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Abstract

Nowadays the advantages of multichannel retailing strategy in fashion business have been widely discussed, but
empirical research on fashion retail has been limited. The purpose of this research is to provide some ideas on
multichannel retailing strategy to fashion retailers through the case of UNIQLO. The online survey was conducted
on each 100 female customers in their 20s, 30s, 40s living in seoul among UNIQLO customers. The survey was
consisted of measurement items for UNIQLO’s online store image and offline store image, customer satisfaction,
purchase intention, and demographic attributes. The online survey was found that 30.3% of UNIQLO’s multichannel
customers bought a product from offline store using online shopping mall as a search channel, on the other hand,
20.7% of UNIQLO’s multichannel customers bought a product from online store using offline store as a search
channel. Factors of the online shopping mall image were consisted of shopping convenience, product information,
price policy, trust. And factors of the offline store image were consisted of trust and store, product information,
service. Some factors of online store and offline store image had impact on multichannel customer satisfaction. And,
customer satisfaction also had impact on purchase intention of UNIQLO product. Some suggestion for the future
of multichannel research in fashion retailing was given.
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II. Background

1. Multichannel
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2. Store image and brand image
Mz ojuA = Aostr) 7 A &2 el
B2 S A omAE KFAH(EH)
3 eJoll FRA(HA) H40] 29H Nger
25}l QJth(Oxenfeldt, 1974; Zimmer & Golden,
1988). &S HZonA 5 A= 24w
A 2BR7E HEZE Eshe st AHshe o
gAY Aas Sl @A, AaAo s ol
1S AAsk= 2<lo] Erh(Hutchson & Moutnho,
2001). %, 54 Hzol tfat olu A7t KA
= pujgEo] 1 A Fojg 540l ok
ABE, AE S P Ay PG o
3t 98-S Stoh(Lim & Kim, 1999).
319, Lee and Chun(2002)9] ¢7Lo|A= @ Za}
AESL SeRIREY ol Mt ThErtE
= At en, 53] A&, AHlA, £, B4
eejolnt oxelel Yxo] FELEYOR BRI
th(Lee & Chun, 2002). Lohse and Spriller(1998)2]
Aol A= 137709 22t &gFo] zhojof &
o SAow AE, AL, HulER, Hel A,
AREAL QUEUlH o] 2, A&, el 5 AlAIEE
i, 53] ARg HOA ) F24e 725 th(Lohse
& Spiller, 1998). & t}2 oA @ xgkola}
ohE QIEY ) Z2A AN Fa% EACR
FEARY] §olA, A, T e, AES
ool He, A& AlEdE, FEY AEAE, A
24, HeH, W2 7H4 S5 AR A7 A
th(Novak, Hoffinan, & Yiu-Fai, 2000). Lee(2005)2]

s

[ENJ S =)

lo » (o

— 44 -



Vol. 21, No. 1 7

SEE A2 27 R 7F -
FaTold A gRay
spw A W A o] 4, TefE A
AE, 7AW AHuA £ 5741 &
, Park and Kang(2005)<] 0q¥01]
ﬁ?*ﬂ 24

ot »g,
< o
2
B>
o,
i

o_,>: 2]
o
=1 b
15 ox 2
o Mo r Ir
MM o of
5= ool UZ’I..

o2 o> g & o
o i 1o & @
fu
o
i
i
2
=

aglo] BE Aoz HLEM o,
o A%, AHIA, AFTS, TR2EA, ol
A g AAA, A2 & 571R] Ao EE&E Qo
o, 0|3 el ee] A9 Als 9 gy, =
BHA, AT, FiEolA, BAIEe 57HA|
8 9lo] =&E Ky, Kim, Choo & Park, 2009).

HEAE gL A, 22, ezl &
A4 ko) Btol ojsh AAE Leteln omeba)
ohE SEAlle AYAE Edee] HaAs
olu| A& e, ATH R O & Y B
A FHES A7 i welel, BeRY Aok
ERF 3 & oA FELH Y ENEAE
HT7h e g % o] g 2u2ke] ojux|sh
el 938 & < dok A w9
' g

==
z
=

Wenh Ay As
As-g Ziolﬂ% Nes & HlZMlﬂl A5A7]= 1
Z o]t (Kwon & Lennon, 2009). o]
2A deld l A ZE A olmA|7F 2 2
Zof kAl ojujx|el duht A3 stA P4 =
Aol gt 2 AdzAbE QdE S F
SA7E A A=t Slof Zasit
3. Satisfaction and purchase intention
Ay £ 2o fat /| E ATES EFH K
W, Qe 272 o] gate] YEwsl prjel g
e IR RIS ERel] By 43 o
Aol yhgol gt A, EE 71919 opAY )
& 23] AT A7 7164 225 BA
£ q5-50] oo th(Lee, 2005; Park & Kang,

2005). o5 A= AU o Y aRE

=2 v

o 45

p=N
o
d

Hxo &4 Aoz AF 734,
oHAE A, AEA, AR E, 799,
Hold& AR LM (Ku & Lee, 2001), i 7
A7F FAAA N Ws AE FFAA o=t
& Aoz Yeiyth dHY A adE HExs
ol Higt Aol A HE2:EHPLS F4, el
RPN Hel g, B84, ol # T, 1%
g o Held 2 FuAd, Ak, AlsEHE A
HF So2 EREslen, of & #4, gA, A
HAMNS He g AR gold 9 Fuly
o] oFAIF FHfelol Pt A= AR
Bl th(Hong, 2002). QTE/Yl sjd £g& HEs
Azko] AEYl 9 &£gE WEE U= ¢
of =7t 2t Apol& Aud A}, = Hko] A
A2 Qla AlFThefd acle] Ul A
B S0 o JFS vAE Aoz ye
won, o= ko] F9 Aua 9 A=A, AlE
A, el 29lo] AEYl s L s Tt
o Fo3 GRS A= Ao E YR THKu
et al., 2009).

VY 2B E o]guHEo] 1A A7) o=
o AL G vl Az AF ciopy, 44
W EA) e, gl W, AN, %
W ARe] Helxo] o § wEe] oI5t Ko 2
vreh o, olejgt o] gRtEEL A ule] §o)5

o) 5 eyl o, ol2jgh o] §uEEL A ulo]
SOl AL FE A0R ATARE ANl
thLee, 2005). 44 2o Hat Fojo= AT
AN AAAE, Y&k, 3

B2, BT 52

T ol o] PR WA=
Kang, 2005), Wi £9&
oF Ao AoA LgE Auj2afloR
HEAH| L, AP ESAY, FujH o gE, S 3
AHj2 5 7HA 2 AR E A F=olA
© AEAHAE AT ofgt 2QloA Tt
Aeol ol ol ol YERHTHChoi &
Chun, 2007). o] ZA| Il 9jA wgdE 3o o

?)'—{Oogﬂiol:ao

an

) ‘:T—Sl

— 45 -



46 ST

A= HEzo|ux|7} wiEko| mA= FFol @
2 FREY A BF SR FoT dFe
s ez vepgou, deEe] 49 AE
S AEAu A0 HEde rEEef o3t Y7
& UAA Fohs Ae® Uehdth $9E9] 5
Mol 8gl FolA nAgtse] 7Hg 2 I
= "AE 892 "adolH, I o ze
T aAAMu L, Z97), AlE R GRS, AlE
A {02 UERKKim, 2008), FZo|n] A& whE
Zof gt dFE AL, Foeoe Y=

A= ALo2 HIth
Ill. Research Methods

1. Research question
2 Aqs 2eAd AEs gt LAk
= 224 SPA HAEQ {FYEE(UNIQLOYE
Aoz ealolyl ¢ Zatolo] Azolux|o| o)
AR, = A9 Adolu]x| 7 B HalE o|n]x]
Axst=Aof tisl dotrm, AMHog T
9 Lo rof oudt FFE v|A=A] ZALSH
=
ATEA 1L FUERE BAE 281 £
ojmx|Q} @ akel HE ojux] 2918 Yolkc)

AEA 2. SUZR HIso| ealolyl ox
glol AL oju|R]7} B Haltoln| x|t Ax]Ao|
P vA=A gopEt

AFEA 3. FUSE BHAHEY 2oy o
ghel HI ojmx], B BT ojux] YAAo] qt
o s vA= A Gokdth

ALEA 4 HUSE HATO 2gelyl o
2hel M oju|x], B HA;E ofulR] UX/d L Tt

227k Pololme] Qe nA=A opi,

mi&mém

K
m}n

r

N

N

2. Measurement tools and data analysis

£ Ao AZH A2 A ALt 4717
ol AFsh= 20~40t 9] {4 Z2(UNIQLO) H
E oy anAE A A-diE ZF 1004

FE] £l 2ASIolTh 53, efelat ox
el ol B Aol gl ol LulAE FE3)
of fET FHE FohuA Yk Lerel AERA}

SRRl ezeel ofulx|7h el HHE Fujolo] vj3= I

sl AZ GAA 713 A7 fdS ez
S AASHTE AP 717F2 20129 6
4 Foll AAsHh SAEF F4e flal, U
e AR AEEY 09 U UEE, PojoEt
Qe 4 £BE LS A7l B AE

T+ A1E By Z(Park & Kang, 2005; Lee, 2005;
Hong, 2002; Elliot & Fowell, 2000; Shih, 2004, Shim,
Eastlick, Lotz, & Warrington, 2001) 3| #&-& 3
Zoto], 7 T3l it s AlE Fefate] 217k
ArE 2459t Aw 242 SPSS windows
180 FAZRIUE o] §3fo] WEEA, Q1A

N BA, 78 52 AAsher
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IV. Research Results and Discussion

1. Purchase characteristic of UNIQLO multi-
channel consumer
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{Table 1> Purchase items of multichannel customers of UNIQLO

Frequency Tops Bottoms Room & Goods
(person) (%) (%) innerwear (%) (%)
20~29 years old 100 81.0 12.0 5.0 2.0
Age 30~39 years old 100 76.0 15.7 7.0 2.0
40~49 years old 100 87.0 8.0 5.0 0.0
Within 1 month 68 73.5 2.1 44 0.0
Within 2~3 months 121 84.3 7.4 74 0.8
thase Within 4~6 months 63 81.0 111 6.3 1.6
Within 7~12 months 35 85.7 5.7 29 5.7
After 1 year 13 84.6 154 0.0 0.0
) Offline 144 82.6 9.7 7.6 0.0
Main channel {7 0 144 80.6 132 35 28
for purchase
Both 12 75.0 16.7 8.3 0.0
) Offline 92 82.6 10.9 54 1.1
Main channel {7 0 152 79.6 11.8 6.6 20
for research
Both 56 83.9 12.5 3.6 0.0
{Table 2> Main channel for purchase & research of UNIQLO customers
Purchase channel(%)
Frequency & ratio ; B
Offline store Online store Both channel
Offline store 92 78.3 20.7 1.1
Rescarch channel |” 0 " fore 152 303 65.8 39
(person)
Both channel 56 46.4 44.6 8.9
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%o tha A Uit AoE meld o H2
of QlEYl 7|4 9 AnkELe] B} shko 2 g4
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%
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oX 30 |

2012)9] EE|AHE mpAg O] thE =l vl &
etE 7] fEoz ojsfet

2. Factor analysis of online store image and
offline store image

1) Factor analysis of online store image
FUZ2Y 2218l agEo] digt ojuAE &

ol BASH Aaf, B 4709] HE oju|x] aglo] &
25tk VARIMAX 3|4 e] 23t 247 QliA
o g RAg Az, AYd F AR 59.458%
% tHTable 3). 291 1.2 He|gh Afo|EFLA, A7t
HoF, 2l AMAR, &3 wig Fo g £3
o7 FAEonR “ayyoreta Wystall,
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{Table 3> Result of factor analysis for online store image (N=300)

Factor Measurement items Factor |Eigen|Variance|Accumulative Reliability
loadings| value| (%) |variance (%) (%)
The site was composed to use easily during shopping time. | .758
Factor 1 | The site saves my shopping time. .674
Shopping | Search process is easy in this site. 608 |5.507| 36.715 36.715 167
convenience| prodyct delivery is quick. 542
Product price is proper. .505
Numbers and kinds of products are vary. .505
Factor 2 Product information has variety. 791
Product - - - 1.295| 8.631 45.346 761
information The site has newly product information. 759
There are many photos and images on product for shopping| .603
Product price levels are vary. 749
Factor 3 | Exchange or return process of product is speedy. .698
Price | The site was made with high technology. 591 |L.112) 6.698 | 52761 677
policy The site gives various sales promotions. 503
(price break, email coupon etc.) ’
Factor 4 | Retum after purchase is OK. 7195
actor 1005 6193 | 59458 | 595
Trust |1 can trust on product quality in this site. 510

Abzlolu ojulz] Fofl et EFO R UL
B Az yu ety Wustglch. 9] 3 thorst
714, ngh gl ghg, ohoftt B ool dist 232
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2) Factor analysis of offline store image
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{Table 4> Result of factor analysis for offline store image (N=144)

Factor Measurement items Factor | Eigen | Variance | Accumulative | Reliability
loadings | value (%) variance(%o) %)
Return after purchase is OK. 713
I can trust on product quality. 706
Store is modern and convenient. 677
Factor 1 gtore is convenient for shopping. .614
Trust & — 6.390 | 39.940 39.940 .869
store Payment is quick & safe. .609
It is easy to look around for products. .607
It has good view of in & out of store. .583
Product price are vary. 564
Product information has variety. .807
Factor 2 The site has newly product information. 692
Product 1.375 | 8596 48.537 734
information Product price is proper. 577
Numbers and kinds of products are vary. 552
The store gives special service to regular customer.| .786
Factor 3 | There are various promotion events. .665
. 1.032 | 6451 54.988 .695
Service | Delivery is quick. 665
The store saves my shopping time. 537
AL, AETA W VMDe] tfgh ApdshE ko] & HIAEO] ofu| x|} Aggtx]of sl AulA} A
av|AEoA ofdstil Sl AR FEHTh Zre oPEYTh FUE R 2l &gEo|v]A]
Chung(2002)¢] SPAE Aol tfgt Aol 49900 FUER HHES RSl ojm|x|of
AHA7E FAE AE S0 diste]l Aet A & steAE Adshe ARl v dFel disl
o AHE Aus, Heo] A 2 wFHo], g 9 2ARE A 220l A A7) oA 8902 &
A, g £71, AFe s7HA] aQle® R EHES fYIER9 Nk HHE ojujAof
£, oiE FFol mEkr Fx £ Fawd 2 Ao L7le A= FoushA S AL 9
o[7} 9l Ao & YErgtth Kim and Lee(2007)<] TS njA = AR e TtH(Table 5). &, S
SPA H =0 3 ofu]x] J‘l‘dﬂlﬁh Hrgga = FUER 299 S35 ague, JEYE,
olo] A HMAR Fagh acld Ao g, AR, A ol W SHHeR Agdes
I gFo2s AHlAall AEedd —Er Eze  FUSE HHE Akl ojmx|er st
Ql, A8l oR LEh, SPA E%EA Hazof Azdste A& & & ok weby fFUSEY 2
Ae i A, 27, o 594 aglo] wi$- Fa R £BE Y2 AHS fsiAe 4719 8l
A AZEA e & 4 Sdth et A A2 SR FIANE & Ae
Worg mAE Ao] 2RO HYZo] §U)
3. Influences online store image and offline Z2 BHEo| Y3t Hor FAHZH Rz
store image on brand image SHes JFFE v 4= J& ZAoE 7|YErh B
HEot Ao omA S 7HAAL Q= A2 4]
1) Influence of online store image on brand Ao A HH=9] oju|AE ¢ Z3hA7| d3tE
image £A2 Heh o 2 olsEaL 7]9dE 4= 7] W&

e HHES] USR] AdE ojuA|7}

o] ch(Park, 2010). Leju} A@eo] GlojA L vlH]
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{Table 5> Influence of online store image on UNIQLO brand image

dependent var. Brand image
Dependent var. B s t-value p-value F-value R (adj R}
(Constant) 3.367 10.472 .000
Shopping convenience 159 229 4.725 .000%**
Product information .145 209 4.326 .000*** 32.877%** (;gg)
Price policy 266 384 7.924 .000%**
Trust 177 255 5.262 .000%**

#rEp< 001

2) Influence of offline store image on brand
image

fuZze) Be Y 2ulap) ekl Yol
A7 fFUEE BHE0] HubAQl ojm|z|ef 2
FA o et AA4H s 2ARE 2, FUER
o) 9.metel Azo| that o|u| A2 PAH= 37)9]
89 & A Hx, AF AE, AvlLe FUFE
2 B ojuqet Asictn A2kt glof
A FFE A= A2E YERRLTH(Table 6).
%, exeql iH“Oﬂ el A A=y ddiAel =,

T AR, Aol Fol T A0l g

= QT $USE HACS ofnlxet Hystcha
B N ECE
AE A YSHE NS FE A%

2 5 ApRekt weo] 2uldrt HES fUS
HAE ofulx|o] ekt A2k Ro|w, 2

1 7loEe] £ Y 7ke] AR A|7to] A=
AR Hol = vl=e Uzl A4 4
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4. The influence of store image, brand image
equality on satisfaction

1) Influence of online store image & brand
image on satisfaction

22l £ ojujA] 8913 HHE
A7go] o] vz Gl Haf 24
4o el £ oluA] 892 %H%
Zhl g EZoA Al & WSl ot FF
o2 AR, £ E 0] o]w| A7} HH Eof A3 7T
et A2 il & AnlR} gkl f-ojRt e
e A gFkek(Table 7). o] 23 Aif= 22k¢l &
3 2H|REo] £FEo] HAl=o] Aulzo] oju]
A of AAsh= Aol sl Azsh= Alo] W
AR A = A @ AR 572 5 3
oh IFARE g JEAE, 7R H, A

{Table 6> Influence of offline store image on UNIQLO brand image

dependent var. Brand image
Dependent var. B s t-value p-value F-value R (adj R
(Constant) 3.601 14.633
Trust & store 335 498 10.617 .000*** 349
52.998***
Product information 175 261 5.557 .000%** (:343)
Service 124 184 3.925 .000***
#rEp< 001
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{Table 7> The influence online image & brand image equality on satisfaction
dependent var. Satisfaction
Dependent var. B s t-value p-value F-value R (adj B
(Constant) 3212 17.949 .000

Shopping convenience .141 .240 4499 .000***

Product information 117 .200 3772 .000%** 21

Price policy 125 213 3.752 .000%** 16.690% (.208)

Trust .095 162 3.017 .003#*

Brand image equality .082 .096 1.558 120

#Ep< 01, *#4p<.001
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2) Influence of offline store image & brand
image on satisfaction
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{Table 8> The influence offline image & brand image equality on satisfaction

dependent var. Satisfaction
Dependent var. B s t-value p-value F-value R (adj R}
(Constant) 3.865 21.053 .000%**
Trust & store 294 .520 9.170 .000%**
Product information 145 257 5.072 .000%** 33.760%*** (g(l):)
Service 067 118 2.395 .017*
Brand image equality —-.048 -.057 —.945 345

#p<.05, *#p<.01, #4p<001
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5. The influence of store image, brand image
equality & satisfaction on purchase intention

1) Online store image and purchase intention
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{Table 9> The influence of online image, brand image equality & satisfaction on purchase intention

Independent var. Satisfaction
Dependent var. B s t-value p-value F-value R (adj R}
(Constant) 1.447 .305 4.743 .000
Shopping convenience .040 .038 1.053 293
Product Information .083 .038 2.205 .028*
Price policy -.037 .040 - 911 363 22,598 (i(l)g)
Trust .107 .038 2.853 .005%**
Brand image equality .015 .062 249 .803
Satisfaction .589 .069 8.578 .000%***
*p<.05, **p<01, ***p<001
{Table 10> The influence of offline image, brand image equality & satisfaction on purchase intention
dependent var. Satisfaction
Dependent var. B s t-value p-value F-value R (adj B
(Constant) 1.135 3.554 .000
Trust & store .058 .087 1.456 146
Product information 078 118 2.386 .018** 406
Service -.023 -.035 - 749 454 A1 (:396)
Brand image equality .082 .083 1.482 139
Satisfaction .613 .520 9.574 .000%***

#Ep< 01, *#4p<.001
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