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Abstract

The present study explored differences of catalog and non-catalog shoppers in their beliefs, attitude and
buying intention in relation to Internet apparel shopping. Respondents of this study were 352 general
consumers (145 non-catalog shoppers; 207 catalog shoppers) residing in the US. The t-test and chi-square
analysis were used to study differences between the two groups.

Differences between catalog shoppers and non-catalog shoppers were found in beliefs about and
attitude toward Internet apparel shopping as well as apparel buying intention through the Internet. Also,
catalog shoppers were less satisfied with apparel shopping through local shops than were non-catalog
shoppers. However, no difference was found in income and education levels of the two groups.

Key words: Internet shopping, catalog shopping, belief, attitude, buying intention ;

Vel £, 71821 43,25,

B, ol & =

LN E

L
Flo b

BlAbe] LAy el 2473
uefe) Qo) 7h Fae 3
thgel 513 gloh A g
S22 Buslo] o 2

U AANE 5 SRS T

19

oo 2
£ oo rH
oo e
0 ) O
> B %
1o o
°H‘Ui°‘-‘.‘~
B K

Lo

2

O
N
du oo O o

2 b

T oo
r°§”~fl°n

lo o

E
o (2 o

i
o

;:“
>,
of,
>
R
2L .
{m
il
= g
=
At
R
L)
R

gl
ki3 Z*W]Hb Ul% 3 °H 80%7F 1l
3k 3l ¥ o]Are] AAZ U E AYs Ao
o (“Half of American Adults”, 2001), T}2

§‘.—Lr“

b £ 2 T (g
ox
b fo,
P>

Lo o
w .
3L
|o

A E 0%2] B STRSo] A% ABY
&% AFOIES )&% Ro T Gl v (Yamada,
2001). 22 Emst S} Young o 4] 44| @ 4 2 2 Aol
=9, 0% L A el Fi A, PR S E, S o
S0 AReIN 7hE AT A EE FEZ <9
o)A 4918 7155451 ™ (Seckler, 2001), 41 A 4wl A}
o /4] QEYS Eol 1R E T F RO 2 vhehit
o} (Yamada, 2001).

olg7) S RAFN v s A F el wh
A& A 54 2] SRR Tk TVE LT )
ol 7li§$74°1t} IS/ ARV F

lm
o, : FN Jﬂi

oﬂ mu:r



re
m
2
I
dil
e
1o

SA4PO Ligt 28, B, R0ilT: FIEE ] AH|XI24 BIAHIX2| H|n o 105

id g2 18 B3 A4S THE ZEE MY

IE= F24% A2 A E Fekch (Burke, 1996).
olgi g FHFE I TV F4PANA A FE F2 v
202 v dstAth AAZ K= HEED
PAF A 26% =] B &S 2 A=
o] (Michals, 1997), QVCrli 2} 9] oF 20%7} 2] 7
N A M 2] F-o] o} (Grant, 1996).
o]M ¥ FHEZ I TV S o] L et
T AEETD APER TV ELT GAES T4
B AAZAMY 2 AIALE w22 £4 AEY
&9 Fok2 A& Yok 71E F
E9 2 2R ERFAILES AN EEA F2B
HAT FEFTAA A Lo EvR 2 7IE R
A4 ¥Rl $HEE v§ §lo] FARE A Folu
7HAEQ o) AR E o] E T 5 Sle el v
ZUAZ2 A W2 A7) 2 ¢t (Bleecker, 1995;
“Internet Retailing”, 1997; “Internet Shopping”, 1998).

71E8 A AREIVGTV E4F el A=
AHA7E Ao} gl AuRbel Bl A AEUl £
< o182 7ol ¥ w0 o 53 o (“Internet
Shopping”, 1998). ¢1 = £4&% Z3AEe) o FHX
T Fell A, AT Gy £PYEFEA G
49 & A5 3y wiolgla stk AA R v
o] 8 Fha g 1 AvjAtel JCPenney = AFAFS] 22}
Q1 AJol E Zxm)a}e] 2/3 0)Fo] IES] FVERTIE 9]
£33k A8 AE o] 22 B3] o (“Interactive Retailing”,
1997).

o8 FHER T F4&T AvztE] AHY &
o] §AFE WA Hol EH& Aol A ABdllel F
ATE F438] Bl ok 71E] A&
#H AFES AU & o] &z AFFANH &
A-& 437 1} (Donthu & Garcia, 1999; Seckler, 2001;
Yamada, 2001), eIl 4238 A & AWl &3 G
TS FE 8UE A A (AL - 93 S, 1999; |
3, 2000; °] 5o} - 4 A, 2000; 3+ - A3 Y, 200
“Internet Shopping”, 1998; Ward & Lee, 2000; Yamada,
2001) o] dF-Eo] ek AT £ A < A

B
ol
=2
E-
it
rlo
N

gte] dadA ) e A7 BA) Lotk ol
I 2R (1999)2 B HER] G2 IE F
3 AFAE PGS JF319 2, Vijayasarathy 2}
Jones (2000)= 712229 Tl o3 o)) BHEE B E
o} &£ & v wak T

B AdFoMe anjate] 7lg2 1 2% BE SF
eI Lol 3 WE-H Bl =, £ o ko A3
Fa AA S 2 AT AAE SR &/
2o} FREAZ o] 159 eyl &3l
o B, B s, el o 2ol o 3t Xpol & AL Th
g2 £33 A &) Fa-E v
BIE WS - A G AFEo 3 HFE, A5,
& -0 hated & F 1E 7 xpol E v walyoh o1 F
AT HERH G2 T &Y

)\o

-
3 Ab

paA ) i) 484 A7

> B

od,
fus)

ZRO o BUL LT &
H .% <)

E=v} 2 39t} (Braun, 1993; Grant, 1996; Stanforth &
Lennon, 199%). 71 o|-f 2= WA, 984 A AL
5 87k Ta¥ W SA0) FARIL £ &
A &R L2 270 PARle] E4T ) g 2o
EZEFY S TR
a3 o] A27kz] BA
3 7k Lo i
AP TR 52 Abgel HFA 2 £ 7 4
B A= v go] AX T Rolgt= Fojrt. ol 4
FAREL FAPY T ETHASHUINLGRZIAEF
3 o827l she AR 28 A 2 48Rk
vl A 4o T2 F/RA QB £3L 08T
7Fsdol ¥ Boke A& oujgith o] S ASFs)
£} 5} Fishbein2] 35 9] |2 (Fishbein & Ajzen,
1975) A XM =Yg A 7R L4 THYUTE AHE-8
Ak

PFo L |22 A M HFH o|B2 & A&

A7) wEo) gty BAU F F
HA A FA o] B7) wf ol

HA A AP L ol A

pal

— 1056 —



106 grao = eyl X|

: Vol. 26 No. 1, 2002

u)z21e) PEL 53] AT APAFA o] 24
TAE Zo] AMEE o] gith A FE o] BoA £F
3} F(Behavior)ell t) g+ <) =(Intention)= 7 3 F < of
AE 71Eo] H, ol @ A m g FAAE 7t
84F T 35 o3k ookt 2 S(Belief)
FFste o S(Atitude)= 2 v ghelt. o]
vlzke] el AtEd A & AEElE o
2N 9F G 22 xR FY 7ol ozep &
#Ag A7l Agstr] el A== Ak (Mowen &
Minor, 1998).

o] FFYE o] A D2 F BTt PF AT E
A3te FAF Aok 54 5ol g i =(A)=
U232 32 AE e, 25 g
DE O IR NG FLE @ EFHAI TG
o 2 &3

Ap=3"biej

A S WGBTS T HES IS 2
A9A, B4, AAA Bl thatel A7
DR E R E P B ER L
vht Z23kx0) B BN S Fake &
LIES o] F A AR B ) Z0 U 7} _/;\_H];(}-
A WEE T 27 vl 1 AES
=7t okt Qe AE 43k 71l 53
VFAEE A4 GFL 534 44 227

N
A
oL
o}ﬂ

K

z
oL
OU l->

_S;

©!

9
ue T
x|

JR]

1

¢

M 2 o o 2 oX i
Lr_‘}i rlr N rSL‘;gm

& 2 Q76 Agol AgRI 2u|Re)
ﬂﬁ%%%@ﬂ%ﬁ SRR ﬂ o AHE T
]EEH =P

AL 5 AR IE Bl AHEAE e
slAbE 1RAE Aol vl AEUS F3
o Bagol o @ West HEst o 2R AR Tl
JEE o &g Aol A S5k

2. XS HIof oot EEE R

avlAe] AQHEES 0§ 2B
250 B4 ol B YRS BAYE
o ole ATEL AAHEE o & &

e AR 18R] B2 AR vlsiAl Ea3E o]
28 7540l d Eobhe 28-S A A8 o (Bolfing
et al,, 1981, Lumpkin & Hawes, 1985; Reynolds, 1974;
Shim & Drake, 1990). ThA] T84 FFEE T 48R
Frg 2 1 H AL v A G HEE o] &5t o &
&l g TG g Aol oS E 5 gl

Rogers (1996)= £57 T4 +%0 £248 ¥
A AFIBES Wol 5 Ths Aol ¥z 34
Stk o1& YN 7)1 E ATES 253 TF
FEol B AT 184 G Ayl vls) Bx

£ 0|28 7t B Brhe A1 A HAE A Al AT
(Eastlick, 1993; Fram & Frady, 1997; Grant et al, 1991;
Shim & Kotsiopulos, 1994; Shim & Mahoney, 1991). w}=}
A FVE R T SRS FHEE T 8] 4] R} H] o) A

A5 R FEFEO FSRIFLASE S Utk

m. Ay 2 E%
1. 72N

A1 BEAHE AGRT 2% FAPA 1FH

FRAEA 2F0 v59) Wl b x}owol 3
EAE A Aotk £ Arelde A8 &
ol et L& e, 7o) o5, 22 2 A Y2 cH
g NS5 &5 QL AEFEN W F 215 Aol
e ZARET 9] o] 2 MR TR Al A
T7HE S T3 2l

AL A 58 B age] B R el T

- LI S el
2R o)t}

7H 12 AEU S B8 S Bl B =T} ]
2HHolch

HE13: A YIS F 8 Bl 9 ErhE o
AR ES 01§48 Baqol B B
w7he v

— 106 —



2IENE TP ASA YO LTt &S, BT, FOIE: FIHE ] AH|XI2t H|2H|XI2] B SAF 107

731 A 5eF0) o Fuk
7ML 2 W o Bt N

e
M
o%
4
rlo
N
Cpy
2]
)
0
2
-
Ao
)
o
il
2
il
pr
il

!
X
BN
>
W
30
£
)

ol #2524
_]

8

A A=A 3 A S H A S
Settle et al(1994)2] A7 =43 QBN L
ol th &t 5 WAL o] 571A] F-gAPgel th e 73] 3
o oz dojRck B £ i =& 3
F 90| £ (Fishbein & Ajzen, 1975)0)) 7] 35}ed, $ol]
M EAT A B FLEETH AR AER
S48t o] & 72 Foll Fskz, 150 7kl
e Al asgol g Bz M o 2 AHE-SsiTh

AEYE 53 5Tl AEt FFol ABl S
St A 5g Fol g 28 I T YAl 5
Mol FEo2 SR L FEES A 7IA 5
A AG AEZREH 77, v YEZTEH
o) o Frull, A 2o} o] ol A4 K- et o,
AA #E HReld o A FAEFE et AH
& o8 7t e Bt AE o2 FAH
AT =M AL 919 57kA] 5 i 73 M = gt

EPETLES 1o

A% MR G BT 7R, A2, A E A,
HARANN A G HEE ol g8 A SaBol T B
E2Eg 2ETH AT ZARIRT, 1) 320
W7 AE Y YL AP VIR WACR A}
ST AT FANY WAORE 25H BF 5
2 AHgS G o) £ 7] 22k HAHA AFS
231 Qo L vIRE F 7 HEHQ 9
£ 514 w1210 2 9k} A 3] o} (Rogers, 1995).

7 ee) 74 BHREE 284S Bod A2

%91} (Cronbach & Mechl, 1965). § 74 2124 &
2 HAEE 2 GPY BYES YIAEF
2 2918 Zoly7) SAstel AEHATE LAHAG

©] 0.55 (Nunnally, 1967) ©]¢°], 0.30 °18}7} oh ™
(Kline, 1998) 77 Bt =2l S 24 A d 5 Urh
54 ofol® 9] Ul 4 =)= 9] 715 Cronbach'salpha
2010750101 AR =7t F T B Yok B
AFANE B AEES Bl 290 Bt o
2323 gtel Tol MU0 E AR H AT B £
A= ZF 7R 9] 8.9 =2 5] %15 rotation AH-E-F] 4]
Ao, BE 2.9l0] Hala] 080014 AL E B
ATk E 12 89084 2 AAE He g Aotk

3. K=&

AU 01T Aol AFHE D LA,

Table 1. Factor Analysis: Internet Shopping and Local Shopping Variables

Variables Sample Statement Factor Figen-  Percentof Cronbach's
(Number of items) Loading value variance Alpha
Beliefs about Inconvenient/Convenient (5) 85 2.94 58.8 .82
internet
apparel
shopping
Attitudetoward  Inconvenient/Convenient 84 2.89 57.9 81
internet X Importance of convenience for apparel shopping (5)
apparel
shopping
Apparelbuying  Twould use the Internet to order clothing for purchase .70 3.60 72.1 .90
intention from non-local retailers (5)
through
the Internet
Satisfaction in Most of the time, I can find apparel that I want 71 2.50 62.6 .80

local shopping  inlocal stores (4)
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Table 2. Group Comparison: Internet Shopping
and Local Shopping Variables

Mean (S.D.)
Catalog Non-catalog
Variables t-value shoppers shoppers
(N=207) (N=145)
Beliefs about
internet 3.97%** 19.44 16.49
apparel (5.92) (7.44)
shopping
Attitude toward
internet 3.85%** 110.78 91.95
apparel (39.86) (45.75)
shopping
Apparel buying
intention 3.30** 2.07 1.49
through (1.80) (1.21)
the Internet
Satisfaction in -4.07%* 23.26 25.70
local shopping (5.23) (5.71)

Note. *p<.05, **p<.01, ***p<.001

E£L v ZAAE FhEE T A6 (M=23.26)7} 71&
271 82| (M=25.70) B3] AHHEE o] &%
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Table 3. Group Comparison: Income and Education

Catalog shoppers (N=207)

Non-catalog shoppers (N=145)

Variable Description Frequency Percents Frequency Percent? % value (Sig)
Household Less than $10,000 2 1.0 1 0.7 15.79 (.071)
income $10,000 to $14,999 8 3.9 9 6.2
$15,000 to $24,999 14 6.8 14 9.6
$25,000 to $34,999 17 8.2 27 185
$35,000 to $49,999 34 16.4 14 9.6
$50,000 to $74,999 48 232 23 158
$75,000 to $99,999 30 145 19 13.0
$100,000 to $149,999 25 12.1 13 89
$150,000 and over 8 3.8 4 2.8
Education Some grade school 1 0.5 2 14 11.19(.083)
Some high school 5 24 10 6.3
Completed high school 25 12.1 24 164
Some college/vocational
or technical school 70 338 50 342
Undergraduate college degree 50 24.2 21 14.4
Some graduate school 18 8.7 8 5.5
Graduate degree 36 174 25 171

Note. @ Sum of percents may not be equal to 100 due to missing data.

BEEF 7122 g oA R Urd e, I8FES
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