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This study aimed to investigate a way to activate
marketing of the clothing business that provides
on-line/off-line total services by combining electronic
commerce, which is developing rapidly these days,
with marketing of the clothing business. To achieve
the purpose, this study examined whether there were
differences in consumer choice behavior between
online and offline store and in consumers’ properties,
and if there were differences, what they were. A
questionnaire was developed by the researcher based
on previous literatures related to properties of
consumers purchasing fashion goods, their purchasing
behaviors, the perception on the danger of Internet
shopping malls, the influence caused by brand
extensions, and the differences of consumers' choice
to purchase goods according to types of stores.

Firstly, according to the results of the analysis
related to consumers' be haviorto purchase clothing
in online and offline stores based on the properties
of statistics in population, T-shirts and suits as
items to be purchased showed a significant difference
in age, gender, and job. It was found that people in
their twenties purchases T-shirts most in both online
and offline stores. In addition, the result indicated
that teenagers purchased items in online stores more
than they searched the net to get information of the
items. The greatest number of subjects answered
that, if they had not bought goods in online stores,
it would have been because they could not have
relied on Reliability’ of online stores.

Secondly, according to the results of the analysis

related to consumers' purchasing and choice behavior
between online and offline stores with regard to
types of stores, it was found that department stores
was chosen as the most preferred type of offline
stores. People who preferred department stores to
purchase goods showed following properties of
statistics in population; The most distinct complaint
about stores that the group of people preferring
department stores had was their business hours, and
that of the group preferring specialty stores was
lack of diversity of items. The results indicated that
while most people of the four groups had ever
purchased suits in offline stores, There was a
significant difference in a way to pay with regard
to consumers' purchasing behavior in online stores
according to types of groups, and most people paid
for with credit cards. Clothing items purchased in
online stores showed a significant difference in
skirts, and subjects answered they had often bought
skirts in online stores.

In conclusion, the significant findings were acquired
from this study for strategies to integrate marketing
of online and offline clothing stores. Therefore,
marketing administrators in this field should analyze
and make out consumers' purchasing and choice
behavior in online and offline stores so that they

can develop strategies in accordance.
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