of the personality inventory with the 

rich, consumer-oriented. descriptive detail of the qualitative motivation research investigation. 

This has attracted considerable attention, both among 'academics' and among practitioners. It 

has also attracted its share of cri ticism, and its share of skeptical questions as to its true 

usefulness and value ( Kassarj ian, et.al. , 1 98 1, p 181). 

3-2. The definition of the " life style" 

When and where the term ' life-style' was coined is not known but most people have some 

understanding of what is meant by ' life-style'. An analysis of this concept from a consumer

behaviour perspective suffers from a lack of a universally accepted definition. Life-style 

appears in the literature of poets and novelists as well as in that of economists and psychologists 

(Song, 1994, p 157). Therefore, the term ' life-style' has been widely used in a different way 
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according to analysis of sociologists and psychologist even though the origin of the tenn is not 

known. 

Some of the earliest uses of the tenn ' life-style' in marketing-oriented studies of consumer 

behavior appeared in 1963 when AMA (American Marketing Assoc iation) held symposium 

about ' Influence of life-style and market-behaviour' (Laser, 197 L p483). 

In the symposium, William Lazer adopted the life-style concept fi rst and defined it as .. the 

distinctive or characteristic mode of living of a whole society or a segment of a society and it is 

tangible result of culture, resources, symbols, licence and sanction" (Kim, 1980 p 153-1 55). 

Lazer emphasized environmental influences on the "mode of living", such as class, life cycle. 

and the fami ly. Current li fe-s tyle research examines internal considerations, such as personality 

and self-concept as well (Cohen, 198 1, p248). 

Life-style has emerged from various social influences. They are also derived from the 

individual 's personal value system and personality. Their significance to marketers relates to the 

fact that a consumer's life-style reflects ''the patterns of time, spending and feelings that make up 

the reality of much of how people live: what they think is important, how they spend their time 

and money" (Foxall, et.al , 1994, p 163 ). This refers to intrinsic characteristi cs that help predict 

the consumer behavior, as well as groups and types of consumers (Harrell , 1986. p280). 

In particular, li fe-style itself can be justified into several aspects: 

• Life-style is a complex component of our behavior, value, and living-activities. 
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• Life-style can be understood by analyzing purchase pattern, income. consumption pattern. 

time-allocation pattern, family expenses-allocation and util ize of living-space pattern . 

• Life-style is not the first dimension but it is expression of various dimensions of qualities and 

quantities 

• Life-style can be researched and analysed from the individual to society as a whole 

• Consumer life-style can be classified into similarity and differentiation to cluster consumer 

group. 

• Li fe-style itself can be considered as a system 

• Life-style has a subjective meaning and values depend on one's behavior as we ll as has an 

objective meaning and values toward group which possess one's life-style in common. Thus. 

life-style is a mode of expression in our life (Kim, 1980, p 157). 

Therefore, the components of life-style and their interactions are inevitably complex as in 

Figure 3-1 summarizes some of the relationships among the many variables discussed. 

27 



[MBA Dissertation NTU 

(Figure 3- 1) The relationship of demographic and personality variables with life-st)·le, 

self-concept, and consumer behavior 

Demographics 

Life-style~ I Consumer behavior 

Self-concept ~ 
Personality 

(Source: Foxall , et.al. , 1994, pl 66) 

However. life-style can be formed by the individual, particular social class and group. but in the 

organization basis, each social classes and group's li fe-style are more acceptable for marketing 

strategy rather than use the individual life-sty le. As people formed a group with similar 

attitudes, interests and opinions, each member also has a preference towards a particular product, 

brand and design (Kotler, 1980, p 123). 

For this reason, it is important to analyze the correlation between each groups' life-style and its 

impact on the group members psychological dimensions and li fe-environment. 

Lazer described these relationship in Figure 3-2. 
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(Figure 3-2). Lazer's Life-style structure 

Social culture 

Values and expectation of each social classes 

Individual life-space 

• • 
Individual psychological dimension Individual action-space 

I 
l 

Life-style space and values 

Purchase and consumption behavior 

(Source Lazer, op. cit. , p184) 

Although the term ' life-sty le' is often confused with ' psychographies ' in marketing but there is 

little difference between two terms. Wells defined those differences as "psychographies is 

focused on personality traits and life-style is used for research of necessity and value which relate 

to broad cultural trends and consumer behavior" (Wells, 1974, p319-320). 
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Personality and life-style are two constructs that attempt to v1ew the individual from the 

perspective of the interrelationship of a number of variables (Cohen, 198 1. p234). Personality has 

been considered a valid subject for research by social scientists for many years. It is the set of 

consistent responses the individual makes to the envi ronment in which he or she lives and works. 

Because individuals do tend to respond with relatively consistent patterns of behavior to a very 

broad range of behavioral circumstances, we are able to identify personality 'types· . For 

example, those who tend to compare their performance to others· and consistently try to surpass 

the performance of others would be described as highly competitive such as their competitive 

behaviors while playing golf or tennis, taking exams, or pursuing their career goals. There are 

many other personality types with a wide variety of characteristics. or traits. such as 

aggressiveness, independence, affiliation, and compliance (Harrell. 1986, p270). 

The relationship between personality and life-style is complex, and the line separating the two is 

not an easy one to draw. One way of approaching the matter is to think of life-sty le as an 

improvement on theorists' early attempts to relate personal ity to consumption. Life-style is to 

some extent a result of an individual' s personality but is a more wide-ranging description of that 

individual's life situation and in some cases it offers a better prediction of consumer behavior. 

In the case of Korea, the first research of life-style was ' Li fe-style indicator ' conducted by Joong

Ang Ilbo (Korean daily newspaper agency), Dong-Yang Bangsong (one of the 

Korean broadcasting station) in November, 1975 (Kim, 1980). 
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3-3. Life-style and consumer behavior 

3-3-1. Consumer behaviour 

In more recent years, the importance of the consumer was expressed in a ·new marketing 

concept' based on consumer orientation and the need to provide consumer satisfaction. The new 

marketing concept defined as "the performance of business activities that direct the Oow of 

goods and services from producer to consumer to user, in order to best satisfy consumers and 

accomplish the firm's objectives" (Cohen, 198 1, p3). 

In addition, marketers have increasingly recognized the relevance of societal concerns to the 

marketing process. 

Acceptance of consumer orientation and social concerns as appropriate marketing 

considerations reqmres an investigation into human behavior. and more specifically into 

consumer behavior. Although consumer behavior IS a relatively new discipline. the 

subdisciplines that deal with communication, personality development, motivational structure. 

thinking processes, and culture are of particular interest to the marketer (Loudon, 1996, pS-6 ). 

Therefore, consumer behavior is recognized as an appropriate field of study with marketing. 

The term 'consumer' is often used to describe two different kinds of consuming entities: the 

personal consumer and the organizational consumer. The personal consumer buys goods and 
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services for the purpose of private individual or household consumption. The goods are bought 

for final use by individuals, who are referred to as 'end users' or ·ultimate consumers·. 

The secondary category of consumer, the ' organizational consumer·. involves in purchasing 

for profit, non-profit business organizations and institutions (Schiffman, et.al.. 1994. p8). 

Moreover, in a competitive economic system, the survival and growth of firms require accurate 

knowledge about consumers; how they buy, why they buy, and where they buy. as well as just 

what they buy (Foxall, et.al , 1994, p9). 

For this reason, the broad concept of consumer behavior actual ly involves human behavior. That 

is, factors that affect individuals in their daily lives also influence their purchase activities. 

Internal influences are learning and motives. External factors are social expectation and 

constraints. These affect us in our role as consumer as well as in our other capacities (Loudon. 

1996, p8). 

Specifically, consumer behavior can be defined as "consumer behavior consists of those acts of 

decision-making units as individual, group and organization, etc. directly involved in obtaining, 

using, and disposing of economic goods and services in order to satisfy their needs and wants. 

including the decision processes that precede and determine these acts in mental and physical 

activities" (Song, 1994, p 19). 

As marketers have recognized the significant role of consumer behavior, the rationale for 

studying consumer behavior involves two primary emphases. One emphasis is upon 

macromarketing problems, or how a society meets the economic needs of its people. The other 
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emphasis is upon micromarketing problems, or the administration of specific elements of an 

economy (Loudon, et.al. , 1996, p8-9). 

Analysis of consumer behavior is increasingly an essential input in formulating public 

policies, in understanding the role of marketing in society, and in understanding the nature of 

planning in a society that permits individual choices. From a managerial perspective. consumer 

behavior analysis is essential for evaluating new market opportunities. choosing marketing 

segments, increasing efficiency of marketing strategy and tactics. and improving retai ling 

performance (Engel, et. al. , 1996, p 15-16). 

To analyse consumer behavior as an essential task for marketing, it requtres appropriate 

consumer life-sty le research because life-style impacts on consumer's purchase and consumption 

of goods and services to fulfil their desire. 

Consequently, as it shows in Figure 3-3, life-styles are learned by individuals as the result of 

many influences such as culture, social class, reference groups, and the family. More 

specifically, however, life-styles are a derivative of a consumer's personal value system and 

personality. These also in some cases offer a better prediction of consumer behavior (Engel , 

et.al. , 1986, pl74). 
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(Figure 3-3) Life-style influences on consumer decisions 

Measurement 

Psychographies 

Activities, interests, 

opinions 

Culture and subculture 

Social class 

Values Personality 

Life-style 

Money budget Time budget 

expenditures 

Brand and store choices 

(Source: Engel, et.al. , 1986, p 175) 
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After all, life-style is a variable that infl uences consumer behavior and as such proYides a better 

description of consumer behavior that cannot be explained by demographic and socio-stati sti cs 

variables. 
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Chapter 4. 

Relationship between life-style and marketing strategies 

Life-style analysis is widely used for marketing strategies. In particular, it is useful for 

segmenting a market, product positioning, advertising, media selection. new product 

development and understanding demographic characteristics. Therefore. this chapter. examines 

how life-style analysis is being applied to each marketing strategy, as well as examining 

secondary data related to the new generation 's automobile purchase behavior and how it can be 

applied to marketing strategies . 

4-1. Segmenting a market 

A primary reason for studying consumer behavior is to identi fy consumers based on effective 

market segmentation and a large portion of consumer research is assoc iated with segmentation. 

Market segmentation can be defined as " is the process of dividing the total heterogeneous market 

for a product or service into several segments, each of which tends to be homogeneous in all 

significant aspects. Management then selects one or more of these market segments as the 
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organization's target market. Finally, a separate marketing mix is developed for each segment or 

group of segments in this target market" (Stanton, et. al. 1994, p82). 

Therefore, the careful selection and accurate definition of target markets are essential fo r the 

development of an effective marketing mixes that enhance the organization· s sales position and 

profit performance. Marketing mixes also reflect consumers ' subjective perceptual and cognitive 

processing of information about such matters, their personal life-styles, values and motivations 

(Foxall, et.al. , 1994, p9). 

Once a market has been segmented, so that the organization has a good grasp o f the structure 

of the market to which it is selling, it is possible for the marketer to select one or more target 

segments on which to focus. This process of segmenting and select ing markets makes the 

allocation of corporate resources more efficient in the sense that funds and manpower are 

allocated to relatively smaller groups of consumers than if the whole market were the target. 

The practice of segmentation also makes the design of the marketing strategy more effective 

because the marketers have sense of directing resources at specific and identifiable groups of 

people rather than at diverse collections of individuals. Also effective market segmentation 

highly requires consumer research that leads to an incisive understanding of the economic. social 

and psychological position of the consumer (Foxall , et. al, 1994, p9). 

To conduct effective market segmentation, two factors involved as its criteria. One is individual 

characteristics such s desires, personality, product preference. The other one is degree of 

response to marketing activities. Among the methods of market segmentation based on two 
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factors, Engel, Fiorillo, Cayley classified criteria for market segmentation as in Figure 4-1 which 

is evaluated as one of the most representative and comprehensive method (Lim. 1989. p86-87). 
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(Figure 4-1) Criteria for market segment classification 

Income 

- Social Education 
Class 

Demographic 
uccupat1on 

r-- Social-economy Race Race 
4 Characteristics ttnn1c1ty 

y Population 
1 Consumer Age 

Characteristics f-- Substantial Sex 
Characteristics Innovation Religion 

Personality I-- Dogmatic '-- t-amlly s1ze 
Ambitious 

.._ WISOOin .._ Fam ily life-cycle 

Geographic Purchase Economical - Characteristics motivation 
r-

effic iency f--

tgo 

'- Wisdom 

.-- Product quality, efficiency, preference, 
Subjective competition for cognition 

characteristi< 
of consumer Advertising cognition of brand, advertising, etc. 

- response f--

Price 
'- Consumer 

price for cognition 

characteristics 1--
'--

Channel of 
distribution retailer, wholesaler, products distribution 

r--
Product process of product usage, brand loyalty 

Objective 
characteristic Promotional 

'--- of consumer effort success and failure of advertising 
response 

Price price strength 

Channel of 
'--- distribution substantial economic-circulation 

(Sources Engel, et.al. , 1972, p I I) 
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The logic of market segmentation is based on the idea that a single product cannot appeal to all 

consumers. It means that consumers' purchase goals, product knowledge. involvement. and 

purchase behavior vary~ and successful marketers often adapt their marketing strategies to appeal 

to specific consumer groups (Paul , et.al., 1990, p402). 

Also, each consumer 's desire, resources, location, purchase behavior and purchase habit are 

different, therefore, life-style research uses those variables for market segmentat ion and to 

propose marketing strategies criteria. Market segmentation by life-style analysis apply to 

evaluate consumer behavior more effectively, help to understand and distinguish consumers 

needs and wants that demographic and socio-economic variables could not explain (Plummer. 

1974, p33-36). 

In particular, the life-style analysis has contributed its effectiveness to the strategy of market 

segmentation in four dimensions, also Figure 4-2 depicts the five tasks involved in market 

segmentation. 
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(Figure 4-2) Tasks Involved in Market Segmentation 

Analyses consumer/product relationshi p~ 

l 
Investigate segmentation bases 

1 
Develop product positioning 

1 
Select segmentation strategy 

1 
Design marketing mix strategy 

(Source : Paul, et.al. , 1990, p26) 

I) Describing characteristics of existing segmented market 

Even though, each consumer group is similar, life-sty le analysis provides psychological 

characteristics of the consumers which cannot be explained by demographic variables. 

Therefore, life-style analysis describes characteristics about existing segmented market more 

suffic iently and precisely (Tigert, 1974, pl 81). For example, Tigert ' s research (1974) shows 
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that in spite of the similarity between each magazine 's articles, it exists different life-style 

between Newsweek's and Time magazine 's readers. 

2) Understanding new segmentation variables 

It is possible to show differences between purchasers, even though the contents of products are 

similar. For this purpose, life-style analysis provides new segmentation variables to distinguish 

each consumer group. 

3) Discovering a new submarket 

It is possible to discover a new submarket for satisfying consumer's needs and wants by 

measuring activities, interests and opinions which are directly involved in products (Shirley, 

1971 , p49). For example, there is a research report on Ford's Pinto model which examined 

people identified as potential Pinto buyers. It made clear that they were not looking for 

friskiness; what they wanted is a practical and dependable little car. Instead of comparing 

Pinto's performance with that of a pony, the new advertising campaign showed a Pinto on a split 

screen with the old Model A Ford, a car of legendary reliability and value. By analysing 

consumer's life-style, Pinto went on to become the largest selling subcompact in the United 

States (Cohen, 1981, p234). 

4) Confirming a new submarket 

To confirm a new submarket, firstly it should design a questionnaire which indicates consumer's 
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general life-style characteristics and conduct a sample survey by Cluster analysis. Followed by 

Cluster analysis, finally, it compares clustery-respondent groups according to consumption 

activities of goods and services, product preferences and exposed-pattern to various mass media 

(Bemay. 1971 , pl89). 

4-2. Product positioning 

When firms select a target market from a segmented market and they perform marketing 

activities on the target market, in most cases. there are competitors. Consumer perception of one 

brand depends on how that brand is evaluated compared with other brands of the same product 

type. By adjusting the product, price, promotion, and places where products are sold. marketers 

can differentiate their offerings from those of competitors in order to appeal to certain customers 

in a unique way. Therefore, firms must appeal to consumers in such a way that thei r products 

have distinctive characteristics relative other products and can effectively satisfy consumers' 

desire within the target market (Alm, et. al, 1996, p398). This method is known as product 

positioning and is simply defined as " is the image that the product projects in relation to 

competitive products as well as to other products marketed by the same company"· (Stanton. 

1994, p207). 

Once a marketer has segmented the market and selected an attractive market segment to target. 

two decisions must be made: first, what product position will the marketer try to give the brand 
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in the target market' s mind; second, what are the best means to anain that position? (Foxall. et. 

al. , 1994, pll ). In order to accomplish organization goals of sales and profits by segment ing a 

market and positioning products, marketers must have detai led information on consumers such as 

what they are like. how they live, what they want from products. where and how they get their 

information, which prices they are willing to pay, where they shop. and what adverti sing will 

appeal to them. (Foxall, et.al. , 1994, p 1 0). Therefore. appropriate life-style analysis of the 

consumer provides marketers can position their products to suit the product user· s life-style. 

Moreover, life-style analysis can be used for re-positioning products in such a way that the 

existing products cannot satisfy consumer's needs and wants and the products are not 

competitive. The Figure 4-3 shows the process involved in product repositioning. 
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(Figure 4 - 3) Process of product repositioning 
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4-3. Advertising Strategy 

Life-style research has contributed considerably to the development of advertising strategies. 

Advertising consists of all activities involved in presenting to a group a non-personaL sponsor

identified message about a product or organization (Stanton. 1994, p484). The fundamental 

purpose of advertising is to sell something - a product, service. idea. person or place. This broad 

goal is reached by setting specific objectives that can be incorporated into individual advertising 

campaigns. Advertising may be to move target consumers from product awareness to interest 

(Stanton, 1994, p486). Also, it is seldom the only promotional tool used by a firm rather it is 

typically one part of a strategy that may also include personal selling. sales promotion and other 

tools. Therefore, the objective of advertising may be to 'open doors· for the sales force and 

advertising will be determined by the organization's overall marketing strategy (Stanton, 1994, 

p490). 

As effective strategies for product selling and promotion. advertising influences consumption. 

produce and investment. In this respect, it impacts significantly on the consumer's life-style. It 

is intended to influence consumer's affect and cognition - their evaluations, feelings. knowledge. 

meaning, beliefs, attitude, and images concerning products and brands (Mandell , 1984. p3). For 

this reason, advertisers may use suitable advertisement styles, models, language. and background 

for target consumers (Wells, 1975). 
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In particular, the Korean new generation is an important consumer group and they are mostly 

influenced by advertisement to purchase goods and services (Kim. 1994, p40). On this basis. 

effective advertising strategies wi ll be useful for the new generation. For this. advertisers have 

to conduct audience research to find out which magazines and newspapers are read. which TV 

programs are viewed, and which advertisement are remembered by the new generation 

consumers. Based on this research, advertisers may find the new generation consumer· s 

favourite advertisement style or types. Therefore, this research in connection with the new 

generation's life-style and consumption patterns, will provide fundamental ideas to develop 

effective advertising strategies for the new generation consumer group within Korea. 

Consequently, life-style research provide better information on consumer's taste than other else. 

Applying life-style research to advertising strategies affects the consumer's life-style and 

identifies the consumer's response to communication, as well as suggesting an appropriate 

communication mix (Y oo, 1992, p362). 

4-4. Media st rategy 

Organizations should not only produce products but also advertise their products in order to 

position products in consumers minds. 

The advertising itself cannot approach the audience, because advertising is not a product. This 

means that consumers buy products which are already advertised and do not purchase adverti sing 
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itself. As advertise products, advertisers have to select appropriate media. Media is ·the way of 

sending/receiving messages and all possible way to connect consumers with message signal· 

(Rossiter, et.al. , 1987, p384). 

For effective media strategies, firstly, advertisers should select target audience by 

segmentation. This selection should be stated as precisely as possible in the market strategy to 

estimate and evaluate media effectiveness (Rossiter, et.al. , 1987, p387). Then. advertisers may 

choose from many different media for communicating with the consumers. The leading media 

includes newspaper, television, radio and magazines and less prominent media is direct maiL 

billboard, specialty items and yellow pages (Stanton, 1994, p491 ). Also, each media category 

has certain advantages and disadvantages that the marketer must consider in developing a media 

strategy for a specific campaign. Some media categories are more appropriate vehicles for 

certain products or messages than others. Once marketers have identified the appropriate media 

category, they can then select the specific medium in that category that reaches their target 

audiences. The major issues that marketers must consider when selecting specific media are 

overlapping audiences, the characteristics of the audience, and the effectiveness of their 

advertisements (Schiffman, et.al., 1994, p295). 

In particular, the Korean new generation mostly obtains information for living from TV rather 

than radio or newspapers. Hence, marketers should apply this new generation 's media 

preference to effective marketing strategies. 

Table 4- 1 shows the new generation's favourite media ratios. 
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(Table 4- 1) The influence of major information and leisure medium on the new 

generation 

(Unit :%) 

TV Radio Newspaper Magazine Total 

Informat ion-
Medium 59 8 28 5 100 

Leisure-
Medium 78 12 4 6 100 

(Source : Lee, 1993, p 16) 

Consequently, media strategies can be more effective when selected to satisfy consumer's needs 

and wants, therefore, marketers can determine the most effective media for target consumers 

through li fe-style analysis. 

Tigert (1974, p1 7 1) indicated in his research that in consumer group who has a different life-

style, even though their demographic characteristic is similar, are att racted to di fferent TV 

programs and magazines. This research has proved media effectiveness by life-style research. 
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(Table 4 - 1) The influence of major information and leisure medium on the new 

generation 

(Unit:%) 

TV Radio Newspaper Magazine Total 

Information-
Medium 59 8 28 5 100 

Leisure-
Medium 78 12 4 6 100 

(Source: Lee, 1993, pl6) 

Consequently, media strategies can be more effective when selected to satisfy consumer's needs 

and wants, therefore, marketers can determine the most effective media for target consumers 

through life-style analysis. 

Tigert (1974, p171 ) indicated in his research that in consumer group who has a different life-

style, even though their demographic characteristic is similar, are attracted to different TV 

programs and magazines. This research has proved media effectiveness by li fe-style research. 
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4-S. New product development 

Today, almost every marketer is aware of the importance of a new product activity because 

consumers' wants and needs toward new products constantly change. 

At one extreme, the new product includes not only all products which differ from those 

previously produced or sold by a given company, but even changes in advertising appeals for 

existing products. In this regards, . Wasson (1960) has stated, "What is new depends on what the 

customer perceives, or can be brought to perceive ... , Even the well-established (product) can be 

'new ' so far as the buyer is concerned" (Buzzell , et.al. , 1972, p376). 

In reality, the life of a product or brand begins its entry into the market place. Organization 

spend much time, energy and money on the process of delivering a new product to market. On 

the However, in considering consumers ' expectations towards new products and a change in their 

purchase habits, organizations should introduce new products or even simply modify existing 

products in order to satisfy consumers ' wants and needs towards new products. 

In order to ensure the success of new products in the market place, marketers must continuously 

monitor consumer's expectations toward the product. New product development is required 

when the existing products cannot appeal to consumers any more because of changing life-styles. 

Hanan (1974) has focused on the development of new products based on life-style research and 

represented the process of new products development as in Figure 4-4. 
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(Figure 4-4) New product development by life-style research 

I. Research 
process of 
li fe-sty le 

Clarify 
market 
life-style 

Analyses 
the role 
o f 
life-style 
in each 
market 

Determine 
priority 
of 
life-style 

role 
for 

marketing 

::?.. Information 
Development 

Store data 
which possibly 
observe 
consumer 

Evaluate 
each 
life-style 
market 
by 

I---t 
observed 
consumer 
data 

Store 
information 

of market 
research 
(primary 

data) 

Research 
technique 

correspond 

to market 

desire 

(Source : Hanan, op. cit., p20) 

J. Development 
of 

f---t 

new product 
concept 

Draw up 
each 
life-style 
market 
desire 
(need-
benefit matrix) 

Positioning 
products and 
services that 
su itable to 
life-style 

market desire 

Determine 
priority for 
deve loping 
new products 

and services 
concept 

51 

I---t 

4. Market 
Deve lopment 

Modeling. 
standardi zed. 
testing produce 
for superior 
products and 
services 

Entry plan 
for life-style 
market 

Test-marketing 
in real market 

NT U 



MBA Dissertation NTU 

Also, the new product development process can be very costly. Because the success of new 

products is so important to the organization, marketers should carefully and systematically 

research the needs and wants of their markets to enhance the chances that their brands will 

succeed. 

4-6. Understanding demographic characteristics. 

Demographic variables reveal ongoing trends such as shifts in age, sex and income distributions 

that signal business opportunities to alert marketers (Schiffman, et.al. , 1994. p54 ). But the major 

disadvantage of demographic segmentation is that it tends to be one-dimensional and does not 

differentiate among brands. For example, demographics variables can provide information on 

potential usage, such as how age influences the types of cars they prefer, and the amount of 

cosmetics they use, it can also affect the buyer' s attitude rigidity, personality. and loyalty to 

particular brand. A person 's sex is obviously a factor in which products are used. Some 

products are specifically designed for one particular gender, but demographics cannot provide 

information as to why a particular brand is used (Harrell , 1986, p262-263). 

However, life-style analysis can be used for analysing target consumer' s characteristics more 

adequately. Using life-style analysis, Myers and Gutman have conducted life-style research 

based on social class differences, for example, how is life-style different between younger 

people and older people, the rich and the poor, urban and rural area people (Myers, et.al. , 1974 

p233-255). 
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4- 7. Marketing strategies for the new generation consumer 

For effective marketing strategies for the new generation consumers in the automobile industry. 

marketers have to segment groups as well as analyse the new generation· s purchase behavior 

based on product preference such as design, color, brand and types of automobiles. 

Table 4 - 2 shows segment group by age of car ownership report which was conducted by 

Hyundai automobile company in 1995. Also, the Graphic 4-1 and 4-2 show the increasing car 

ownership ratio from 1994 to 1995. 

(Table 4 - 2) Age of car ownership in Korea 

Year under 20 under 30 under 35 under 40 under 45 under 5C over 50 Other• Total 

1994 3,339 859,064 1,056,344 1.006.976 676.264 482.116 704.471 360. 139 5. 14R.713 

car per 0.2 99. 1 244.5 255.9 246.0 204.6 89.1 

1000 

1995 3,903 1,027,848 1,192,165 1.1 76.414 822.202 565.076 839.529 379. 153 6.006.290 

car per 
1000 0.3 118.3 281.2 290.1 276.6 23 1.2 103.6 

• corporate car 

(Source : Hyundai Automobile company, 1995, p34) 
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(Graphic 4 -1) Car ownership per 1000 
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(Graphic 4 - 2) Car ownership increasing ratio 

(Unit:%) 
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As shown in the table and graphics, from the whole population which had already registered a 

car, car ownership has relatively increased in the new generation group (age under 35). 

According to this survey, as the new generation are potential consumers for the automobile 

industry, marketers should focus more on this consumer group in order to succeed in the 

competitive automobile industry in Korea. For this reason, appropriate marketing strategies are 
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required such as selecting appropriate media, advertising as well as positioning product for the 

new generation. 

Refer to Appendix 1, the new generation's favourite brand of automobi le is Hyundai . What is 

more they mostly chose the latest design of cars for future purchasing. (See Appendix 2) For 

example, Accent, A vante manufactured since 1994 from Hyundai company. Sephia since 1994. 

A verra since 1995 from Kia. Also Appendix 3 shows the new generation· s intention to purchase 

an automobile within 1 year. In this survey of the new generation who were aged under 35. the 

ratio that is not sure to purchase automobi les is higher than those in the over 40s group. 

Therefore, as a segment market, marketers place more emphasis on this new generation group by 

developing advertising and other promotional strategies to persuade this group to purchase 

automobiles. 

Considering Appendces 1 and 2, the new generation also prefers small sized cars for reasons of 

economy and style. Moreover it shows that the new generation's product choices are complex 

and that they want to be unique by choosing to buy Jeeps or imported cars. Considering Korean 

road and traffic conditions, Jeep is not a practical style. but because the new generation is 

influenced by advertising or western movies, Jeep is considered a unique style and expresses 

their strong personality with a desire for freedom and to be different from others by O\vning 

different products. The new generation prefers small and economical cars, but on the other hand 

they are prepared to pay more if the quality or design is better than local automobiles. 
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Therefore, their purchasing patterns combine both realistic and symbolic aspects. The new 

generation consumer's ultimate consideration is self-satisfaction and uniqueness. 

According to the Hyundai automobile company survey report on the new generation· s 

automobile preference, the new generation preferred light purple and light green colors on the 

latest style cars. It shows that 28.3% of the new generation preferred new colors that automobile 

companies had not used before (Hyundai Automobile Company, 1995). 

Consequently, marketers should consider all these factors in developing effective marketing 

strategies and should constantly study on the new generation· s purchasing behavior to ensure 

company's success in the market place. 
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Chapter 5. 

Life-style analysis 

Life-style analysis can be classified into two categories, macro-analysis and micro-analysis. 

These can be further classified into either objective or subjective and they include several 

characterized method techniques. These characteristics are shown in Table 5-1. 

(Table 5-1) Classification of life-style analysis 

Objective Subjective 

Macro-analysis - Social index analysis - Social-psychology and 

- Quality of life index - Social trends and monitor 

analysis analysis 

- Demographic analysis - Social trends prediction 

analyses 

Micro-analysis - Analysis of - Psychographies 

segmentation by - AIO 

demographic and -Life system 

socio-economic factors -Purdue's consumer 

research project 

(Source Kim, 1981 , p434) 
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5-1. Types of life-style analysis method 

5-1-1. Consumer behavior and social psychology 

Katona has described modem society as a mass consumption society and the mass of people· s 

consumption habits are driven by personality rather than absolute purchasing power. Thus. 

considerable changes in consumption according to habit will occur in the consumer·s 

psychological condition such as motivation, attitude, expectation. and desires (Raaij . 1984. p23-

24). On the other hand, psychological variables such as values and desires of life which have 

formed the kernel of life-style analysis, are important fac tors for this analysis and when 

psychological factors can be measured effectively, it will be an effective method of measurement 

for social changes. 

5-1-2. Social trends analysis 

The psychologist, Yankelovich is currently conducting 'The Yankelovich Monitor' research on 

a national scale on a yearly basis in order to research the American life-style. This is a 

commercial research service that systematically tracks social trends designed to reflect a variety 

of cultural values and it provides detailed information about potential shifts in the size and 

direction of social trends, and implications for consumer marketing (Schiffman, 1994, p422-

423). 
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Therefore, at a macro level , it reveals specified life-style trends of the whole society and changes 

of life-style, so it is called social trends analysis (Ko, 1975. p25). 

5-1-3. Social trends prediction analysis 

The most recent extension to general life-style research is provided by Stanford Research 

Institute's Values and Lifestyle Program (VALS). The basic bel ief behind V ALS is that humans 

strive to improve themselves during their lifetime. This goal, in tum, strongly influences their 

values, life-style and many of the decisions they make each day (Gunter, et.al. , 1992. p72). 

The core of the V ALS program is the V ALS typology which is hierarchical. The V ALS system 

defines a typology of four basic categories that are subdivided into nine life-styles. Each group 

is characterized by distinct values, drives, beliefs, needs, activities and consumption patterns. 

(Harrell, 1986, p287). Drawing originally from Maslow, SRI describes consumer market 

segments as Need-Driven, Outer-Directed, Inner-Directed and Integrated. As mentioned before, 

the V ALS topology is divided into four major categories, within each of which there are several 

segments (excepting the Integrates which is so small that it is a segment in itself) (Gimter. et.al. , 

1992, p73). 

Need-Driven consumers exhibit spending by need rather than preference and are subdivided into 

survivors and sustainers, with the former among the most disadvantaged people in the economy. 

Outer-Directed consumers who are divided into three sub-groups, are the backbone of the 

marketplace and generally buy with awareness of what other people will attribute to their 
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consumption of that product. Inner-Directed consumers are divided into three sub-groups. They 

comprise a much smaller percentage of the population. Their lives are directed more towards 

their individual needs than towards values oriented to externals. Although their numbers are 

small, they may be important as trend-setters or groups through whom successful ideas and 

products trickle up. This segment is growing rapidly, whereas the number of Need-Driven 

consumers is declining with Outer-Directed types holding steady (Gunter, et.al.. 1992. p74 ). 

In the past decade, a number of marketers have reported using the V ALS typology to segment 

market and to target their promotional efforts. But, SRI now is offering consumer and marketing 

research the findings from V ALS 2, a comprehensive revision of the original Y ALS because its 

segments reflected a population dominated by people in their twenties and thirt ies. Moreover. 

business found it difficult to use the segments to predict the buying behavior of target consumers 

(Gunter, et.al. , 1992, p80). The V ALS 2 typology classifies population into three general 

consumer groups and then subdivides these major categories into a total of eight distinctive 

subgroups of segments. The major groupings are defined in terms of three major self

orientations : the principle-oriented that consumers whose choices are motivated by their beliefs. 

rather than by desires for approval, the status-oriented which consumers whose choices are 

guided by the actions, approval , and opinions of others, and the action-oriented; consumers who 

are motivated by a desire for social or physical activity, variety, and risk taking. Each of these 

three major self-orientations has distinct attitudes, life-styles, and decision-making styles. 

(Schiffman, 1994, p81 ). 
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As discussed above, this method is used for classifying a member of society into several clusters 

and finding the progress directions through Needs-Values-Beliefs differences. 

5-1-4. Psychographic analysis 

The concept of psychographic research is commonly referred to as life-style analysis. 

Psychographies is a widely applied technique used in the measurement of life-style and it has a 

fairly well accepted niche among marketing research techniques. Psychographic research also 

provides the best combined feature of both demographic analysis and qualitative analysis (which 

does not offer on adequate description of the consumer's li fe-style and quantifiable results). In 

addition, psychographies data analysis has become common in consumer behavior. The basic 

premise of psychographic research is that the more we know about people's life-style. the more 

effectively we can communicate with consumers (Cohen, I 981 , p248). 

The first attempts to gather psychographic data on consumers employed standard ized personal ity 

and interest inventories. Although these attempts generated considerable interest. they never 

quite succeeded in providing portraits of the consumer in action, partly because the traits that the 

inventories were designed to measure were only indirectly related to the consumption of goods 

and services (Cohen, 1981, p250). 

Ultimately, researchers assembled a large number of items similar to those found in standardized 

personal ity and interest inventories and then correlated responses to these items with 

consumption of products and exposure to communication media. This procedure differed from 
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those used in earlier research, since most of the items did not refer to generalized personality 

traits, but rather to budgeting, shopping, housekeeping, family relationship. leisure-time 

activities, and other matters likely to be directly related to the purchase of goods and services and 

thus reflected consumers' life-style (Cohen, 1981 , p251 ). 

Therefore, psychographies as a construct enables one to think about the consumer as a total 

person and how consumption patterns, and various activities fit into his or her daily living pat1ern 

(Hornik, 1990 p43). 

In its broadest context, the concept of consumer psychographies has been defined by Wells 

(1975) as "a quantitative research tool intended to place consumers on psychological - as distinct 

from demographic - dimensions". This all encompassing definition accurately reflects the 

current practice of psychographic research, which has included diverse categories of variables 

such as activities, interests, and opinions (often denoted as an AIO battery), personality traits, 

life-style measures, and attitude measures (Hornik, 1990, p38). 

Ziff (1971 , p3) has divided psychographic analysis into two categories such as ' product-specified 

segmentation' and 'general life-style segmentation'. 

Consequently, psychographic analysis offers the possibility of new insights and unusual 

conclusions. It is quantitative rather than discursive and opens the way for large, representative 

samples of respondents and to multivariate statistical analysis of findings (Wells, 1975, p 198). 
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Appendices 4 and 5 show psychographic profile analysis based on general life-style dimensions 

is conducted by ' Korean Automobile Statistics Association· in 1995. 301 respondents. aged 20-

35 were asked to indicate on a scale of 1 to 7 agreement or disagreement with 19 general and 

product-related psychographic items for analysing the new generation's automobile purchasing 

patterns. The statements referred to personal preference, habit social and activities. Based on 

perceived activities. interests and opinions. it used Factor analysis and it indicates items which 

Eigen values over 1. 

According to these studies, it can help marketers to determine which segment or segments of 

those represented in the survey wi ll want to purchase automobiles. and to select the right 

marketing strategy for the new generation consumer group. 

5-1-5. Behavioral life-style analysis 

Behavioral life-style analysis which was done by Alpert and Gatty is an extremely popular and 

effective form of analysis to categorize consumer' s life-style in terms of product service. or 

brand usage characteristics. Based on these usage patterns, research consumer' s life-style to 

understand specific product, service, or brand user's life-style. so that it provides accurate 

product positioning (Alpert,et.al, 1969, p65-69). 

The process of data analysis is firstly to analyse some product usage patterns through cognitive 

analysis for each sample usage and then examine selected product usage by each behavioral 
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life-style research. The next step is to analyze product users or consumer group· s behavioral 

life-style for the specific products or brand. 

5-1-6. Benefit Segmentation 

Changing life-styles play a major role in determining the product benefits that are important to 

consumers and provide marketers with opportunities for new products and services. 

Benefit segmentation can be used to position various brands within the same product category. It 

is used not only to find a niche for new products, but also to reposition established products. 

(Schiffman, et.al. , 1994, p69). 

The first step in benefit segmentation is to obtain detailed information on consumer value 

systems. This is typically accomplished by having a representative sample of consumers rate the 

importance of those benefits or values they seek in the product (Loudon, et.al. , 1996, p95). 

Y ankeloich had stated that people do not purchase a bunch of papers. they purchase the contents 

of a book (Lee, 1996, p385). As he had stated, consumers purchase a particular product because 

of the products benefits and values. 

Although the concept of benefit segmentation is simple, its implementation is very complex. 

requiring sophisticated measurement techniques such as using computer and multivariate 

attitude-measurement. The statistical methods employed relate the responses of each consumer 

to those of every other respondent and then develop clusters of consumers with similar rating 
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patterns. Each of these segments represent a potentially profitable and di fferent opportunity for 

marketing effort (Schi ffman, et.al , 1994, p71 ). 

5-1-7. Sphere of Attitude analysis 

Heller ( 1968) has researched life-style with the 'Sphere of attitude' method. This method is 

combined with benefit segmentation analysis and AIO analysis. It is used to analyse life-sty le 

by joining benefit factors of a particular product to related AIO factors (Song. 1994. p 194). For 

example, segmenting the automobile market means some variables, such as sty le, s1ze, 

economical efficiency, mileage, attitude towards travel , social activities, geographical transfer. 

attitudes to road safety, driving habit and patterns, are segmented by AIO factors related to 

automobile. 

5-1-8. Purdue's analysis 

This analysis is conducting by Pessemier professor in Purdue University. It reveals life-style 

focused on activities and opinions. This method is more theoretical and includes general life

style and specific life-style (Song, 1994, p 196). 
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5-1-9. AIO analysis 

The most widely used inventory for the measurement of li fe-styles incorporated the use 

of AIO rating statements and was developed by Wilson, Pessemier, Tigert and Wells . 

NTU 

AIO refers to measures of Activities, Interests, and Opinions. Some researchers use the A to 

stand for attitudes, but activities are better measures of life-style because they measure what 

people do (Engel, et.al. , 1986, p253). AIO statements are designed to reveal psychographic 

characteristics. Although life-style analysis does not necessarily exclude demographic data. the 

emphasis on activities, interests, and opinions tends to make psychographies synonymous with 

AIO analysis. AIO components are defined by Reynolds and Darden as follows: 

• Activity : is a manifest action such as viewing a medium, shopping in a store or telling a 

neighbour about a new service. Although these acts are usually observable, the reasons for 

the actions are seldom subject to direct measurement. 

• Interest : in some object, events, or topic is the degree of excitement that accompanies both 

special and continuing attention of it. 

• Opinion is a verbal or written 'answer' , that a person gives in response to stimulus 

situations m which some ' question ' is raised. It is used to describe interpretations, 

expectations, and evaluations such as beliefs about the intentions of other people, 

anticipations concermng future events, and appraisals of the rewarding or punishing 

consequences of alternative courses of action (Engel, et.al., 1986, p253). 

When researchers use AIO measures, variables such as income, life cycle, education and 
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other demographics are also included. Plummer ( 1974, p33) describes variables typically 

included in life-style research as: 

... measures of people's activities in terms of (1) how they spend their time: (2) their interests. 

what they place importance on in their immediate surroundings,· (3) their opinions in terms of 

their view of themselves and the world around them,· and (4) some basic characteristics such as 

their stage in life cycle, income, education, and where they live (Engel, et.al., 1978. p 177). 

Examples of each life-style categories are shown in Table 5-2. 

(Table 5-2) AIO Categories of Life-style analysis 

Activities Interests Opinions Demographics 

Work Family Themselves Age 

Hobbies Home Social issues Education 

Social events Job Politics Income 

Vacation Community Business Occupation 

Entertainment Recreation Economics Family size 

Club membership Fashion Education Dwelling 

Community Food Products Geography 

Shopping Media Future City size 

Sports Achievements Culture Stage in life cycle 

(Cohen, 198l , p252) 
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Followed by AIO definition, the AIO statements in psychographic studies may be general or 

specific. General AJOs are intended to determine the overall patterns of living or basic 

constructs that affect a person's activities and perceptual processes. It allows the consumer 

researcher to define overall patterns such as satisfaction with life, family orientation. price 

consciousness, self confidence, rel igious beliefs and so forth. 

The specific AIOs to life-style research includes items that measure product-related actiYities. 

interests and opinions. This may inc ludes such items as attitudes toward the product class or 

brands, frequency of use of a product or service, media in which information is sought and so 

forth (Engel , et.al. , 1978, p 177-178). 

Therefore, general AIOs and specific AIOs can be used to profi le consumers and re late their life

styles to behavior. But general AIOs may yield better understanding of consumer behavior 

while specific AIOs may be better for predicting actual consumer choices of products or brands 

(Engel, et.al. , 1978, p 179). 

Current research practice often includes both general and specific AIO statements in the same 

study. 

5-1-10. Life-style analysis 

Life-style analysis is used by marketers for reconsidering characters and meanmg of their 

existing-products in order to interpret character and meaning of their new products, develop new 
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products, product positioning and promotional decisions as well as market segmentation (Wells. 

et.al., 1971, p27). 

A major benefit of life-style analysis is the development of life-style profiles. useful in 

describing potential targets for marketing strategies. such profiles have emerged from a number 

of studies. General life-style studies are presumed to describe the general population in 

psychographic terms (Cohen, 198 1, p252). 

S-2. Theoretical restrictions of life-style analysis 

1) Conceptual restriction 

The concept of life-style includes actual consumer activities and cognitive style. With this point 

of view, cognitive variables are psychological elements that help us describe how consumers 

make product and brand choices. Each variable contributes to understanding of what consumers 

think and how their thoughts are formed (Harrell, 1986, p 18). 

Approaching life-style research is based on the assumption that cognitive style influences 

consumer's actual behavior, but behavior and attitude are still coming into questions (Pinson. 

et.al. , 1973, p265). 

Typically, Fe stinger ( 1980, p 17) has stated that there exists an uncertain relationship between 

attitudes and behavior and Zimbardo and Effesen (1977, p65) have suggested that changing 

attitude is influenced by changing behavior. Such divergence of opinion exists because of 

different situation variables. 
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2) Market segmentation restrictions 

Let's assume that we segment the market by life-style concepts and then re-segment target 

market by cognitive style. Even though this segmentation strategy is logical. but it has to 

consider the market size. 

For this reason, Wells (1974, p462) presented seven suggestions to segment market by life-style. 

1. Do life-style di fferences of consumer groups only derive from differences of 

simple demographic variables ? 

2. How is life-style analysis connected with the benefit segmentation and other 

segmentation analysis ? 

3. Are the relationship between li fe-style and consumption/purchase 

important when making a marketing decision ? 

4. When designing life-style analysis, should the questionnaire focus on 

specific product or classify them as general items? 

5. When designing life-style analysis, how many hypothetical factors do we consider 

for life-style and consumption of specific product ? 

6. What is the best method for life-style analysis ? 

7. How can one ensure the effective use of life-style research for marketing purposes by 

simply segmenting consumer group ? 
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Also, in practice, there are some problems that organizations face in segmentation research and 

marketing applications. 

• Difficult to segment and overlap so much in market segmentation 

(especially, cannot segment demand) 

• Consumer preference 

• It is not useful even though a great deal of time and money is spent for segmenting the 

market 

• It is difficult to combine independent and dependent variables 

• There is a limitation of manager's ability to use segmentation result for marketing strategies 

(Song, 1994,p167). 

3) Methodological restrictions 

Like many research techniques, life-s tyle analysis raises methodological questions, and it may 

not be useful to all marketers. Some consider it most productive in determining the content and 

style of communications, developing new products, and positioning or developing new 

packaging. Life-style research may be more appropriate for products whose funct ion is 

psychological gratification and relatively expensive, and whose performance cannot be evaluated 

objectively. Such research is considered inappropriate for commodities which are purchased on 

the basis of price, or for products purchased by an expert or according to specifications (Cohen, 

1981 ' p258). 
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For this reasons, there are number of research on validity and reliability in tem1s of life-style 

measurement. 

Yoram and Green ( 1974) have pointed out 'construct validity ' whereas Wells (19740) has 

emphasized on importance of validity and reliability as well as acknowledged possibility of its 

general application. Also, Burns and Harrison ( 1995) have researched on variable reliabi lity. 

and Boote ( 198 1) has researched on scale rel iability in order to notify superiority of· Five-point 

Scale'. 

But, between the validity and reliability of AIO analysis, only reliability and content validity are 

generally accepted whereas other validity is not (Lastovicks, 1982, p 126- 128). Therefore. 

researching life-style , it has to carefully observe analysis method and clear definition of analysis 

objective as well as validity and reliability. 
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6. Conclusion 

The purpose of this dissertation was to analyse the Korean new generation's life-style and their 

automobile purchase behavior for marketing strategies. 

The Korean new generation has emerged since 1960's when Korean economic grew rapidly in 

Korea. Rapid growth of economic also caused change of social structure, consumption patterns. 

as well as consumer's psychological structures. Therefore, the Korean new generation has 

enjoyed considerable economic benefit which has led to more diverse and sophisticated 

consumption patterns and consumer behavior. These new trends mostly influence the new 

generation. Thus, the new generation 's li fe-style and consumption patterns are complex and 

their values are quite different from the former generation. 

They also have a strong purchasing power and this affects business potential. In this regard. 

most companies have realized the importance of the new generation consumer group and they are 

trying to analyze the new generation consumers because they have become a principle target in 

the market. Considering the new generation's importance, understanding them will faci litate a 

more effective and useful application of marketing strategies. 
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As far as these marketing strategies are concerned. marketers are also trying to apply effective 

research methods to analyze the new generation group. Life-style analysis is well recognized by 

marketers because it provides better and fundamental ideas about consumers and their 

consumption/purchase behavior such as why consumers buy a particular brand. Demographic 

analysis on the other hand, tends to be one-dimensional and does not di fferentiate between 

brands. In terms of marketing strategies, life-style analysis is used for segmenting a market in 

order to identify and approach consumers more successfully for appropriate product positioning 

within target market. introducing new products to satisfy consumer· s needs and wants. as well as 

effective advertising and media selection. 

In particular, the new generations' buying behavior towards automobiles demonstrates that they 

prefer the latest design, new colors and that they also consider economical and safety aspects 

when purchasing automobi les. According to the Korean Automobile Statistics Association 

survey, the new generation is also influenced by sales people. They tend to research information 

for themselves about the automobiles that they want to purchase rather than choose blindly from 

TV advertisement or magazines (Korean Automobile Statistic Association, 1995). This has 

proved that the new generation 's life-style is complex and, that they fully utili se the information 

systems available to them, as well as demonstrating self-achievement characteristics. They 

consider TV to be the most useful medium for information and leisure. 
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Korean marketers should be aware of the new generation·s consumption trends and apply life

style analysis. It provides appropriate marketing programs for increasing the organization· s sales 

and profit in the competitive automobile industry in Korea. 

Finally, the mam limitation of this dissertation was that there is not sufficient domestic 

information for analysing the Korean new generation and consumer behavior related to life-style 

analysis, that is because the concept of the 'new generation' and principles of the ·life-style· are 

recent innovation in Korea. 

In this regard, further detailed study of the life-style and the new generation is highly 

recommended if business organizations wish to succeed in marketing to the new generation in 

Korea. 
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Appendix 1. 

Distibution of owned-car brand 

Hyundai Daewoo Kia Ssayang Imported 

-Yong cars 

Characteristics Frequency N ew Sonata Ex cell Elantra Accent Avante Espcro Cielo Pride Sephia Sportagc Averra 

(2704) (midium- (small- (small - (small - Musso 

large size) (small) midium) (small) (small) rn idium) (small) (sam II) midium) (Jeep) (small) (Jeep) 

Sex 
Male 1412 7.1 13.6 13.2 3.0 0.9 4.4 1.2 7.4 4.2 0.4 1.0 0.8 0.1 
Female 1292 8.4 14.0 13.5 2.7 OJ 3.8 1.0 7.0 5.2 0.5 0.9 0.6 0.2 

Age 
Under 20 105 10.5 10.5 15.2 2.9 - 3.8 2.9 3.8 3.8 - 1.0 3.0 -

21 - 30 741 5.9 12.7 12.6 3.5 OJ 4.7 0.5 8.9 5.4 0.5 1.5 0.5 0.3 

31 - 40 908 7.6 15.4 14.1 3.2 1.0 4.5 1.2 7.4 4.8 0.4 0.9 0.6 -

41 - 50 585 7.5 15.9 11.8 1.9 0.7 3.8 1.0 5.5 4.1 0.5 1.0 1.4 0.2 

Over 50 365 11.2 9.6 14.8 2.2 0.5 2.5 1.6 7.4 4. 1 0.5 - 0.3 0.3 

Education 

Middle, High-
school education 0 

University* , 2 10 8.6 10.0 17.6 3.8 0.5 4.8 - 4J 3.3 - 0.5 1.4 1.0 

Under middle 
school 209 4.3 17.2 13.4 1.9 - 3.8 1.4 7.7 5.3 0.5 0.5 0.5 -

High school 1177 6.9 14.4 12.7 ? " __ .) 0.5 4.4 1.4 6.7 4.3 0.8 1.4 0.7 -

College*2 1108 9. 1 13.3 13.1 3.4 0.9 3.7 1.0 8.3 5.2 OJ 0.7 0.7 0.2 

--- -
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llyundai Daewoo Kia Ssayang lmport<::d 
-Yong cars 

Characteristics Frt:qu~nc) Nc" ~ona 1a h e ell Elantra Accenl i\1 ani<.: h pcro Cido Prid~ Scphia Sponage 1\1 ..:rra 

(270-1) (midium- (>ntall - (~tuall - (~mall - 1\lli \SO 

large ~itc) ('mall) midium) (>mall) ('.mal l) midium) (small) (>am il l 1111dium) (Jt:t:p) (>mall ) (Jeep) 

Occupation*. 

Student 229 9.6 10.0 17.0 3.9 OA -1 .8 0.9 4.8 3.5 - - 1.7 0.9 

Se t f-employed 464 8.2 13.4 12.7 2.2 0.6 3.0 1.3 6.5 5.0 0.9 0.-l 1.1 -

Clerica l -sales 125 4.8 12.0 9.6 1.6 - 0.8 1.6 9.6 7.2 - ... ? -> -- - -

Cralhman 122 5.7 17.2 10.7 ? -__ ) - 4.1 0.8 I I .5 ... ... - I .6 - -->.-> 

Office-clerk 7-10 5.9 15.5 13.2 4.2 I .2 5.1 1.2 8.1 5.9 0.4 1.2 0.5 -
Managcrical 37 13.5 10.8 8.1 - - 2.7 - - 2.7 - - 8.1 -

Professional 69 8.7 7.2 13.0 -1.3 I.-I I.-I - 7.2 - - I.-I lA 1.4 

working-\\ omen*, 695 8.5 1-l . I 1-1.5 2.0 0.3 -U 1.0 7.9 3.9 0.6 1.0 0.-1 0.1 

Others 223 

Income *• 

Under I mil.won 14 1 4.3 21.3 12. 1 2.8 0.7 2.8 2.8 8.5 2.8 - 2. I 0.7 -
1.0 I - 1.50 mil. 533 1.5 18.6 12.6 2.6 0.8 -1.5 1. 1 11.8 4.1 0.4 1.3 0.2 -

1.51- 2.00 mil. 821 6.8 1-l. 7 13.5 2.9 0.7 -1.6 1.2 5.8 5.2 0.-l 0.5 0. 1 -
2.0 I - 3.00 mil. 7?-_ ) 10.8 I 1.2 15.2 2.9 0.-l 3.7 1.0 6.9 -1.8 1.0 1.1 1.0 0.4 

Over 3.0 1 mi l. -18-1 12.6 8.7 I 1.-1 2.9 0.6 3.7 0.6 -1 .8 -1.8 0.2 0.8 2. 1 0.2 

Geographic*., 

Seoul 900 9.8 14.1 11.1 3.4 0.7 3.9 0.9 6.9 4.7 0.6 1. 1 1.0 0.3 
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Hyundai Daewoo Kia Ssayang Imported 

-Yong cars 
Characteristics Frequency New Sonata Ex cell Elantra Accent Avantc Espero Cielo Pride Scphia Sportage Averra 

(2704) (midium- (small- (small- (small- Musso 
large size) (small) midium) (smal l) (small) midium) (small) (sam II) midium) (Jeep) (small ) (Jeep) 

Pusan 273 4.8 11.7 10.6 2.2 0.7 5.9 1.5 9.2 3.3 - 1.1 0.7 -

Daegu 220 7.3 13.2 14. 1 2.3 - 0.9 9. 1 4. 1 0.5 0.5 0.9 -
Kwangju 83 8.4 6.0 12.0 - 1.2 6.0 1.2 12.0 9.6 - - - -
Daejeon 96 6.2 13.5 14.6 1.0 1.0 1.0 1.0 7.3 6.2 - 1.0 - -

Inch eon 160 7.5 15.0 13.8 1.2 0.6 4.4 1.2 3. 1 5.6 1.2 0.6 0.6 -
Others 972 

Average 7.7 13.8 13.3 2.8 0.6 4. 1 1.1 7.2 4.7 0.5 1.0 0.7 0. 1 
-- ... ,_ - . ----

(Source : Hyundai Automobile, 1995) 

*I University : 4 years bachelor degree 
*2 College : 2 years bachelor degree 
*3 Exclude other occupation from the orignial report 
*4 Housewife who also has a job 
*5 ' Won ' is a Korean currency - I AU$ = 550 Won 
*6 Exclude other city from the original report 
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Appedix 2. 

Distribution of consumer preference car brand 

Hyundai Daewoo Kia Ssayang Imported 

-Yong cars 
Characteristics Frequency New Sonata Ex cell Elantra Accent Avante Espero Cielo Pride Sephia Sportage Averra 

(1689) (midi urn- (small- (small- (small- Musso 
large size) (small) midium) (small) (small) midium) (small ) (sam II) midium) (Jeep) (small) (Jeep) 

Sex 
Male 1067 15.6 1.0 9.5 3.1 12.2 3.0 1.5 0.7 6.7 2.1 1.1 9.1 1.4 
Female 622 11.6 0.8 7.7 8.7 12.4 3.1 2.3 4.3 9.5 0.6 2.4 5.1 0.8 

Age 
Under 20 66 4.2 - 5.2 5.2 16.7 2.1 2.1 2. 1 5.2 2. 1 4.2 16.7 2.1 

21- 30 385 9.3 0.4 9.3 8.3 16.4 3.9 1.9 2.8 7.7 1.0 2.0 6.1 1.5 

31- 40 316 15.4 1.4 9.7 4.1 11.7 3.1 1.2 3.1 8.8 2.7 1.4 8.2 0.4 

41-50 189 20.9 I. I 9.5 1.5 5.9 1.5 2.6 2.6 7.3 0.7 0.7 8.8 2.2 

Over 50 Ill 26.2 2.1 4.8 0.7 3.4 2. 1 1.4 1.4 6.2 1.4 - 4.8 -

Education 

Middle, High-
school education 0 

University* , 187 6.4 0.5 8.6 7.5 21.4 4.3 0.5 0.5 5.3 2.7 1.6 9.6 2.7 

Under middle 
school 109 11.9 1.8 11.0 3.7 2.8 3.7 2.8 3.7 9.2 2.8 0.9 5.5 -

High school 747 13.7 0.7 9.5 4.7 10.6 2.4 1.6 2.8 7.5 1.3 1.5 8.4 0.7 

College*2 646 17.2 1.2 7.7 5.3 13.2 3.3 2.2 2.9 8.4 1.2 1.9 6.5 1.5 
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Hyundai Daewoo Kia Ssayang Imported 

-Yong cars 

Characteristics Frequency New Sonata Ex cell Elantra Accent Avante Espero Cielo Pride Sephia Sportage Averra 

(1689) (midium- (small- (small- (small- Musso 

large size) (small) midium) (small) (small) rn id ium) (small) (sam II) midium) (Jeep) (small) (Jeep) 

Occupation*) 

Student 204 6.9 0.5 8.3 7.8 22. 1 3.4 1.0 0.5 5.4 ? -__ ) 2 .0 11.3 2.5 

Self-employed 264 21.2 0.8 1.5 1.5 4.9 l. l 0.8 2.3 3.8 1.9 0.8 12.5 1.1 

Clerical - sales 127 10.2 0.8 11.8 7.9 11.8 5.5 1.6 3.9 8.7 0.8 3.9 3.9 -

Craftsman 141 12.8 0.7 9.2 4.3 9.9 3.5 2.8 0.7 7.1 - 0.7 9.9 -

Office-clerk 507 16.2 1.4 8.7 5.7 15.2 3.7 2.0 3.6 10.5 2.2 1.6 3.9 0.8 

Managerical 16 25 .0 - - - 18.8 - - - 6.2 6.2 - 6.2 -

Professional 35 11.4 2.9 5.7 5.7 8.6 - 2.9 2.9 8.6 2.9 - 5.7 2.9 

working-women*, 212 13.2 0.5 9.0 5.2 7.5 2.8 1.9 4.2 9.9 0.5 2.4 6.6 0.9 

Others 183 

Income *s 

Under I mil.won 161 12.4 0.6 11.2 5.0 12.4 1.9 2.5 5.0 7.5 1.2 1.2 5.6 1.2 

1.01 - 1.50 mil. 410 11.5 1.5 10.2 6.1 8.5 4.6 1.7 2.0 9.0 0.7 1.5 6.8 1.0 

1.51-2.00mil. 500 15.6 0.8 9.4 4.6 13.4 2.8 2.0 3.0 5.8 2.4 1.2 9.6 0.8 

2.0 I - 3.00 mil. 374 16.6 0.5 7.2 5.9 13.1 2.4 1.9 1.9 8.0 2.1 2.1 7.2 1.6 

Over 3.0 I mil. 244 12.7 1.2 6.1 3.7 14.8 2.5 0.8 2.9 9.0 0.4 2.0 7.0 1.6 

Geographic *(, 

Seoul 556 15.8 0.7 9.4 5.0 13.7 1.3 1.1 2.5 8.5 1.8 1.3 7.7 1.3 
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Hyundai Daewoo Kia Ssayang Imported 

-Yong cars 
Characteristics Frequency New Sonata Excell Elantra Accent Avante Espcro Cielo Pride Scphia Sportage Avcrra 

( 1689) (midium- (small- (smal l- (small- Musso 
large size) (small) mid ium) (smal l) (small ) midium) (small) (sam II) midium) (Jeep) (small) (Jeep) 

Pusan 198 13.6 1.0 6.6 3.5 15.2 3.5 2.0 2.5 10.1 1.0 3.5 6. 1 1.5 

Daegu 123 12.2 1.6 12.2 4.9 8.9 4.9 3.3 0.8 8.9 0.8 - 12.2 0.8 

Kwangju 65 20.0 - - 6.2 3. 1 3.1 3.1 1.5 7.7 - 6.2 4.6 -
Daejeon 57 15.8 1.8 5.3 10.5 8.8 - 1.8 1.8 7.0 3.5 - 7.0 1.8 

1ncheon 102 8.8 3.9 5.9 6.9 13.7 4.9 1.0 2.9 8.8 2.9 - 8.8 2.0 

Others 588 

Average 14. 1 0.9 8.8 5.2 12.3 3.0 1.8 2.7 7.7 1.5 1.6 1.6 1.2 

---··-

(Source : Hyundai Automobi le Company. 1995) 
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Appendix 3. 

Consumer intention to purchase automobile within 1 year 

Characteristics Frequency Sure Not sure No plan 

(6000) 

Sex 

Male 3002 8.1 33.7 58.3 

Female 2998 3.0 21.3 75.7 

Age 

Under 20 1103 3.6 39.5 57.0 

21 - 30 1579 6.8 36.7 56.4 

31- 40 1560 6.0 25.2 68.8 

41-50 1023 5.2 21.5 73.3 

Over 50 735 2.6 17.1 80.3 

Education 

Middle, High-

school education 871 

University* 1 423 5.5 39.1 55.4 

Under middle 

school 612 3.3 14.6 82.2 

High school 2386 4.8 26.6 68.6 

College*2 1708 7.3 30.5 62.2 

Occupation*) 

Student 1333 4.8 40.0 55.2 

Self-employed 821 5.8 26.3 67.8 

Clerical - sales 289 8.3 35.6 56.1 

88 



I MBA Dissertation NTU 

Characteristics Frequency Sure Not sure No plan 
(6000) 

Craftsman 322 8.1 35.8 56. 1 

Office-clerk 1301 7.4 31.6 61.0 

Managerical 42 14.3 23.8 61.9 

Professional 101 5.9 28.7 65.3 

working-women*, 1263 1.8 15.0 83.2 

Others 528 

Income *s 

Under 1 mil.won 61 3 5.3 26. 1 68.7 

1.01 - 1.50 mil. 1529 5.4 26.3 68.2 

1.5 1 - 2.00 mil. 1739 4.9 28.3 66.8 

2.01 - 3.00 mil. 1348 5.4 27.6 67.1 

Over 3.01 mil. 771 7.4 28.7 63.9 

Geographic * 6 

Seoul 2035 5.0 27.0 68.0 

Pusan 730 5.6 26.2 68.2 

Daegu 425 5.8 28.2 66.0 

Kwangju 2 11 7.3 29.2 63.5 

Daejeon 198 4.1 29.4 66.5 

Incheon 333 3.9 31.9 64.2 

Others 2068 

Average 5.5 27.5 67.0 

-(Source Hyunda1 Automobile Company, 199)) 
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Appendix 4. 

Factor analysis of general life-style based on perceived activities, interests and opinions 

Factor Statements Communality Eigen Variation Accumulation 
(%) (%) 

1. Self- - Pay anention to 
oriented dress/outfit .71383 4.05929 19.3 19.3 

- Self-confidence 
toward design/ 
color .55864 

- Stick to favourite 
boutique .51544 

- Distinctive life-style .43602 
- Purchase the latest 

fashion style dress 
when its changes .50635 

2. Outer- - Participate many 
directed meetings .6095 1 3.42085 16.3 35.6 

- Associate with many 
people .57876 

-Like to be a leader .50374 
-Take a important role 

in meetings .57611 
- Talk to people first .41014 

3. Stimulation - Have to buy if I 
like .69168 1.80661 8.6 44.2 

- Often use credit card .5 15 17 
- Impulse buying .57787 
- Prefer new products .54930 

4. Plan- - Thorough advance 
initiative preparations .76770 1.45765 6.9 5 1.2 

- Set goals before try .712 12 
- Carry out by plan .75704 

5. Family- - Family is important .63201 1.29619 6.2 57.3 

oriented - Prefer quite 
residential 
environment .48435 

- Comfortable life .51179 
- Frequently eat out .43301 

(Source : Korean Automobile Statistic Assoc1at10n, 1995) 
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Appendix 5. 

Product-related items based on perceived activities, interests and opinions. 

Factor Statements Communality Eigen Variation Accumulation 

(%) (%) 

I . Primary - Prefer simple/strong 
function- automobile .70854 5.34 192 28.1 28.1 
oriented - Consider engine 

efficiency .63869 
- Prefer cars which 
do not cause any 
trouble .62864 

- Prefer cars which 
installed security 
system .6 1927 

- Prefer economic car .6 1684 
- Car is the necessaries 

of life .55066 

2. Symbolic - Car represent our 
social standard .54407 3.419 18 18.0 46.1 

- Car expresses our 
standard of living .57446 

- Need car for e legance .62079 
- Envy of sedan cars .5291 5 
- Wish to buy better car .44949 
- Purchase the latest 

best car .35011 

3. Experiential - Driving for changing 
mood .73566 1.533 14 8.1 54.2 

- Driving car is a sport .74229 
- Enjoy speed .63430 
- Pleasure when I feel 

strong engine power .53671 

4. Secondary - Prefer the latest 
function- mechanism car .71295 1.18827 6.3 60.4 
oriented - Prefer cars which 

have various options .73968 
- Prefer better 

stereo system .55020 

(Source : Korean Automobile Statistic AssociatiOn, 1995) 
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