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such signs of a global youth culture are all too readily treated
as obvious evidence of homogenized group of consumers.
One possible homogenized group of consumers is young
adults‟ preference of Cell (mobile) phones. Cell phones were
originally used for business interaction. However, after their
popularity, they are being used more often for social and
personal reasons such as talking to friends, SMS, E-mail,
Internet browsing, and games, especially by young adults.
Some research on inter-market segments relative to cell
phone has been recently published [3]-[7]. However, a
systematic overview on this subject is not available. The
current paper presents an overview of the previous empirical
studies on this subject. Previous studies have raised issues in
establishing inter-market segments in mobile phone market
for young adults. These conceptual and methodological
issues deserve more attention if such inter-market segments,
is to fulfill its potential. Further, this research compares S.
Korean and Chinese college students in respect to their
preference for different features. Finally, a comparison is
made with the previous studies to make recommendations for
the cell phone industry and marketers.
The remainder of this paper is organized as follows.
Following the introduction, the second section provides a
relative literature review on both inter-market market
segments in the international context for cell phones and
possible segments among the adolescents and young adults.
The third section presents the research methods use, and
analyses. The fourth section discusses the results and the
findings of this study. Finally, the study concludes with a
discussion of the limitation of the study, and the future
research in this field is presented as well.

Abstract—Purpose: The purpose of this paper is twofold: to
investigate the possible inter-market segments in cell phone
markets of South Korea and China among young adults and
secondly, to summarize and overview previous empirical
international segmentation studies in this area to bring the
issues together.
Design/Methodology/Approach: The data for the study were
collected from college-age cell phone users in South Korea and
China. A total of 331 questionnaires were deemed as usable for
data analysis. Ordered logistic regression analyses were used to
test the conceptual model.
Findings: The results of the study suggest the inter-market
segments do exist in S. Korea and China. These inter-market
segments include gender, brand, usage, and features. Further,
the evaluation of previous such studies on Finland, USA,
Canada, New Zealand and UAE show that inter-market
segments are valid for cell phone industry.
Practical Implications: The inter-market segments do extend
over the borders of S. Korea and China. Considering the size of
China market, these inter-market segments can be very for
telecommunication companies as well as cell phone
manufacturers to offer unique products, services, and
miscellaneous marketing program extending the international
borders.
Originality/Value: The paper is unique in that it is one of the
first to not only compare the S. Korean and Chinese cell phone
market of young adults, but also to consolidate up to date
research on this subject for various countries.
Index Terms—Cell phone college users, China and South
Korea, international market segments, cell-phone features,
log-it regression analysis, Inter-market segments.

I. INTRODUCTION
Consumers around the world vary tremendously in
demographic, cultural, social, and psychological
characteristics. The young adult segment is very attractive to
marketers both in terms of its size and its multi-billion dollar
purchasing power [1]. In the marketing literature youth
culture has been held up as the prototypical example of a
global segment.
Globalization has opened doors for youngsters from New
York, Tokyo, Hong Kong, to those from Paris, London, and
Seoul to share memorable experiences (through television,
international education, and frequent travel) which are
reflected in their common consumption behavior. As noted
by [2], “a short hand way to market the advent and impact of
globalization is to point to the evidence of global youth
consuming practices”. For marketers and consumers alike,

II. LITERATURE REVIEW
International segmentation aids a firm in structuring the
heterogeneity that exists among consumers and nations and
helps to identify segments that can be targeted in an effective
way. International segmentation offers a solution to the
standardization versus adaptation debate in that it creates the
conceptual framework for offering product and/or marketing
programs that are standardized across countries by targeting
the same consumer segment(s) in different countries.
When using similar marketing strategy in multiples
countries, economies of scale will lead to the reduction in the
average costs of production, advertising, and distribution.
Hence, international segmentation combines the benefits of
standardization (e.g. lower costs, better quality) with benefits
of adaptation (e.g. close to needs of consumers).
Research in inter-market segments relative to cell phones
has been recently published. Haverila (2013) [3] has
investigated the existence of inter-market segments in the
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adolescents‟ and young adults‟ cell phone product-market in
Finland, United Arab Emirates, Canada, China, and New
Zealand. The results of the study suggest the inter-segments
do exist in the countries of this study, but their existence
varies to some degree by country. Similarly, [8] has studied
the college-goers cell phone users of one of the fastest
growing telecommunication market of India. The findings
show that there is a significant difference in the usage pattern
of mobile phones because of three variables which could be
compared with study from other countries.
Haverila (2011) [4] has also investigated the cell phone use
and broad cell phone feature preferences among high school
and undergraduate students of Finland. It was reported that
there were significant gender differences in the use of cell
phone features. McLeod (2009) attempted to uncover
whether baby boomers have embraced cell phone
technology. The results indicated that although baby
boomers‟ general uptake of mobile phone technology was
high, they have a limited use and understanding of functions
beyond voice calls and SMS.
Young consumers in every part of the world are more
diverse and fast changing than any other demographic group.
Every marketer in any part of the world has to learn quickly
about the changes in young consumers in order to swiftly
introduce modifications and to introduce a highly creative
marketing mix. Thus understanding young consumers‟
social, cultural, psychological, and behavioral nature is
important for marketers not only in targeting but also for
influencing parents‟ decisions. The market segment of young
consumer changes the rules of the market due to frequently
changing preferences in choosing products and services.
The young adults segment is attractive in terms of its size
and its multibillion dollar purchasing power [1]. In the
marketing literature youth culture has been held up as the
prototypical example of global segment. Global teens from
New York, Tokyo, Hong Kong, to those from Paris, London,
and Seoul share memorable experiences (through television,
international education, social media, and frequent travel)
which has reflected in their consumption behavior.
As reported by [9], in South Korea a mobile
internet-enabled phone has become recognized as a necessity
in daily life, not just as a communication device. It is easy to
find South Koreans using mobile internet-enhanced phones
to read e-books, watch movies, chat with friends, and play
games or trade stocks anywhere and anytime. Further, South
Koreans view the mobile phone as more expensive, more
stylish, and more of a necessity than do Americans, as
reported by [10]. In short, it appears that the mobile phone
has made a positive impression on South Korean society.
Results of a survey on mobile phone and internet use
conducted by [11] showed teenagers (80.4%) and the 20 year
olds (85%) showed much higher use rate in comparison with
people in their 30s (55.3%), 40s (33.5%), and 50s (14.9%).
The data clearly demonstrates that college students are the
most active mobile communication users in Korea. Thus
Young adults and the generation who have received benefits
from ICT developing in the Korean context and who also
have been relatively more active users of ICT‟s rather than
older generation.
Im, Hong and Kang (2011) [12] reported that mobile

technology has been more widely adopted for a longer time in
South Korea than in the USA. South Korea is widely
recognized for its world leadership in embracing mobile
technology, including smart-phones. For example South
Korea has the highest rate of mobile device adoption in the
world [13]. In other words South Korea is renowned for
embracing the mobile phone in is emerging as the world
leader for mobile phone use.
A [14] study has also reported that young people around
are the world biggest adopters of mobile technology.
According to the report, 73% of Chinese youth age 15 – 24
citied mobile internet usage. By comparison, less than half of
American and British cell-phone youths used the Internet
from their mobile devices.
Technology Acceptance Model (TAM) theory indicates
that perceived ease of use and perceived usefulness predict
the acceptance of technology [15]. McLeod (2009) [6] study
has demonstrated that regarding the cell phone
communication, age can indeed predict the usage of mobile
technology. Based on the study [16] one can assume that the
cell phone producers manufacture handsets for general
market segment called “macro segments”. However the
characteristics of smaller “micro segments” existing among
the adolescent and young adult cell phone users extending the
borders, has yet to be established. Kamaluzaman (2006) [17]
has shown that in the TAM framework, the user
characteristics of mobile technology like age is treated as an
eternal variable and user acceptance operators through
central believes.
The cell phone set features can and have been used for
segmentation purposes. Adding too many features can lead to
small keys and it can cause cell phone launch success rates to
deteriorate [18]. Thus [19] developed a feature set for the
evaluation of cell phones. They divided it in two types of
criteria, the product related and user related. For example
they may include memory, games, ringtones, and brand,
technical support etc.
Oksaman (2010) [20] has shown that the social interaction
in reference to college cell phone usage appears to be
dominant since they perceive mobile communication as more
„liberating” and providing “independence”. The cell phone
set features can and have been used for segmentation
purposes. Adding too many features can lead to small keys
and it can cause cell phone launch success rates to deteriorate
[18]. Thus [19] developed a feature set for the evaluation of
cell phones. They divided it in two types of criteria, the
product related and user related. For example they may
include memory, games, ringtones, and brand, technical
support etc.
In spite of the growing importance of globalization forces
which push their domestic based marketing strategies across
borders, market segmentation studies in the international
context is rather limited. A few market studies on
segmentation of cell phones are available, but they are mostly
country specific. For example [21] studied for the Italian
market, [22] in the Austrian market, and the US market.
Dibb and Simkin (2010) [23] is the first robust
multi-country study aimed to test the quality of segmentation
using a longitudinal case study of the Eastern European
market. However, even though for this research data was
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A. Data Collection and Statistical Analysis
Data were collected using a convenience sample of 400
Chinese and Korean university students however, a total of
331 questionnaires were deemed as usable for data analysis.
The questionnaire consisted of four sections. In the first
section, respondents are asked to provide their demographic
information, including gender, education, age, and
nationality etc.
In the following section, respondents were asked to
evaluate the product related feature preferences of cell
phones. The features included basic requirements, physical
characteristics, and technical features. In the next section of
the questionnaire, respondents were asked to give their
preference of the product features from the user point of view.
Thus it included functionality, brand choice, and technical
support etc. The frequency of use of the students‟ cell phone
features were evaluated in the last section of the
questionnaire.
As it appears, the first significant difference between two
samples is nationalities. The proportion of Korean to Chinese
in total respondents is approximately half-half (51% - 49%),
while about 60% of all the respondents are male.
Statistical analysis of this study was conducted using
cluster analysis via SPSS (v.20.0). A 2-step cluster analysis
was done as performed by [3] for similar type of studies. The
2-step approach was chosen since it enables the optimal
combination of the advantages and disadvantages of the
hierarchical and non-hierarchical methods.

from multiple countries, it is difficult to establish whether
true international segments exist.
Thus it is obvious that there is a strong need for more
segmentation research in the cell phone market especially
among the young adults since this age group is driving the
market to new directions and usage. Haverili (2013) [3] has
recently study on Finland, United Arab Emirates, Canada,
China, and New Zealand, suggest the existence of
inter-market market segments but their existence varies to
some degree by the country. However, the current study
extends it further to include South Korea as well.
Thus the current study focuses on the perceived service
quality of online banking. The study covers customer of the
China and Saudi Arabian Markets. Both contries have
significant importance in their respective regions. With this
study we can compare the cultures. Further, the outcome of
the study can guide bankers of both countries to apply any
commonalities among their customers perception of online
quality.

III. RESEARCH METHODS AND ANALYSES
In order to investigate possible inter-market market
segments in both China and South Korea, a survey was
conducted in both countries (questionnaire can be found in
online version). Date was collected from for undergraduate
university students of both countries. The first section of the
questionnaire sought demographic information from the
respondents. Also, respondents were asked to rate the
importance of a set of cell phone feature preferences cited by
[19]. These features were assessed using Likert-type
questions with responses ranging from „„Very important‟‟ (7)
to „„Very unimportant‟‟ (1). The reliabilities were calculated
for each dimension. A cluster sampling method was used
similar to one used by [24] In addition the respondents were
asked to report the frequency of usage of specific cell phone
functions. These included the use of phone, SMS, MMS,
games, camera+ video, music, E-mail, internet, calendar and
calculator. These were important for the interpretation of the
results of the segmentation study.

Cluster name
Price
Parts
Processes
Aesthetics
Water
Impact
Design
Quality
Display
Memory
Battery
Roaming
Safety
Ease
Brand
Support
Games
Tones
Language
Business services
Mean

Middle of the
road (38.6%)
5.03
4.92
5.17
5.16
4.84
5.05
5.27
5.24
5.27
5.23
5.5
4.98
5.36
4.81
5.01
5.24
4.67
4.77
5.19
5.12
5.09

B. Cluster Analysis Results
After the two step process starting with hierarchical cluster
analysis, five solution appeared as possible these clusters
were named the same way as done by [3] in similar type of
study. Thus cluster 1 was named “all important”. Similarly
cluster 2 was named “middle of the road” and cluster 3
named as “traditionalists”. Cluster 4 was named “price
conscious”. Finally the lowest response of cluster 5 was
named “minimalists”. More details of the analyses are
provided in Table I.

TABLE I: THE MEAN VALUES OF THE CLUSTER SOLUTION
All Important
Trad'lists
Price Conscious
(23.55)
(20.8%)
(9.0%)
3.35
5.64
5.93
3.5
5.62
6.33
3.83
5.93
5.93
3.86
5.81
5.87
3.85
5.84
6.1
3.88
5.93
6.33
3.97
6.03
6.17
3.85
5.9
5.7
3.91
5.88
6.23
3.96
5.96
6.23
3.9
6.06
6.33
3.82
5.93
6.1
4.08
6.03
5.87
3.5
5.59
6.07
3.67
5.71
6.2
3.94
6.07
6.2
3.76
5.52
5.7
3.73
5.75
5.57
4.04
6.04
6.17
3.86
5.93
6.2
3.81
5.86
6.06
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Minimalists (8.1)
3.33
4.11
4.22
4.3
4.63
4.85
4.96
5
5
4.7
5.3
5.15
5.33
3.52
4
4.59
4.48
4.48
4.74
4.15
4.54

Mean
4.66
4.90
5.02
5.00
5.05
5.21
5.28
5.14
5.26
5.22
5.42
5.20
5.33
4.70
4.92
5.21
4.83
4.86
5.24
5.05
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C. Interpretation
Both the Korean and Chinese respondents‟ male
youngsters show technical support and games to be all
important in comparison to their female counterparts.
Language features and product characteristics were
important among all respondents. However, female
respondents could be segmented for price conscious cluster
or segment. Cell phone functions no value (highest usage).
The frequency of usage of the various cell phone functions as
assets with the scale (frequently during the day = 1, daily = 2,
2 – 3 times per week = 3, weekly = 4, not used at all =5) as
shown in appendix 1. The phone and SMS features are used
on a daily basis and all the other features on a 1 – 3 times per
week basis. Summary of clusters is provided in Table I.

[9]

[10]

[11]

[12]

[13]

IV. DISCUSSION AND FUTURE RESEARCH
RECOMMENDATIONS

[14]

The purpose of the study investigates whether
intersegments segments exists in the multi-country setting of
South Korean and Chinese young college students. The study
shows that 5 inter-market market segments do exist within
these two countries. The interpretation of the clusters was
done with country of residence, gender and the usage of cell
phone functions (appendix). The first implication of this
research is that 5 inter-market market segments do exist
among the college students from China and South Korea.
These findings do lead to multiple benefits such as cost
effiencies resulting from reduced duplication of effort in
multiple markets where similar segments exist. This was
demonstrated by [25].
A limitation of this study is that since cell phone
technology is advancing fast these results may not be valid
for long thus study should be replicated to check the
longitudinal validity.
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