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Abstract

The purposes of this study were to investigate the perceived risks and the purchase behaviors for luxury
goods in internet shopping malls according to the shopping orientarion. 254 questionnuires were distributed
Srom April 10 to May 9 in 2006, For data anahvsis, frequency, percentage, factor analysis, cluster analysis,
chi-square tests were conducted. The results could he summarized as follows. (1} According to cluster analysis
of shopping orientation, respondents were classified into five groups: pursuit of pleasure, pursuit of fashion,
price consciousness, planned shopping, brand and store lovalty, time-saving and convenience. (2} There were
not significant differences in the perceived risks according to shopping orientation. (3) There were not
significant differences in purchase reasons and were significamt differences in no-purchase reasons.

Key words : shopping oriemation, purchase behaviors, perceived risks, luxury goods. internet shopping

mall.

forties w twenties and thirties(Hye-Jung Park,

[ . Introduction

In the recent domestic fashion market, the de-
mand of luxury brand markel has grown as cus-
tomers prefer to higher value goods. Such de-
mand is increased duc to the upgrade and di-
versification of consumer needs, which is caused
by the growth of the national income and the
development of rapid and information communi-
cation system and due to the age expansion of
luxury goods consumption from mid-thirties and

Kyung Sook Jeon, 2004)". Silverstein and Fiske
{2003)” reported that in USA, consumption of
luxury goods which was originally spent by high
class has expanded to middle class, because cur-
rently the luxury goods become available at low-
er price in the discount stores and internet shop-
ping malls as well as the department stores. And
voung consumers in twenties and thirties are cn-
gaged to purchase luxury goods and the same
phenomenon can be observed in Korea too.

In Korea, the diffusion ratc of internct is very
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high comparcd to other countries and most peo-
ple use the intemet on daily basis. Also, internet
shopping is very common. and consumers obtain
various information casily via intcrnet. The a-
mount of intemel shopping malls has grown
constantly and internet shopping supplicrs arc
trying to offer a variety of goods and infor-
mation to attract to consumers, Especially, be-
cause of the popularization of luxury brands
among consumers in twenties and thirties, su-
pplicts place a great deal of weight on the sales
of luxury goods in internet shopping mall.
Despite the increase of luxury goods purchase
in internet shopping malls, however, there arc
not many studies devoted to investigating this
area. The purposes of our study are, therefore, to
cxamine the purchase behaviors and the per-
ceived risks for luxury goods in the intemet
shopping malls according to the shopping ori-
entation, especially focused on the newly rising
young consumers in twenties and thirtics.

II. Review of Literature

1. Current Sales of Luxury Goods in Internet
Shopping Malls

Unlike the depression of the wholc fashion
market after the late 90's, thc domestic luxury
market has increased as twice as before. Morc
specifically, the scale of the luxury market has
grown from 360 billion won in 1997 to nearly a
trillion won in 2003 (cxcluded the sales of du-
ty-free goods), in terms of retail price, which ac-
counted for 5.2 percent of the entire fashion
market{Youngah Kwon, 2005)".

[n addition to thc department store which has
been the leading distribution channel, today dis-
tribution channels of the luxury goods have been
diversified. For examplc, people have started to

utilize internet shopping because of the cheaper
price usually 20-~30% lower than the depart-
ment store’. These days, a young people who
usually do not have sufficient income are intcr-
ested in internet luxury goods site, and are
forming a fashion mania groups, which caused
to make the internet market grow rapidly. The
representative internet shopping malls that are
selling the luxury goods include professional
shopping malls such as Iluxury, and a import
agent shopping malls such as Wizwid, and the
general shopping malls such as G-market, CJ
mall and D&Shop. Also, due to the incrcasc of
luxury goods sales, the Interpark has established
'Interpark International’ to import luxury goods
dircctly. The National Statical Office announced
the slatistical report of internct shopping mall in
November, 2005 that the salc of clothing/fash-
ion and a related merchandiscs rose 15.9 per-
cent compared to the previous month (Septem-
ber, 2005) owing to the marketing reinforce-
ment of the internet shopping malls, and rapid
growth of the sales of clothing, accessories, and
luxury goods”.

The sales of luxury goods in internet shop-
ping malls, however, show the critical limitation
too. In particular, thcy mostly provide low in-
volvement products such as small handbags,
shoes, accessories(sunglasses, mufflers, stockings,
gloves, and so on) and they offer considcrable
amounts of goods in stock as well as ncw pro-
ducts.

2. The Study on Purchasing Behavior for
Luxury Goods in Internet Shopping Malls

The overscas studies about the internet sales
of fashion luxury goods show conflicting opi-
nions. Somne arc positive about the internet shop-
ping mall, believing that intemet shopping mall

! Young Ah Kwon, "Market report : Luxury Market in Korea," 20035 Fushion information and Technology
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have an access to reach foreign market in line
with globalization. Others think that there is no
compatibility between the internet and "luxury"”
or luxury brands consumers and they are wor-
ried about the possible incrcase of the fake
products sales. Francesca and Caroline (2003)"
conducted the intcrviews with luxury brand ma-
nagers and consumcrs about the possibility of
luxury sales in internct shopping mail. The re-
sult showed that only a few of luxury brand
web sites offered truly interactive customization
and most managers and consumers thought inter-
net couldn't be a practicable selling tools.

As to the domestic studics, Ji-Su Kim(2004)7"
investigated the purchase behavior and the per-
ccived risks in internet luxury malls among
women in twentics belonged to high class. The
research reported that the possibility of the imi-
tation products is the biggest perceived risk for
both people who bought and didn't buy the luxu-
ry goods in intcrnet shopping malls, Yu-Kyung
Yi{2003)s> conducted the in-depth isterview to
the consumers in twenties who bought the luxu-
ry goods through the different channels, and ihe
result showed that people who prefered off-line
luxury stores attached great importance to the
emotional shopping enjoyment in store and tend-
ed to be unplanned shoppers and were negative
about inlemct shopping. On the other hand,
those who prefered the imemet luxury shopping
were mostly the beginners of luxury  goods'
purchase. They usually do not have cnough time
for in-store shopping and tended to be planncd

¢ Francesca Dallolmo Riley and Curoline Lacroix,
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shoppers. Ji-Seon Ryu(2003)°) examincd how con-
sumer's characteristics influenced the buying be-
haviors of the luxury goods in internet shopping
mall. The consumer'’s characteristics were classi-
fied inlo shopping cxperience, perceived risk,
price sensitivity, and product perception. When
consumers have a lot of shopping experiences,
positive perception of product, and high price
scnsitivity, they had a tendency to buy in inter-
net shopping mail.

3. Shepping Orientation

Shim and Kotsiopulos( 1993)"’" stated that mar-
ket segmentation was the first step of marketing
activity and that clothing shopping orientation
was one of the vahluable variables segmenting
market along with lifestyle and benefits sought.
Also, they argued that the retailers ought to un-
derstand consumer's shopping orientation to maxi-
mize consumer satisfaction and sales profit.

Howell(1979)"" indicated that shopping ori-
entation included shopping-rclated activity, in-
terests and opinion, and refered to the shopping-
based lifestyle reflecting the complex phenom-
enon in conjunction with social, and economic
situations. Stone(1954)lzj who introduced the con-
cept of shopping orientation for the first time,
examined the social relationship between city-
resident consumers and local communities to stu-
dy shopping orientation. and typified consumers
as cconomic, personalizing, ethical, and apathe-
tic.

There are some studies about shopping ori-

"Luxury branding on the intermei: lost opportumty or

impossibility,” Marketing inielligence & Planning 21, no. 2 (2003): 96-104.

" Ji-Su Kim, "The purchasing activity and perccived risk for luxury goods in internct shopping malls," (Ewha

Women's University. 2004).

$ Yu-Kyung Yi, “An exploratory study on consumers shopping behavior of fashion lJuxury products.”

{HanKuk University of Forcign Studies, 2003),

¥ Ji-Scon Ryu, "A study on intention (o purchase prestige brand products in the on-line markets focused on
consumer's characteristics,” (Master's thesss, Sookmyung Women's University, 2003)

™S, Shim and A. Kotsiopulos, “A typology of apparel shopping orientation scgments among female
consumers," Clothing and Textiles und Research Jouwrnal 12, no. | (1993) 73-85.

18

(University of Arkansas, Payetteville. 1979).

R. D. Howell, "A multivanate exarunation of a patronage todel. Unpublished doctrial disseriation,”

2 G. P. Stone, "City shoppers and urban identification,” Jowrnal of Sociology 60 (1954} 36-45.
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entation of the internet shopping mall. Min young
Ahn and Jae Ok Park(1999)"” classified apparcl
shopping orientation into pursuit of pleasure, time
saving, convenience, individuality, and economy.
They found out the pursuit of pleasure and time
saving are more influential factors than other fac-
tors to explain the shopping orientation in inter-
net shopping mall. To understand the purchase
behaviors of internet shoppers between age 20
and age 39, Jeonmi Ko(2001)'" divided shopping
orientation into recreational shopping, economical
shopping, brand/store loyalty shopping, and con-
venience shopping, She concluded that the inter-
net intimate group showed the higher recreational
shopping, economical shopping and brand/store
loyalty shopping than non-intimate group. Jae
Eun Jung and Sung Jee Chung(2004)” classified
shopping oricntation of on-line fashion consumers
into shopping enjoyment, tfashion pursuit, and
economical shopping. Shoppers with higher shop-
ping enjoyment and fashion pursuit orientation,
are interested in the search of product infor-
mation, free gifts, and events, whereas shoppers
with economical orientation wanted to know the
product/service information.

4, Pereceived Risk
Bauer{l%())'s) who introduced the perceived

risk to consumer behavior field for the first time
defined it as “a possibility that a ccrtain behayv-
ior of a consumer would produce an unpredic-
table result,”and explained that consumers tried
to reduce this unpredictability and uncertainty by
making a series of stratcgies to decrease the
risk.

The perceived risks associated with intermet
shopping are rclatively high and are affected by
diverse reasons since the consumers purchase the
product without experience. Javenpaa and Trac-
tinsky(l999)”" indicated that the risk perceived
by internet shopping was negatively associated
with consumer’s willingness to purchase in inter-
net shopping mall, that is, the increase of the
perceived risk Icaded to an unwillingness to do
online shopping. According to Furnell and Kar-
weni(l999)18], the components of the perccived
risks such as privacy concern, secure uncertain-
ty, ordering or delivery, and distrust of e-tailers
affected an unwillingness to purchase in internet
shopping mall. Jayoung Choi and Kyu-Hye Lee
(2003)'” noted that the perceived risks asso-
ciated with on-linc purchase were produced by
concerns rcgarding delivery(undamaged delivery,
on-timc delivery, identity of the on-line descrip-
tion), transaction security(confidentiality of per-
sonal information, security of credit card in-

 Min Young Ahn, Jae Ok Patk, “Clothing evaluation criteria and purchase intention base on consumers'
clothing shopping orientation in cyber shopping.” Journal of the Korean Society of Clothing and Textiles 27, no.
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' 'S, M. Fumnell, and T. Karweni, "Security implications of electronic commerce: a survey of consumers and
business,” Interner Reseach: Electronic Networking Applications and Policy 9. no. 5 (1999): 372-82.

' Ja-Young Choi and Kyu-Hye Lee, "Risk perception and e-shopping: a cross—cultural study,” Journal of
Fashion Marketing and Management 7. no. 1 (2003): 49-64.

2 Yeong-loo Cho, Sook-Ja Lim and Seung-Hee Lee, "Apparel purchasing behavior among intcrnet shopping.
-Focusing on perecived risks-" Jowrnal of the Korean Sociefy of Clothing and Textiles 25, no. 7 (2001): 1247-
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formation, trustworthiness of online retailers), and
customer service(ease of return, ease of contact-
ing customer service). Yeongjoo Cho et al (2001)
™ divided the pereeived risks into six factors
{quality risk, timc/convenience risk, economic
risk, social/psychological risk, size/appearance
risk and privacy risk), and reported that the con-
sumers with purchase experience in internet sho-
pping mall showed the lower level of quality
risk, time/convenience risk, cconomic risk, so-
cialipsychological risk and size/appearance risk
than the consumers with no-purchase experience.
Ji-Su Kim(2004)"" classitied the perceived risks
in intcrnet shopping as functional risk, service
risk, personal information risk, cconomical risk
and social‘psychological risk. She reperted that
people with internet shopping experience showed
the lower functional risk and social/psychologi-
cal risk than people with no cxpericnce. In stu-
dying the perceived risk in on-linc luxury goods
purchase, Ji-Seon Ryu (2003)22) classified them
into personal risk, privacy risk, functional risk,
and economic risk.

l. Methodology

[, Research Questions

The purposes ol the present study were (1)
To find out shopping orientation of males and
females in twenties and thirties and classify the
consumer groups according to shopping oricn-
tation. {2) To investigale the differences of the
perceived risks according to shopping orientation
groups in internet shopping mall and (3) To in-
vestigate the differences of the purchase behav-
iors of the luxury goods according to shopping
orientation in internet shopping mall.

2, Dua Collertion, Mceasuring Instrament,
and Data Analysis

The International Journal of Costume Culture 33

This study included males and females in
twenties and thirties in Scoul using questionnaire
survey. The preliminary questionnaire was ad-
ministered to 20 men and 20 women in Seoul
March 20 to 21 in 2006. The 37 questionnaires
finally analyzed to check the rcliability of the
measurc and the refiability was $.85. Since reli-
ability was high cnough, the preliminary ques-
tionnaire was used as the final questionnaire.

312 questionnaires were distributed from Ap-
ril 10 to May 9 in 2006, and 254 were finally
used in the data analysis. The respondents were
composed of 97 males and 157 females. In term
of age, the greatest aumber of the respondents
were ropresented by the 20~ 24 ape group (n=
96, 37.8%), followed by the 25 to 29 age group
(n=85, 33.5%). the 30 to 34 age group (n=52,
20.5%). and the 35 to 39 age group (m=21,
8.3%).

To develop questionnaire, 23 items for shop-
ping orientation(Jcon-Mi Ko, 2001: Min-Young
Ann, Jac-Ok Park, 1999; Jae-Eun Jung, Sung-Jce
Chung, 2004), 20 items for perceived risk(Ji-su
Kim, 2004; Ji-Seon Ryu, 2003; Eun-Jeong Ryou,
2002; Yeong-Joo Cho et al, 2001), and the pur-
chase behavior of internet shopping mall were
adapted from previous research(Ji-su Kim, 2004;
Ji-Seon Ryu, 2003). Two ilems were asked to
find oul demographic characteristics{(gender and
age). Five-point-likert scales were used for meas-
uring the shopping orientation and the perceived
risk. For data analysis SPSS WIN 14.0 was con-
ducted using frequency percentage, factor analy-
sis. cluster analysis. y° analysis, and Duncan’s
Mutltiple Range test.

V. Results

I. Classification of the Consumer Groups

based on Shopping Orientation

» Yeong-Joo Cho, Sook-la Lim, and Scung-lec Lce, "Apparel purchasing behavior among internet sho-
pping, -Focusing on perceived tisks-" Jousna! of the Korean Socien: of Clothing and Textiles 23, no. 7 (2001

1247-1257.
* Ji-Su Kim, Op. cit.

2 )i-Seon Rvu, Op. cit.
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1) Extraction Factors of Shopping Orientation

A total of 6 factors were extracted from 22
shopping orientation items eliminating 1 inade-
quate item with explanatory adequacy of 65.267%
(Table 1). To segment the respondents according
to shopping orientation, factor analysis and clus-
ter analysis were uscd, and eigen value 1 and
factors with factor roading over 0.3 were re-
taincd. The reliability of the shopping orientation
items tested by Cronbach's @ was 0.751 which
was satisfactory,

Factor 1 was named as hedonic orientation
since it consisted of the contents such as fre-
quent shopping and shopping enjoyment be-
haviors. Factor 2 was named as fashion ori-
cntation since it consisted of the contents such
as fashion-oriented behaviors. Factor 3 was
named as price consciousness. Factor 4 was
named as planned shopping because it included
the contents such as cautious shopping beha-
viors. Factor 5 was named as brand and store
loyalty since it was composed of the contents

{Table 1) The Results of the Shopping Orientation Factors (n=254)
, , , Factor | Eigen Expla.natory
Shopping Orientation Items . Variance
Loading | Value
(%)
Factor 1 : Hedonic Orientation
[ feel happy to shop when I am nervous and worried. 0.807
I like shopping. 0.789
I often go shopping to get idca cven though I have no purchase intention. | 0,773
. . . 6.265 20,011
1 go shopping when [ have a idle time. 0.771
] often go shopping to find out new fashion, 0.696
Buying clothing itself is a pleasure for me. 0.678
1 like to look around the display of clothing store. 0.639
Factor 2 : Fashion Orientation.
1 »Yant to Wear.accord{ng to ne'w fashion. 0.809 2 487 10.822
I like new fashion design clothing. 0.754
I am aware of new fashion trends when I buy the clothing. 0.711
Factor 3 : Price Consciousness
[ like to shop during the sale period. 0.858
124 10.571
I wait until the sale period o shop. 0.845 2 .
I go to the store in sale. 0.815
Factor 4 : Planned Shopping !
1 plan my shopping trip carefully. 0.804 1271 3137
1 look around the several stores to check the styles and the price 0.723 ’ ‘
of clothes before buying.
Factor 5 : Brand and Store Loyalty
1 have a tendency te buy clothing which fits well with me. 0.747
If T like a certain brands, T tended to buy that brand continuously. 0.655 | 1.199 8.057
1 usually buy many pieces of clothing using credit card in onc day. | 0.625
1 buy clothing in a short period of time. 0.444
Factor 6 : Time-Saving and Convenience
It is difficult for me to spare time when the shop is open. 0.810 1012 ’ 7 669
Traffic and parking bother me when [ go shopping. 0.727 ' : '
It is not worthy of spending time to go to the shop for shopping. 0472
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such as patronage shopping behaviors. Factor 6
was named as time-saving and convenience sin-
ce it consisted of the contents including the be-
haviers of pursuing parking convenience and
time-saving shopping.

2) The Consmner Group Classification acco-
rding to Shopping Orientation

Based on 6 factor of shopping orientation. 5
clusters were extracted by cluster analysis (Table
2).

Cluster 1 was named as brand and store loy-
alty group. Cluster 2 was named as fashion and
convenience pursuit group. Cluster 3 was named
as economy pursuit group. Cluster 4 was named
as pleasure pursuit group. Finally, cluster 5 was
named as planned shopping group.

2, The Pereeived Risks of Luxury Goods'
Purchase in Internet Shopping Mall aceording

to Shopping Orientation

F) Extraction of the Perceived Risks

The International Journal of Costume Culture 37

A iotal of 5 factors were extracted from 17
perceived visk items eliminating of 3 inadequate
items with explanatory adequate of 64.27% (Table
3). Eigen value 1 and factors with tactor roading
over 0.3 were retained. The reliability of the
perceived risk items tested by Cronbach's < was
0.851 which was satisfactory.

Factor { was named as quality-related risk sin-
ce it consisted of the contents of the worries of
the product quality. Factor 2 was named as deliv-
cry-related risk becavse it dealt with the concerns
of the loss in the process of defivery. Factor 3
was named as social and psychological risk be-
cause the contents were composed of the worries
of A/S and the imitation products. Factor 4 was
namcd as privacy risk because it consisted of the
contents of outflow of the privacy information af-
ter the product purchase. Factor 5 was named as
economic risk because it included the concemns of
over pay of the product after purchase.

2) Differences of the Perceived Risks accar-
ding 10 Shopping Orientution

{Tabie 2) The Cluster Analysis of Shopping Orientation {(n=254)
Mean of Group
Brand and Fashion and Economy | Pleasure Planned
Factor Store Convenicnce Pursuit Pursuit Shopping F
|Loyalty Group! Pursuit Group | Group Group Group
(n--45) {n=66) {n—41) (n=75) {n=27)
= .6 - 9(C 97 —1.539(E L g9 757k
Orienttion 663(D) 321(8) 049(C) E9TA) 1839(E) | 62.757
Fashion 127(B AIA) |- 1.205(C 215(A 3T5(A) | 36.065%*
Oricntation A37(B) A9HA) 293(0) 215(A) - ) R
Price 47%A) 202(A S84(A) - —.5SI(B — 644(B) - 19.703%
Consciousness | =" 202A) 284 o ) ' ) e
Planned Shopping~ - .981(C) 199(B) 323(B) 010(B) 688(A) 0.618%+
Brand and Siore
5 S0 _ . *k
Loyalty 785(A) 585(C) 440(C) 267(B) 047(B) | 20918
Time-Saving and ) . . -
Comvoniones 110(B) 8SS(A) |~ 210(B) - B4TCH ~157(B) | 30.153
**p< 01,

The different alphabet letters indicate the significant difference among groups out of Duncan's multiple range test.
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{Table 3) The Result of Factor Analysis of the Perceived Risks (n=254)
. . Factor Eigen Explanatory
Perceived Risk liems Loading Vzﬁue Va:ance(%]
Factor 1 : Quality-Related Risk
The quality of product would be worse than the product shown 0.793
in screen.
The product would be different which is shown in screen. 0.793
The delivered product is not likely to the product that 1 0.768
ongmally expected. o 5121 12,047
I am worried that the product quality is worse than the product | .651
quality in off-line store.
1 am worried that the product quality is low compared to the 0.557
product price.
I am worried that defects of the product will be found after 0,454
delivery from internet shopping mall,
Factor 2 : Delivery-Related Risk
[ feel anxious that the delivery time is not punctual 0.790
[ am worried of the product loss during delivery. 0.758 2.590 12.901
I am worricd that the product would be delivered to the different | 0.669
placc.
Factor 3 : Social and Psychological Risk
1 feel the product purchased in internet shopping is not casy to | 0.797
have A/S.
1 am worried that the product in intemet shopping could be 0.679 1.212 11.887
imitation,
[ am anxious that the refund procedure is difficult and un- 0.663
comfortable.
Factor 4 : Privacy-Related Risk
I am worried that the purchase of product in internet shopping | 0.805
causes outflow of the credit card information. 1.031 10.856
1 am anxious that my personal information would be misused in | 0.706
the process of internet shopping.
Factor 5 : Economic Risk
I am worried that 1 can buy the cheaper product in other store 0.781
than in internet shopping mall.
T am worried that the product in internet shopping could be 0.725 0.572 10.579
expensive considering its restriction such as delivery time, etc.
1 am worried that I can buy the same product by cheaper price :  0.674
in other storcs just after the product purchase. ;

Chi-square results indicated that there were
not significant differences among the perccived
risks according to shopping orientation {Tablec
4).

The results imply that since the luxury goods
in general arc not casy to make a buying decision

because of their high prices, the fact that the
consumers can not scc the real products like the
off-line stores when they make buying decisions
were burden some to every shopping orientation
groups. Thus, It can be interpreted that the shop-
ping orientation didn't affect buying decisions of
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{Table 4) The Perceived Risks of Shopping Orientation
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n 254(%)

Group | Brand and | Fashion and | Economy | Pleasure | Planned
Store [oyalty| Convenience | Pursuil Pursuit | Shopping - Total e
Factor Group Pursuit Group  Group Group Croup
E::?:“’“re]m“d S 17.8) | 14( 21.2) - 8 195 [17( 2227y S( 18.5)| 52( 20.5)
Belivery-rel ; o . i
RiS:CW related Po12(26.7) 0 12 182) | 70 17y 16( 21.3)| 6 22.2)| 53( 20.9).
Social and 100 222 | 9 13.6) ¢ S0122) |17 22| 3 111 | a0 173 16
Psychological Risk - o 3 12.2) - oY e 11.692
Privacy-relat
R'i:‘ka“y e 920 )| 1S( 22.7) . 10( 24.4) [10( 133) 4( 14.8)| 48( 18.9)
Economic Risk 6 133)  16( 24.3) | 11( 26.8) 15( 20 )| 9( 33.3)| 57 22.4!
Total l 45(100 ) ‘ 66(100 ) | 410100 ) 75(100 ) |27¢100 }| 254(100 )

*p< 05,

the luxury goods in internet shopping mall,

3. Purchase Behaviors of the Luxury Goods
in Internet Shopping Mall according to Sho.
pping Oricntation

1) Purchase Reasons of the Luxury Goods
according to Shopping Orientation

Chi-square was applied to the respondents
who bought the luxury goods in intermet shop-
ping maltl{n=106). The results indicated that pur-
chase behaviors of the luxury goods in internet
shopping were not significantly different accord-
ing to shopping orientation (Table 3).

[n terms of purchase frequency 2 -3 times
rapked the highest{(n—55, 51.9%). In terms of
purchase itcms, the bag ranked the high-
est(n= 40, 37.8%). Regarding purchase rea-
sons, the moderate price showed the highest
(n=435, 42.5%).

The respondents who purchased the products
in internet shopping mall showed the strong in-
tention to repurchase(n=83, 78.3%). This resuit
is consistent with that of Ji-su Kim (2004Y¥s re-
scarch which also found out the high repurchase
intention of the customers with purchasc expe-
ricnce.

2) No-purchase Reasons of the Luxary Goods
according lo Shopping Orientation

To find out the no-purchasc reasons of the
luxury goods in internet shopping mall, Chi-
square tests were applicd to the respondents who
didn't buy the luxury goods in internet shopping
mall(#z=148). The result showed that there were
a significam differences according to shopping
orientation {(Table 6€).

Five groups all indicated that the reason they
dign't buy the luxury goods is the possibility of
imitation products. This result is consistent with
the research of JYi-su Kim(2004} and Yu-Kyung
Yi(2003).

V. Conclusions

This study cxamined the purchase behaviors
and the perceived risks for the luxury goods in
internet shopping mall according to shopping
oricntation. The results could be summarized as
follows.

First, shopping orientation was classified into
the six factors: hedonic orientation, fashion oti-
cntation, price consciousness, planncd shopping,
brand and store [oyalty, and timec-saving and
convenicnce. Based on six factors of shopping
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{Table 5) Purchase Behaviors of the Luxury Goods according to Shopping Oricntation  n=106(%)
Group Brund and Fashion Economy Pleasure Planned {
Store Loyalty | and Convenience Pursuit Pursuit Shopping Total x*°
Buying behavior Group Pursuit Group Group Group Group
1-3 15( 83.3) 20( 66.7) 15( 88.2) | B1R8(255) | 6( 75 )| 83( 78.3)
Purchase  © 4 -7 20 111} 10 33.3) 1 59 5 (152) | 10125 | 19 17.9) L0089
Frequency | Over § 1 56 | 0 1 59 1 (30| 1125 4 38 )
Total 18(100 ) 300100 } 17100 ) 33 (100 ) ! 8100 ) | 106(100 )
Clothes 6 33.3) 6( 20+ ) 5( 29.4) 4 (12 3 37.5) | 24 226}
Purse 2( 11.1) 40 13.3) 20 11.8) 2 {60 10 12.5) | 11{ 104)
Bag 3 167 8¢ 26.7) 5( 29.4} 15 (455} 1 12.5) | 32¢ 30.2)
Purchase | Watch 1{ 5.6) X 67 1 5.9 0 2 60)| 6 A7) 13379
ftem Shoes It 5.6) A 67 0 3 (90| 0 of s
(ilasses I{ 56 4 13.3) 0 4 (12| 0 9 B8.3)
Other items 4 22.2 4 13.3) 4( 231.5) 5 (152 1{ 12.5) | 18( 17.0) j
Total 18(100 ) 300100 ) 17(160 ) 33 (00) 3(100 ) | 106(100 )
Below - -
100,360 6( 33.3) S(16.7) 3( 17.6) 2 (60| 1125 | 17 16.0)
100,000 .
Putchase | 200,000 6( 33.3) 13( 43.3) 8( 47.1) 9 (273) 0 4(50) . 40( 378)
F:::f:wun) 00,000 5( 27.8) 7233 6{ 35.3) 14 (42.4) 337.5) | 38{ 33.0) e
-400,000 : - : : - ;
Over 400,000 1I( 5.6} 501687 0 g (242) | © 14( 13.2)
Total 18¢100 ) 300100 ) 17{100 } 33 (100 ) 8(10¢ ) | 106(100 )
g;’;;m"d"”‘“ 8( 44.4) 13| 43.3) $( 47.1) 14 (424) | 225 | 45¢ 42.5)
Be able o
buy without 50 278) 4 133) 3 17.6) 3¢90y | 3(37.5 | 18( 17.00
seeing
Purchase | 0°0d_design i 36 =l AL P ) | Y 28.743
Reason Valuable “ . : -
product 0 233 0 4 (12, ] 1H{ 10.4)
FEvents, sale :
period 3 16.7) A 67 4( 23.5) 3 (90 12( 11.3)
Other reasons I 5.6) It 3.3) 0 0 I{ 12.5) 3 2.8)
Total 18C100 ) 300100 ) 17(100 } 33 (00} 8(100 ) | 106(100 )
Repurchase | Y& 15( 83.3) 24( 80 ) 12( 70.6) 2 (78.8) | 6( 75 )| 83( 78.3)
Intention | No 3 16.7) 6( 20 ) 5( 29.4) 7 (202 | 2 25) | 23 217 | 0970
Total 18(100 } 30(100-) 17{100 ) 33 (00 ) {100 ) | 106{100 )
*p<.05.

orientation, five clustcrs were cxtracted by clus-
ter analysis. It included brand and storc loyalty

group, fashion and convenience pursuit group,

economy pursuit group, pleasurc pursuit group,
and planned shopping group.

Second, the perceived risks of buying luxury
goods in internct shopping mall werc classified
into five factors which included quality-related
risk, delivery-rclated risk, social and psychological
risk, privacy-related risk, and economic risk.
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{Table 6) No-purchase Reasons of the Luxury Goods according to Shopping Orentation  #=148(%)
(jroup‘ Brand and  Fashion and ~ Economy P]casurc_'—}’lanned ;
‘Store Loyalty| Convenience Pursuit | Puarsuit | Shopping Total 1"
purchase reason ~ Group Pursuit Group Group‘L Group Group ]
Insufficiency
2. . 3. 5 3.
of the product 0 I 2.8) 0 RTE  G )) | ( 3.4}
Expensive SCISS) | SC13.9) | S 208 | 2 48| 5(263) 22( 14.9)
pree — _ _ .
The possibility of 12 44.4) ! 21( 383) | 11( 458) 28 66.) | T 36.8;) 79( 53.4)
imitation product : i I ]
Uncertainly of .
- ! 2 e 2 k
delivery 0 I ¢ \ 0 2(18.5) (14
Complexity of 5 <7 | .
- 2. . 5.3 TN
rofund/change 3D IO 2.8) I 42| 0 10 33y 40 2.7)i56.268+
sufficiency of ’
Insufficiency of 0 A 55 0 24| 0 3 2.0
product ev_(plananon . B
The problems of . o A
4 17
size and fitting A 14.8) 0 (42| 0 0 i 3 .>.4).
Uncertainty of )
shopping mall 5( 18.5) 6( 16.7) 125 7167y | 3158 24( 16.2)
eic | © U 30125y 1 24| O P A0 2
__ Total 274 } 36(100 y | 24100 ) [ 42(100 ) | 19100 ) 148(100 )

There were no signiticant differences o por-
ceived risks according to shopping oricntation.
This result can be interpreted thal since the
luxury goods in general are very expensive, ail
shopping onenlation groups perceived the risks
very highly especially when they have to make
a decision without sceing the product in internet
shopping mall,

Third, purchase rcasons of internct shopping
mall werc not significantly diffcrent according to
shopping orientation, However, there was a dif-
ference for no-purchase reason. The possibility
of the imitation products was the biggest reason
tor all groups in the process of distribution.

Based on these results, several marketing sug-
gestions can be presented.

First, this study found out that shopping ori-
cntauon was not g good indicator for the per-
ceived risks and the purchase behaviors of the
luxury goods in internet shopping mall. Thus.

marketers of intemet shopping mall do pot have w0
constder shopping orientation when they promote
the luxury products in internct shopping mall.

Second, this study showed that most consumers
are worried about the imitation products because
they can not trust internet shopping mall by
which products are distribuied through the paraliet
imports. Thus, marketers should try to demon-
strate the impont procedure clearly 1w reduce the
consumer's concern of the imitation products.

The limitation of study can be suggested as
follows.

Since this study was conducted by convenicnce
sampling of men and woimen in twenties and
thirties, carcful interpretation would be done.
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