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Abstract

As more consumers shop online and prefer private label apparel products, the importance of private label apparel
brand of Internet shopping malls are increasing. This study investigated consumer attitudes toward private label
apparel brand of Internet shopping malls. Attitudes were conceptualized into two sub-factors: utilitarian and hedonic.
Based on findings of prior studies, subjective norm and familiarity were included as antecedents to attitude
variables. Purchase intention and word of mouth intention were also included as consequence variables of attitudes.
Types of Online shopping malls were considered as moderating variable. For the empirical research, the Online
survey was conducted. Young male and female consumers who have experience in Internet shopping of clothing
products participated in the study. 429 questionnaire were used for the final statistical analysis. Results indicated
that subjective norm had significant influence on consumer attitudes toward private label apparel brand. Familiarity
however did not have significant influence on attitude variables for general internet shopping malls. For specialized
Internet shopping malls, familiarity had significant influence only on hedonic attitude. Attitude variables had
significant influence on purchase intention and word of mouth intention. Subjective norm and familiarity had
significant influence on purchase intention and word of mouth intention.

Key words: subjective norm(F#3 17%2), consumer attitude(=>B] X} EJ5), familiarity(F575), internet shopping
malls(PIEI Y 5FE), private apparel brands(*}7] 27 ).
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of AZQ TS PAE AR et £3 ?—
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FE(=6.80, p<0.001)} FFE(=6.64, p<0.
X}xﬂ OF AEol Hg FA gEe HoAE
2 YEpyith

H<AJo] ¢l

3
=

1Yl 382
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HHE 8) HEEY] BT, idé? & Tl Ol (=4.87,
p<0.001) Bt ?Xd O &(=5.41, p<0.001)° ZF F-9]
g S vA= AoE L}E}k}_‘lﬂl, THE 7B

T A A o7 el i 5L Tl o=

2
o WX (=2.38, p<0.05) B A JE(=2.65, p<0.01)°ll <]
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KB 7> F8A ] A oF A8 7 9 B 7 x| viXe 4
EPS T o= T4 =
AFEE(=212) Z3E(1=216) AFEE(n=212) Z3E(=216)
=4 B t 8 t B t B t
F35 0.40 6.12%%x 0.39 6.18%%* 043 6.80%%* 041 6.64%%%
R 0.15 0.15 0.18 0.17
F 37.48 % 38.14%5% 46.30%%* 44,0745+
#4)<0,001.
KB 8 sAo]l AA ofF 4xE 7 A& 2 7H = vXe I
% T &= 74 9=
AEE(=212) Z3E1=216) AFEEn=212) F3E(n=216)
=4 e t B t B t 53 t
&4 0.32 4.87%x 0.16 2.38* 0.35 541k 0.18 2.65%*
R 0.10 0.03 0.12 0.03
F 23.68%%* 5.65% 29,324k 7.01%*

#p<0.05, **p<0.01, **p<0.001.
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