Shoplifting in Fashion Markets

Seung-Hee Lee' and Betsy Covell Breseman*

Sungshin Women's University, The Ohio State University™

1 . Introduction

Markets have been found to behave uncthically i order to gam shost-term profit. Frequently,
consumers arc portrayed as being taken advantage of by markers rather than consumer exhibiting
unethical consumer behavior such as shoplifing (Strutton et al., 1997). Shophfting has been the
focus of most of the rescarch that has been conducted investigating consumer etthes(Moschis et
al,, 1986). Estimated retml fosscs attnbuted to shophfuing and detection and prevention costs
were $ 80 iliron recently, Considered the nation’s fastest growing type of theft, this destructive
behavtor 1s multiplying among students. increased shoplifimg s duc wn parnt to current retal trends
in sclf-service merchandising and easy-access merchandise display. In addiion, understaffcd
stores and lmigh employee tumover often leave salesfloors unattended. Cox et al. (1990) reported
that more adolescent males had admitted 1o shophifiing than female adolescents. Shophfters are
caught on average once every 49 tuncs they steal and arc tumed over to police one every 89
times. Among nonprofessional shophfters, 60% are habitual offenders with 3% stealing cvery
day, 14% stealing cvery week, and 60% stealing at least once a month. Teenagers can become
quite proficient at stcaling even though most are nonprofessional and over 50% come from
affluent homes and do not steal out of necessity. Therefore, the purpose of this study was to

cxamine motives for shophfung fashion products and shoplifing expericnces.

Ii . Mcthod
A samplc (N=279) of college students who live m Seoul area was drawn for this study.
Motives for shophfung clothing and situational shoplifing cxpenences wcluded 25 items

developed by Cox et al. (1990) werc used for this study.

ll. Conclusion and Implications

The results determined 1f social and economic clothing shoplifing motives vaned by high or
tow levels of parental and peer normative tnfluence on apparel shopping. Results detcrmened 1f
motives to shophft clothing vancd by situational shoplhfiing expenence. Results of ANOVAs
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showed sigmificant differences between social and econonic motives to shoplift clothing. Further
comparison by s-tests confirmed sigmficant differences existed for social motives to shophft

clothing and cconomic motives to shophft clothing,
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