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Market Segmentation by Five Types of Consumer Consciousness

and Cluster-Based Analysis of Sustainable Consumption Behavior
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Abstract

Consumer consciousness types are a key driver of sustainable consumption, and understanding them
forms the foundation for developing effective sustainable marketing strategies. This study segmented the
consumer market based on five types of consciousness-environmental, health, economic, novelty, and
social-and analyzed differences in sustainable consumption among the segments. A survey of 618 Korean
consumers revealed three distinct consumer clusters: Advocates (32%), Pragmatics (35%), and Observers
(33%). Advocates scored highest across all consciousness types and exhibited the most active attitudes
toward sustainable consumption including awareness, interest, preference, experience, and purchase intention.
Pragmatists emphasized health and economic values but showed relatively lower levels of novelty and social
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Market Segmentation by Five Types of Consumer Consciousness and Cluster-Based Analysis of Sustainable Consumption Behavior

Observers demonstrated the lowest overall consciousness and participation in sustainable

consciousness.

consumption. This study demonstrates the need for market segmentation based on consumer consciousness

and identifies significant differences in sustainable consumption across clusters.

Keyword : Consumer Consciousness, Sustainable Consumption, Market Segmentation, Cluster Analysis
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At 3068, OIAF 312, LIOJ&= 10CH 569, 2008 1259, 30CH 122, 40CH 1269, S0CH 1299, 60CH
G0HOZ LIEFGICE A52 & 2002H OJ2F 1728, & 200~3002H 0|2 1779, & 300~5002H
02t 1728, € 500~8002HY OJTF 679, ¥ 8002t O|4 30YO 2 LIEILICE g2 1SS

2 O[5t 1439, it Ast 439, Cfstn £ 3749, et £Y 0|4 s8F2=E LIEtS

82 (& 110 2|5t

[ﬂi l] OEl-xl. EA-|

[Table 1] Demographic Characteristics of Respondents

Frequency (N) Percentage (%)
Male 306 49.5%
Gender
Female 312 50.5%
10s 56 9.1%
20s 125 20.2%
30s 122 19.7%
Age
40s 126 20.4%
50s 129 20.9%
60s 60 9.7%
< 2 million KRW 172 27.8%
2 -3 million KRW 177 28.6%
Monthly Income 3 -5 million KRW 172 27.8%
5 -8 million KRW 67 10.8%
> 8 million KRW 30 4.9%
High school diploma 143 23.1%
. Undergraduate student 43 7.0%
Education
Bachelor's degree 374 60.5%
Graduate degree 58 9.4%

= AF0M= deld N ErEE0| HES=X| 2eI5t7| fIsl, SPSS 29.02F AMOS 29.02 &
of BMA SoIX QOolEMIt ME[YEM MEEME HAYLCE [H 219 [ 312 0|8 dalet A
o|Ch 1 Z1b, QOIEIYZHA)0| 050|422 @Qlo| EMo| LEMOD, 2t Ha: ZHEZO| YH
Yrbg S olsty| o AMElY 2M2 MAISH ZD Cronbach's a”t 0.7 |22 7|ES SFIIY
Ch Bo2MFZFAVE)R 0.5, HEAZZ(CR)E 07 0|42 LIEtLt ZPNHEo| HBEILY 7|F
= SESIQUCL E3H AVE gt Mt MES Hlwet A) HEErE 7|1E S 550
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[Table 2] Reliability and Validity Analysis

A Cronbach's a AVE CR
ENC ENCI 750
(Environmental ENC2 789 818 714 .882
Consciousness) ENC3 748
HEC HEC1 779
(Health Consciousness) HEC2 .835 .860 796 921
HEC3 .821
ECC ECC1 811
(Economic ECC2 .825 757 .679 .864
Consciousness) ECC3 737
NOC NOC1 .837
(Novelty Consciousness) NO&2 875 831 646 843
NOC3 .819
soc SOC1 793
(Social Consciousness) SOC2 816 .808 728 .889
SOC3 709
SuC1 749
SUC Suc2 .800
(Sustainable SuC3 .831 .838 .554 .860
Consumption) SuC4 788
SUCs .654
[# 3] THEEIEY &4
[Table 3] Discriminant Validity Analysis
1 2 3 4 5 6
1. Environmental Consciousness T14a
2. Health Consciousness .483b .796
3. Economic Consciousness .100 219 .679
4. Novelty Consciousness .093 .042 018 .646
5. Social Consciousness 408 274 077 214 728
6. Sustainable Consumption 191 075 .010 .065 144 .554

Note: a: AVE, b: Squared correlation

= ATe LA QN0 ME AFMEe 28 T XE7ts 48 dF X0[E =] 2
o, AS HiF BASH CHEMs gde ot ShEMD uXEMS ZAIBIIEL 3
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ASH UM HASE 2HEARE Lz = Uth AZH 22N 7t HE2[7t 7Pk
T 0o #HE O|F7| AESHH 7k ZHEVIEl AL 2827t O|F0K|= LRO|C) HIA
TH ZHEME 2O 7t FHofjd 420N 2 28 S0 7HE 72 HHE 2 Loty
T2 dddts YHoICh 2 AF0ME ASH &M 20| HASHE ZEEME TSk
A ZHEM2 2&SIRCE X Ml ASH 2HEM0|ME Ward LE2 2&3810] AH|XF QA
Q¥ 7|8kt Ao 2 42 A AT, yHo 2HO2 PREQICKAREN 1. T HHY b
ASH 2HEHM K-means HHE SO AH[A Q4 REEE AT (& 512 20| #3
4 SH2 D EAUCLATRAD)
[# 4] 2HEH
[Table 4] Cluster Analysis
Clusterl Cluster2 Cluster3 F
(N=198, 32%) | (N=218, 35%) (N=202, 33%)
Environmental Consciousness 4.35 4.09 3.29 248.065%**
Health Consciousness 4.47 4.24 3.46 245.914%%*
Economic Consciousness 4.40 421 3.81 67.312%**
Novelty Consciousness 4.07 2.53 3.19 401.894%**
Social Consciousness 4.18 3.61 322 186.531%**

(*p<.05 **p<01 ***p<001)

=YY §4S Qs Ch2at 2ok 2TIN=198, 32%)2 ZE 24 Q0I0] 47 0]¢0|n],
o
H|

X , o Mo Y, FOjo|=of CHet 28Xl B H|F0| 371 ATt F

7t =L X[H7bs AH[Of CHs 61%7F QIXISED D, 66%7F 2 A2l 54%7t M= FULCE
4N%e K&7ts AH ZHO| ASH, 46%= I% tsHME0| CtE MEO Hs HMGEIE Fofe
O2F0| QUL ERHCE FE2N=218, 35%)= U4, EH|, &4 24 20I0] 48 O[S =Z LIEIRLCE

X|£7ts aH|of Thsl 47%7t QX[ Ao, 47%7r A o, 38%7t MZHLL 20%es X%t
& 2H| 20| U4, 34%= XE7HsHEO| THE MZ0| HIsh HIMEE: FLOig 20| UL
TA3IN=202, 33%)2 EA, Hg, &F, MRl Sile[Al olo| 3-Eo|H, X|&£7ts AH[of CHs|
39%7F QAX|SHD U1, 36%7F Bl UM, 25%7F MBHCL 16%e XI&7ts aH ZE0| Ao,

2% ANE7HSHEO0| BHE MB0l Hloh HIMCEtE FOiE oo] AU

= A7 Fo 24 ZuE HelotH Ch2at 2ot 2 Hils AH[XRO| s7EX| of4 |dE 7|
HIo 2 AH|A} A|EE MESteA ZHEAS HAISIUL 24 A1 3749 |o|0[oh AH[X 7
ol ==E[Rlen], 429 #HE o4 RS =Fi F4o Mzt ZE1ES HHYE H|X}
(Advocates), =28 M8 AH|X}(Pragmatics), TR32 &Y AH|XKObservers)E HHSHAL}

THIAETE aHhe M SEAS & 32%m=199)2 &= HTSE, 574X AH|XF oA &
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Y 2ROM 7MY =2 HE H+E VISSIRICE ATl 4.47), AR M 4.40), 2HE2 M 4.35), At
3l014@.18), BA10IM@07) $FO0| BF 0L CHYSH XIS7H5 FHRl0| Cfsh HIHOE QIAfs
012 YEo2 MHSE HYO| Yot 0SS XI&7kssh Avlo] sy MHAFR 2 & 9
ct.
[H 5] T8 X|£7ksTH AH| Xt0|
[Table 5] Differences in Sustainable Consumption by Cluster
Total Cluster1 Cluster2 Cluster3
(N=618) | (N=198) | (N=218) | (N=202) X2
Strongly Disagree 6% 4% 7% 8%
Disagree 22% 13% 23% 28%
Awareness Neutral 23% 22% 23% 25% 28.483%**
Agree 41% 49% 41% 33%
Strongly Agree 8% 12% 6% 6%
Strongly Disagree 2% 2% 0% 3%
Disagree 11% 7% 9% 17%
Interest Neutral 38% 26% 44% 44% 49.558***
Agree 41% 53% 38% 33%
Strongly Agree 8% 13% 9% 3%
Strongly Disagree 3% 3% 2% 4%
Disagree 16% 10% 17% 21%
Preference Neutral 42% 33% 44% 49% 38.185%**
Agree 33% 44% 32% 21%
Strongly Agree 7% 10% 6% 4%
Strongly Disagree 5% 4% 3% 7%
Disagree 24% 12% 27% 33%
Experience Neutral 46% 44% 50% 45% 57.122%**
Agree 21% 31% 17% 15%
Strongly Agree 4% 10% 3% 1%
Strongly Disagree 5% 4% 4% 6%
Disagree 21% 15% 22% 27%
Eﬁgﬁ; Neutral 40% 35% 39% 45% | 40.198%+*
Agree 30% 36% 33% 20%
Strongly Agree 4% 10% 1% 2%

(*p<.05 **p<01 **p<001)

TEAHEH AHRHE MAHQ & 35%(m=218)S AtXISIH, HZo|M4.24), AHCM@21), &4

o}
HON 22 32 X0 HAOA(2.53)1t AtE|oA(3.61)2 ALHEHoZ WLt
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[H 6] M& Ett = EF 29

[Table 6] Summary of Consumer Clusters and Key Characteristics

Cluster Size Key Characteristics

- Highest scores across all consciousness types

Cluster 1: N=198 (Health 4.47, Economic 4.40, Environmental 4.35, Social 4.18, Novelty 4.07)
Advocates (32%) - Actively practice sustainable values

- Core participants in sustainable consumption

- High in Health (4.24), Economic (4.21), Environmental (4.09);

Cluster 2: N=218 Low in Novelty (2.53), Social (3.61)

Pragmatics (35%) - Focus on practicality and cost-effectiveness

- Conditional involvement in sustainable consumption

- Lowest scores overall

Economic (3.81) relatively higher

Health (3.46), Environmental (3.29), Social (3.22) lowest
- Passive engagement in sustainable consumption
Potential targets for education and activation

Cluster 3: N=202
Observers (33%)

28 2H[Xh= R&7tsch 280 s 7+E =2 RIeE M=, dga oje=S Ee,
282 T +F, HEY2 YRR 1Y H2 XIS 7|SoIRAC). o[2(% Zit= 2L 2
A 70wt AFE ME=eh, 4 2o dF E490 RE AEY XE7ts HEE +Ho
= 0| RS AJAIGICL o7 HEEAE HO RXlet 2EHME S8 4 HEHWAE
ol = e A4 RE, BEIAE AY JHHES ot 7|1E D3 HE 7|2 MS0| 2itY
ol A OI|:_|.
=2 T M
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SOtH, 7|Yat A UCHKIIE X[&IHsTh AHIE EHXISH| 2ot MEH QAZHEN ZAHXEE
HMARCH= HOIM 22f7F ATt

= g7= O3t 22 SHAES #=0h AW, 2 A7 o= AHXE Hdz TIHSRe
0, ¥20|= CtYet =7t X X[YS OREE Hu TR e Z0[Ct, Oj=1t ol AH|XE
HlWSh 7|E AF0AM 2H|XF o4 FAO| X[&E7kse Ej=ot FOf2=0f OX|= 0| ZoHH
WErO| et HEtE = ASS QSIALE 5] WEtM g2 AF0M= =98 X0[E dafst &
HIR oA Rdol fxot 1 FYHS H|W ZHACEM, 2 2Y AFOM =7tE AH|XF ZEH
Heolol SI=d OHAE TEE +Eole O 28%taAt ottt EM, 2 A= 2H[A o4 KO
ghe dE2lX MEgt aolo XHS HFJACL 2ol ME| 25, OICI0] =& 3], XIZE Tof
= [26] 2 Q052 FIIE BtEY Ao|Ct W2tM X[&7tsth aH|of s 0F = U= O
Aot A, AR, dH Qg F/H6I0 BES =AYstL, O|F W o o7 X XE =
g HEHo= FMot= A7t Hadsih
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