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The Analysis of Previous Domestic Online Fashion Store Studies

Jung-Woo Lee and Mi-Young Kim'
Dept. of Clothing, Gachon University, Seongnam, Korea

Abstract : This research categorizes and analyzes different online fashion store studies conducted over the past 10 years
based on study type. The results are as follows. First, it was found that 116 studies out of 118 studies on online fashion
stores conducted from 2000 to 2012 were based on PC web. Second, the studies on PC web-based fashion stores were
reclassified into 9 different categories based on their topics: purchase behavior, word-of-mouth behavior, website, and
product information presentation as well as products for sale, return behavior, customer service, system, present con-
dition, marketing strategy, and promotions. However, mobile web-based studies were categorized into 2 categories of
introduction of the fashion stores and purchase behavior. Third, we reclassified the studies chronologically to observe
studies conducted at different times. In the early phase (in addition to studies on purchase behavior) studies on present
condition, marketing strategy, and website constituted the majority of studies conducted because the field research was
just starting to grow; however, studies conducted in the latter phase showed new patterns of study, such as word-of-mouth
effect, and return behavior. Future studies conducted on competitive PC web-hased fashion stores require a more specific
classification of studies (according to their purpose) to develop an effective marketing strategy.
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Table 1. The type of previous online fashion store studies on PC web-based

Type Tittle Author (year)
The Inﬂuence of Perceived Value and Perceived Risk on Consumer Purchasing Behavior for Imported Apparel in Internet Kim & Hwang (2011)
Shopping Malls
The Effects of Internet Shopping Mall Attributes and Regret on the Complaining Behavior and Repurchase IntentionsKan & Chung (2011)
The Relationships of Shopping Orientation, Price Perception, and Purchase Satisfaction of Internet Buying Agent Service Kim & Park (2011)
Users
Perceived Risk and Purchase Obstruction Factors When Purchasing Clothing Online Kim et al. (2010)
A Study in Compulsive Buying Behaviors and Internet Addiction among E-Commerce Users between the Ages of 20-30 Kang & Lee (2010)
Effects of Consumer Innovativeness, Shopping Mall Attributes, and Satisfaction on E-Loyalty for Fashion Products Park & Park (2010)
The Effect of Relationship Benefit on Relationship Quality and Performance in Internet Apparel Products Shopping Bae & Park (2010)
The Effect of Interactivity on Relationship Quality and Performance in Internet Apparel Product Shopping Bae & Park (2010)
Consumer Attitude toward Private Apparel Brands according to Internet Shopping Park & Lee (2009)
Effect .of Service Quality Perception on Consumer Satisfaction and Loyalty according to Clothing Involvement at Internet Park et al. (2005)
Shopping Mall
A Study on Shopping Mall Quality, Satisfaction, Trust, Commitment and Purchase Intention According to Shopping

. K Hong et al. (2009)
Propensity of Chinese Consumer
The Effect of Customer Satisfaction and Customer Loyalty with Relational Benefits on the Internet Shopping Mall (Part
Go et al. (2009)
1, Part 2)
Purchase
behavior The Effect of the Perceived Interactivity, Trust, and Flow by on the Purchase Intention of the Fashion Merchandise

between Different Internet Shopping Mall Types Na & Suh(2009)

The Effect of Trust and Distrust on the Purchase Intention at Internet Shipping Malls Park (2009)

The Effect of Merchandise Characteristics of Internet Fashion Shopping Malls on the Shopping Values, Purchase

Satisfaction, and Repurchase Intention of Female Consumers Hong et al. (2009)

A Cross-Cultural Study of the Effects of the Perception of Internet Fashion Shopping Mall Store Characteristics on

Satisfaction and Loyalty of Internet Fashion Shopping Mall Ku et al. (2009)

Effects of Price Perception and Store Attributes on Fashion-Related Store Choice Behavior Sung (2008)

Relationship between Store Image Evaluation, Customer Satisfaction, and Repurchase Intention according to the Types of

Internet Fashion Shopping Malls Kim (2008)

The Effect of Fashion Leadership on Fashion Products Purchase in Surrogate Internet Shopping Mall Song & Hwang (2008)

The Effect of the Perceived Hedonic Value, Usefulness and Ease of use on Attitude toward

using in Internet Shopping Mall and Purchase Intention of the Fashion Merchandise Hong & Na (2008)

Study on the Traits of College Student-Consumers by their Lifestyle Types, the Images of Internet Fashion Shopping

Malls, and the Purchasing Behaviors Kim (2008)

Effects of Internet Shopping Interest, Shopping Mall Attribute, and Emotions on Impulse Buying Behavior for Fashion
Products in Internet Shopping Mall

Effects of Challenges and Skills on Flow-focused on a 2D Shopping Mall and a 3D Shopping Mall Yang & Lee (2008)

Park & Koh (2008)
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Table 1.

The type of previous online fashion store studies on PC web-based (continued)

Type

Tittle Author (year)

Purchase
behavior

Determinants of Store Loyalty for the Internet Fashion Shopping Malls : Self-Image, Perceived Risk, and Conformity Park & Jung (2008)
A Study on Customer Dissatisfaction, Complaining Behavior, and Long-Term Orientation of Internet Fashion Shopping Mall Ju & Jung (2008)
The Effect of Apparel Customer's Product, Price Attributes and Shopping Values on Internet Shopping Satisfaction =~ Hong & Na (2007)
Consumer Satisfaction and Intention to Revisit Internet Shopping Sites Choi & Jeon (2007)
Purchase Motives of Fashion Products in Surrogate Internet Shopping Malls Bae et al. (2007)
An Exploratory Study on University Student's Service Complaint and Recovery Perception toward Internet Fashion Shopping Mall Chung & Ju (2007)

The Effect of Internet Shopping Mall Characteristics, Consumer Shopping Propensity on Perceived Shopping Values and

Satisfaction Na & Suh (2007)

The Effects of Service Quality and Consumption Emotion on Consumer Satisfaction of Internet Fashion Shopping MallsHwang & Hwang (2007)

Fashion Product Addictive Buying Tendencies on Internet Shopping Mall Yoon & Hong (2007)
Effects of Virtual Model Characteristics of Internet Clothing Shopping Mall on Consumer's Shopping Experience and Loyalty Suh & Oh (2006)

Effects of Entertainment Service on Impulse Buying Behavior of Apparels Park & Park (2006)
Intention Return to Online Shopping Malls by Men of Digital Generation Sung & Jeon (2006)

The Effect of Service Quality Estimation and Perceived Risk on Purchase Intention and Satisfaction of the Fashion

Merchandise to Internet Shopping Malls Lee & Hong (2006)

A Study on the Determinants of Impulse Purchase of Clothing Products in the Internet Shopping Mall Lee & Kim (2006)
A Study on Internet Fashion Shopping Mall Environments and Purchase Intention by Shopping Orientation Park et al. (2005)

Effects of Shopping Mall Attributes and Shopping Values on Online Purchase Intentions Park & Kang (2005)
The Effects of the Internet Shopping Values on Internet Shopping Behavior of Apparel Products Ryou & Cho (2005)
The Study on Typology of Internet Shopping Style in Internet Shopping Mall Users Moon et al. (2005)

The Effect of Relationship Commitment on the Customer’s Future Behavioral Intention Related to the Criteria of Evaluating

Cyber Stores in Internet Shopping Malls Ko & Lee (2005)

Adolescents Shopping Orientation and Price Perception According to Their Experience on Internet Shopping Mall Lim & Na (2005)

Effects of Consumer's Characteristics on Trust and Purchase Intention of On-Line Shopping Mall Park (2005)
Effects of Shopping Mall Attributes and Shopping Values on Online Purchase Intentions Park & Kang (2005)
Evaluative Criteria for Internet Fashion Shopping Mall and Clothing of University Students Yun & Kweon (2004)
A Study on Status, Purchase Factors and Satisfaction of Clothes through Internet Shopping Mall Lee et al. (2004)

Effects of Shopping Value, Fashionb Shopping Mall Attributes, Emotions and Purchasing Intention on Purchasing Behavior

in Internet Fashion Shopping Malls Park & Kang (2005)

Criteria of Evaluating Clothing and Web Service on Internet Shopping Mall Related to Consumer Involvement Lee & Park (2006)

The Relationship between Consumers Life Style and Purchasing Frequency among the Purchasing Behaviors in Internet

Shopping Mall Kim et al. (2004)

A Qualitative Research about the Purchase Behavior of Internet Shoppers Go & Kim (2004)
The Effect of Consumer Need for Tactile Cues on Purchase Intention in Internet Shopping Mall Kwon et al. (2004)
Study on Characteristics of Consumer Complaining Behavior on Internet Fashion Shopping Malls Choi et al. (2004)
A Study on the Determinative Factors for On-line Consumer Satisfaction in Fashion Product Lee & Ku (2004)
Consumer's Perceived Risk and Information Search in Internet Shopping Shin et al. (2004)
Purchase Satisfaction of Apparel for Internet Fashion Shopping Mall Users Shin & Kim (2003)
A Study on the Price Sensitivity and Postpurchase Satisfaction in Internet Shopping Mall Kim & Park (2003)
Behavioral Intentions toward Purchasing Foreign Fashion Goods through Korean Internet Shopping Malls Park (2003)

The study about apparel shopping behavior types of internet shopper Kim & Lee (2003)

The Comparative Study of Purchasing Charaeteristics of the Apparel Products Consumer using Internet Shopping Mall and

the Cable TV Home Shopping Choe & Kim (2003)

Apparel Purchase Intention as Determined by Price Reduction in the Internet Shopping Mall Shin & Cho (2002)
The Effects of Retail Area and Shopping Mall Images on Consumer Behaviors Yoon & Park (2002)
A Study on the Preference for Fashion Design According to Purchase Attitude at Internet Shopping Mall Choi & Yoo (2002)

Impact of Perceived Risk on Purchasing Behavioral Intention of Internet shopping Mall Shoppers Ku & Lee (2002)
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Table 1. The type of previous online fashion store studies on PC web-based (continued)

A Study on the Clothing Quality and Service Quality of Internet Shopping Mall According to Clothing Involvement Ryou (2002)

Consumer Satisfaction and Dissatisfaction Factors for Internet Fashion Shopping Malls Kim & Kim (2001)
l;z}r;l‘lszer: Apparel purchase behavior among internet shoppers Cho et al. (2001)
Satisfaction about Internet Shopping Mall and Purchasing Intention of Fashion Goods Park & Kim (2001)
Discriminative Factors of Buying Intention in Fashion Internet Shopping Kim & Lee (2001)
Shopping Value and Satisfaction by Presentation Formats of Apparel Products Information on Internet Shopping Malls You & Lee (2010)
A Stufly on the Fashion Product Description Appeal Type, the Direction and Type of Consumer Replies on Online Kim & Kim (2010)
Shopping Mall
Website Effects of Interactivity and Shopping Value on Relationship Commitment and Attitude toward the Website Lee (2008)
and Characteristics and Images of Colors on Fashion Soho Mall Web Site Kim & Chung (2005)
mfp(:l(-)riztciton A Comparative Analysis of Components on Web Sites by the Types of Internet Apparel Shopping Malls in Korea Jang (2005)
presentation The Effect of Trial-Experience Information on the Traffic and Sales Performance of Apparel Product Websites Kim & Lee (2005)
Evaluation Descriptions and Dimension on the Sensibility of Internet Fashion Shopping Mall Park & Ku (2002)
Analysis of Internet Shopping Youn et al. (2001)
Analysis of Consumer Information on Electronic Commerce Cho & Rhee (2000)
The Effects of Internet Shopping Malls Attributes on Purchase Satisfaction, Repurchase Intention and Word of Mouth
. . Hong (2011)
Intention of Fashion Consumer
Online Word-of-Mouth Kim (2011)
Effect of Interactivity, Telepresence, and Flow toward Future Behavior Intention on Internet Shopping Malls Jang et al. (2009)
Word-of  The Effect of Purchase Reviews on the Trust, Satisfaction, Commitment, and Repurchase Intention of Consumer in
. Hong et al. (2009)
_mouth  Internet Shopping Malls.
behavior  The Effect of perceived Justice on Postcomplaint Behavior in the Internet Open Market Lee & Im (2008)
The Effect of the Service Quality, WOM, and Reputation of On-Line Shopping-Mall on the Trust and Loyalty — Suh et al. (2008)
The Effects of Service Quality of Internet Shopping Malls on Consumer Satisfaction and Word of Mouth Intention  Jun et al. (2008)
A Study on the Contents and Consumers' Recognition of Clothing Product Evaluation Statements in the Internet .
. Choi (2004)
Apparel Shopping Mall
Market Segmentation of Online Apparel Buyers Based on Attribute Evaluations in Choice Sets Park & Lee (2009)
An Analysis of the Fitting of Plus-sized Women's Formal Jackets in On-Line Shopping Malls Ha (2009)
An Analysis of the Present Condition of Sizing System and Fitting on Formal Pants of the On-Line Shopping Mall for
. Ha (2008)
Products  Plus-sized Women
for sale A Study for Fashion Product Name of BEST 100 in Cyber Shopping Mall Shim & Kim (2008)
The Research about Successful Apparel Products in Internet Shopping Mall Kim (2005)
The Application of the Apparel Sizing System to be applied for the Internet Shopping Mall Kim (2004)
Evaluation Customer Satisfaction on the Internet Apparel Shopping Mall Yi & Cho (2001)
A Study of Situation based Coordinate Service in Internet Fashion Shopping Malls Cho et al. (2009)
Customer  The Effects of Perceived Interaction Effort and Service Justice on Satisfaction with Complaint Handling and Customer
. . . . . Ju & Jung (2007)
service  Loyalty in the Internet Fashion Shopping Mall Service Recovery
Criteria of Evaluating Clothing and Web Service on Internet Shopping Mall Related to Consumer Involvement Lee & Park (2006)
Marketing Strategies of Imported Fashion Luxury Brands according to the Types of Retailers Shin & Kim (2006)
Present A Study on the Activation of the Internet Apparel Shopping Mall Yang & Lee (2006)
condition A Study on the Marketing Strategies of Internet Fashion Shopping Malls Shin & Kim (2004)
and
arketing A Study on the Present E-mail Marketing Status and Its Effective Utilization Methods on Local Internet Shopping Malls Jung & Kim (2003)
strategy  Relationship Marketing of Fashion Products on the Internet Shopping Mall Kim & Moon (2001)
A Study on the Active Plan of Internet Fashion Shopping Mall Jang & Kim (2000)
Svst A Study on the Factor and Performance of e-SCM for Internet Fashion Shopping Malls Shin & Cho (2007)
stem
Y A Study on System Applications of e-CRM to Enforcement of Consumer Service Kim (2005)
Study on Consumer's Complaints Behavior and Information Search Behavior According to Return Factors of the Kim (2010)
Retur.n Internet Fashion Mall
behavior . . . :
A Study on the Consumer's Return Behavior Type in Internet Clothing Purchase Ji (2009)
P . Content Categories of Special Selling Events and Unplanned Purchase Stimulations in Internet Shopping Malls Kim (2011)
romotions

The Impact of Website Advertisement on Department Stores Chun & Park (2007)
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Table 2. The type of previous online fashion store studies on mobile web-based

Type

Tittle Author (year)

Purchase behavior Mobile Fashion Shopping

Introduction of the fashion stores

The Study of the Effects of Factors on the Attitude and the Using Intention of

Study on the Introduction of Mobile Fashion Shopping Mall

Kim (2009)

Ko et al. (2009)
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Table 3. The categorization of previous online fashion store studies TaE FAHAAT} A AR|E @ AEAR AA] FHATL]
based on their topics 7L 20008 o] FHE A 723 o)A T A= AL &
Web-based Topics Frequency(%) 2= ot} B3] TujalEe] _?_ H)be] Aato] ZEE ma
Purchase behavior 77 (66.4) A Wskala glo] ekoEw x|&Ae] Ay} o|ZHok & Ao
Websie and product information 9.(18) o v, B B e gRsdTel A9 2, FA
P _ AR @77 710 Soliel Ale) 27 Ao ek
Word of mouth behavior 8 (6.9) o10] 4. e
A A9 gelitos 24 sk A4 A
Products for sale 7 (6.0)

300 T A 45 HER £AEE] B A A
PC web  Present condition and marketing strategy 6 (5.2)
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romotions . Q Ao Hel BB AAE AR o} 2
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Table 4. The analysis of previous online fashion store studies on PC web-based chronologically

Year Frequency (%)
Topics Early phase (2000~2003) Middle phase (2004~2007) Latter phase (2008~2011)
Purchase behavior 21 (75.0) 30 (68.2) 26 (59.1)
Website and product information presentation 3 (10.7) 3 (6.8) 3 (6.3)
Word-of-mouth behavior 0 (0.0) 1 (23) 7 (15.9)
Products for sale 1 (3.6) 2 (4.5) 4 (9.1
Present condition and marketing strategy 3 (10.7) 3 (6.3) 0 (0.0)
Customer service 0 (0.0) 2 (4.5) 1(2.3)
System 0 (0.0) 2 (45) 0 (0.0
Return behavior 0 (0.0) 0 (0.0) 2 (4.5)
Promotions 0 (0.0) 1 (2.3) 1(2.3)

Total 28 (100.0) 44 (100.0) 44 (100.0)
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