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Multi-Channel Behavior for Fashion Product Purchases
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Abstract

This study investigated consumers' multi-channel behavior for fashion product purchases and compared
perceived risks by channel type. A survey involving male and female college students was conducted in the
Daegu and Gyungbuk area in December 2013. A total of 400 responses were analyzed using descriptive
statistics, chi-square analysis, independent sample #-test, paired #-test, factor analysis, and reliability analysis.
An internet shopping mall was the most frequently chosen retailer type for fashion product purchases and
information searches. In addition, respondents also preferred independent branded stores, department stores,
and non-branded stores. The number of retailer types for clothing item purchases ranged from 1 to 6 and
the average was 3.06. The number of retailer types was significantly higher in women groups according to
gender variables. Perceived risk had the highest evaluation score for internet shopping malls. Department
stores were recognized as a reliable retailer type. The construct of perceived risk was shown as similar in
off-line stores such as department stores, independent branded stores, and non-branded stores. Instead, the
construct was differentiated from the case of internet shopping malls. Some insightful suggestions were
suggested for future research and industrial marketing plans based on the results.
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Table 1. Retail channel choice by fashion category for actual purchase (multiple response)

Frequency (%)
Category Group Department Branded Outlet Internet Non-branded | TV home Hyper
store store mall store shopping market
Male 102 135 70 166 78 1 23
(n=200) (51.0%) (67.5%) (35.0%) (83.0%) (39.0%) ( 0.5%) (11.5%)
Clothin Female 111 145 74 167 121 6 23
OtIE | (1=200) (55.5%) (72.5%) (37.0%) (83.5%) (60.5%) ( 3.0%) (11.4%)
Total 213 280 144 333 199 7 46
N=400 53.4% 70.0% 36.0% 83.3% 49.8% 1.8% 11.5%
( ) ( ) ( ) ( ) ( ) ( ) ( ) ( )
Male 60 142 45 123 25 4 11
n=200 30.0% 71.0% 22.5% 61.5% 12.5% 2.0% 5.5%
( ) ( ) ( ) ( ) ( ) ( ) ( ) ( )
Shoes Female 62 167 42 98 74 4 11
(n=200) (31.0%) (83.5%) (21.0%) (49.0%) (37.0%) ( 2.0%) ( 5.5%)
Total 122 309 87 221 99 8 22
(N=400) (30.5%) (77.3%) (21.8%) (55.3%) (24.8%) ( 2.0%) ( 5.5%)
Male 46 88 30 119 43 1 9
(n=200) (23.0%) (44.0%) (15.0%) (59.5%) ( 8.6%) ( 0.5%) ( 4.5%)
Baos Female 89 114 33 121 62 10 11
& (n=200) (44.5%) (57.0%) (16.5%) (60.5%) (31.0%) ( 5.0%) ( 5.5%)
Total 135 202 63 240 105 11 20
(N=400) (33.8%) (50.5%) (15.8%) (60.0%) (26.3%) ( 2.8%) ( 5.0%)
Male 52 102 12 63 5 4 29
(n=200) (26.0%) (51.0%) ( 6.0%) (31.5%) ( 2.5%) ( 2.0%) (14.5%)
Cosmeti Female 53 173 7 71 8 20 23
OSMEUCs | 1=200) (26.5%) (86.5%) ( 3.5%) (35.5%) ( 4.0%) (10.0%) (11.5%)
Total 105 275 19 134 13 24 52
(N=400) (26.3%) (68.8%) ( 4.8%) (33.5%) ( 3.3%) ( 6.0%) (13.0%)
Male 29 58 11 78 54 0 12
(n=200) (14.5%) (29.0%) ( 5.5%) (39.0%) (27.0%) ( 0.0%) ( 6.0%)
Accessorics Female 23 71 18 103 117 4 17
(n=200) (11.5%) (35.5%) ( 9.0%) (51.5%) (58.5%) ( 2.0%) ( 8.5%)
Total 52 129 29 181 171 4 29
(N=400) (13.0%) (32.3%) ( 7.3%) (45.3%) (42.8%) ( 1.0%) ( 7.3%)
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Table 2. Number of retail channel choices by fashion category and gender for actual purchase

. Frequency (%)
Category Number of channel choice
Male (n=200) Female (n=200) Total (N=400)
1 31 ( 7.8%) 9 ( 2.3%) 40 (10.0%)
2 45 (11.3%) 38 (1 9.5%) 83 (20.8%)
3 63 (15.8%) 70 (17.5%) 133 (33.3%)
Clothing
4 44 (11.0%) 65 (16.3%) 109 (27.3%)
5 13 ( 3.3%) 16 ( 4.0%) 29 ( 7.3%)
[ 4 ( 1.0%) 2 ( 0.5%) 6 (91.5%)
0 0 ( 0.0%) 1( 0.3%) 1( 0.3%)
1 62 (15.5%) 40 (10.0%) 102 (25.5%)
Shoes 2 84 (21.0%) 83 (20.8%) 167 (41.8%)
3 38 (1 9.5%) 54 (13.5%) 92 (23.0%)
4 14 ( 3.5%) 20 ( 5.0%) 34 ( 8.5%)
5 2 ( 0.5%) 2 ( 0.5%) 4 ( 1.0%)
0 5( 1.3%) 1( 0.3%) 6 ( 1.5%)
1 103 (25.8%) 43 (10.8%) 146 (36.5%)
2 56 (14.0%) 87 (21.8%) 143 (35.8%)
Bags 3 27 ( 6.8%) 56 (14.0%) 83 (20.8%)
4 5( 1.3%) 11 ( 2.8%) 16 ( 4.0%)
5 4 ( 1.0%) 1( 0.3%) 5( 1.3%)
6 0 ( 0.0%) 1( 0.3%) 1( 0.3%)
0 21 ( 5.3%) 1( 0.3%) 22 ( 5.5%)
1 114 (28.5%) 83 (20.8%) 197 (49.3%)
. 2 45 (11.3%) 83 (20.8%) 128 (32.0%)
Cosmetics
3 17 ( 4.3%) 27 ( 6.8%) 44 (11.0%)
4 3 ( 0.83%) 5( 1.3%) 8 ( 2.0%)
5 0 ( 0.0%) 1( 0.3%) 1 ( 0.3%)
0 55 (13.8%) 17 ( 4.3%) 72 (18.0%)
1 79 (19.8%) 69 (17.3%) 148 (37.0%)
. 2 42 (10.5%) 68 (16.8%) 109 (27.3%)
Accessories
3 17 ( 4.3%) 39 ( 9.8%) 56 (14.0%)
4 7 ( 1.8%) 7 ( 1.8%) 14 ( 3.5%)
5 0 ( 0.0%) 1( 0.3%) 1( 0.3%)
7F el 28§39 oA FE Fuljel] glo] of Aol o]7} <3 el A& Kim and Lee(2011) 2 Chung
R RA= g %L% & ARE o83t s st (2012)9] A7 A}t LA FTh,
Atk oFo] A, e ol & AR Hd2 324, &, A s R 2 A olgeke R
2de] o] g A= = Ho-2 2.88°1th ol A<l F 73R ol AR Zpol7t A=A Gobr] flEl F- 105] 9]
£ e g o] 7H ofF F5ol g de H= 5 -&EE 1782 LIS AI<Table 4>, 3Pt o
£ A% Chung(2012)¢] A1 24 3.69, 9173 4.34 Al el AL Al etae BF Fo3 Afo| & w e
B} of7k vith Z/\}Xl"Ur T2t AR o] FFFol vk T UAT. F, G R T E 93 ol § A= U P
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Table 3. Gender differences in the number of retail channel choices

Mean (S.D.)
Category t p
Male (n=200) Female (n=200) Total (N=400)
Clothing 2.88 (1.223) 3.24 (1.027) 3.06 (1.142) -3.187 .002
Shoes 2.05 ( .934) 2.29 ( .949) 2.17 ( .948) -2.550 011
Bags 1.68 ( .966) 2.20 ( .908) 1.94 ( .971) -5.549 .000
Cosmetics 1.34 ( .834) 1.78 ( .817) 1.56 ( .854) -5.328 .000
Accessories 1.21 (1.049) 1.77 (1.007) 1.49 (1.064) —-5.395 .000
Table 4. Differences in the number of retail channel choices between fashion categories in pair
Pairs (N=400) t p Pairs (N=400) t p
Clothing-shoes 15.738 .000 Shoes-cosmetics 12.094 .000
Clothing-bags 19.634 .000 Shoes-accessories 12.089 .000
Clothing-cosmetics 25.368 .000 Bag-cosmetics 8.054 .000
Clothing-accessories 25.065 .000 Bag-accessories 8.400 .000
Shoes-bags 4.522 .000 Cosmetics-accessories 1.357 176
NP E Ve 3L welnky @ 5 ol WED 1 ARk 9 2v) §5 ARek & 4 9ok,
<Table 7> & o1& 7}X1 A GEe] Tl AR o
2. IjM dFe ME B AOiE 2s CHE 4 Aol 4zt 71 A ol gshe vl - AEE wAt
Z2ol8 A MR AA| o}"ﬂt} Wl Ae] 7§ E7} gof 7ol
AT 7]ele A B2 AEE Aty ol
DA 29] 8-S flal ol A FE FEel A 718 A A3 skt AA $EA 58.5%%1
AR G ] AR o] 8-S BT A 3 A 23472 B G ) F27F Fdside, E
2}e]E <Table 5>—<Table 6>0l A& T} Ful & 1% J S35 Bl AR G S B ske 8
AR JAEM &8, Hsp7F Hal= v g, BA| vfg, 27} A 9] 243%= 7P Bk, WSk Bl = v
WEhY 202, 4R YA 93 A2E Ay £ N HH Az FulE BE She SEATL 18.8%
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Table 5. Gender differences in the use of retail channels for actual purchase
Observed frequency (column %)
Channel Expected frequency XZ 2
Male (n=200) Female (n=200) Total (N=400)
24 (12.0%) 17 ( 8.5%) 41 (10.3%)
Department store
20.5 20.5 41.0
58 (29.0%) 62 (31.0%) 120 (30.0%)
Branded store
60.0 60.0 120.0
14 ( 7.0%) 12 ( 6.0%) 26 ( 6.5%)
Outlet
13.0 13.0 26.0
78 (39.0%) 83 (41.5%) 161 (40.3%)
Internet mall 3.638 726
80.5 80.5 161.0
21 (10.5%) 24 (12.0%) 45 (11.3%)
Non-branded store
22.5 22.5 45.0
4 ( 2.0%) 1 ( 0.5%) 5( 1.3%)
Hyper-market
2.5 2.5 5.0
1 ( 0.5%) 1( 0.5%) 2 ( 0.5%)
Other
1.0 1.0 2.0
Table 6. Gender differences in the use of retail channels for information search
Observed frequency (column %)
Channel Expected frequency xz P
Male (n=200) Female (n=200) Total (N=400)
37 (18.5%) 17 ( 8.5%) 54 (13.5%)
Department store
27.0 27.0 54.0
67 (33.5%) 55 (27.5%) 122 (30.5%)
Branded store
61.0 61.0 122.0
8 ( 4.0%) 7 ( 3.5%) 15 ( 3.8%)
Outlet
7.5 7.5 15.0
70 (35.0%) 84 (42.0%) 154 (38.5%)
Internet mall 24.183 .000
77.0 77.0 154.0
11 ( 5.5%) 34 (17.0%) 45 (11.3%)
Non-branded store
22.5 22.5 45.0
5( 2.5%) 3 ( 1.5%) 8 (2.0%)
Hyper-market
4.0 4.0 8.0
2 ( 1.0%) 0 ( 0.0%) 2 ( 0.5%)
Other
1.0 1.0 2.0
3. 9|7 T Al &0 7S B2E 2IE X xto| iy %?j , <Table 9>°ﬂ = ﬁi’ﬂ A¥ Az

sttt Sl A}%?& qu AHE ZéOﬂ 5 g5k Al
AlEe] R 2FA] froli 3X*°ﬂ dlgshe AAe
o] 1 a¥tpgoerng 34 oA u 98 Xzt A

ATEA 33 At A §-F5 AZHZ o F F
) Al X zbskE 1ol zFolrt A=A golrr] $3)
<Table 8>oll= A=W 107] 918 Xzt 3| 3+ 3
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Table 7. Comparison of retail channels for actual purchase and information search
Information | Department | Branded Outlet Internet  |Non-branded| Hyper- Other Total
Purchase store store mall store market
26 8 2 4 0 1 0 41
Department store | - ¢so00 | (200 | (05%) | (1.0%) | (00%) | (03%) | (00%) | (103%)
Branded store 7 75 1 27 7 3 0 120
( 1.8%) (18.8%) (0.3%) ( 6.8%) ( 1.8%) ( 0.8%) ( 0.0%) (30.0%)
Outlet 6 3 10 6 1 0 0 26
( 1.5%) ( 0.8%) (2.5%) ( 1.5%) ( 0.3%) ( 0.0%) ( 0.0%) ( 6.5%)
Internet mall 11 35 1 97 16 0 1 161
( 2.8%) ( 8.8%) (0.3%) (24.3%) ( 4.0%) ( 0.0%) ( 0.3%) (40.3%)
Non-branded store 11 35 ! 18 2! 0 0 4
( 0.8%) ( 8.8%) (0.3%) ( 4.5%) ( 5.3%) ( 0.0%) ( 0.0%) (11.3%)
Hyper-market 0 0 0 1 0 4 0 5
yp ( 0.0%) ( 0.0%) ( 0.0%) ( 0.3%) ( 0.0%) ( 1.0%) ( 0.0%) ( 1.3%)
Other 0 0 0 1 0 0 1 2
( 0.0%) ( 0.0%) ( 0.0%) ( 0.3%) ( 0.0%) ( 0.0%) ( 0.3%) ( 0.5%)
Total 54 122 15 154 45 8 2 400
(13.5%) (30.5%) (3.8%) (38.5%) (11.3%) ( 2.0%) ( 0.5%) (100%)
Table 8. Perceived risks of four retail channels
Mean (S.D.)
Perceived risks Department store Branded store Internet mall Non-branded store
(N=400) (N=400) (N=400) (N=400)
Quality 228 (.982) 2,52 ( 917) 3.79 ( .956) 3.30 (1.001)
Markdown 2.65 (1.089) 2.69 (1.054) 2.90 (1.089) 2.84 (1.051)
Lower price at others 3.09 (1.114) 2.99 (1.110) 3.29 (1.117) 3.21 (1.074)
Value for money 3.05 (1.050) 2.86 (1.009) 3.33 (1.092) 3.20 (1.061)
Exchange and refund 2.10 (1.015) 2.48 (1.066) 3.58 (1.085) 3.35 (1.072)
Better alternative after purchasing 2.83 (1.090) 2.88 (1.066) 3.26 (1.051) 3.18 (1.108)
Nice to me 2.89 (1.148) 2.82 (1.138) 3.63 (1.021) 3.04 (1.078)
Size 2.67 (1.220) 2.67 (1.202) 3.86 (1.046) 3.02 (1.141)
Too popular style 2.66 (1.068) 2.82 (1.118) 3.25 (1.140) 3.09 (1.109)
Management such as washing 2.62 (1.034) 2.54 ( .998) 3.24 (1.146) 3.07 (1.058)
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Table 9. Difference of perceived risks in paired retail channels
1 (p)
Pereeiveil fidks Department | Department | Department Branded Branded Internet mall
store vs. store vs. store vs. Non- store vs. store vs. Non- | vs. Non-

Branded store | Internet mall | branded store | Internet mall | branded store | branded store

Quality —-5.369 (.000) |-23.772 (.000)|—15.311 (.000) |-23.738 (.000) |—13.088 (.000)| 8.547 (.000)

Markdown —.898 (.370) | —3.511 (.000)| —2.620 (.009)| —2.947 (.003)| -2.113 (.035)| 1.170 (.243)

Lower price at others 1.885 (.060) | —2.758 (.006)| —1.809 (.071)| —4.269 (.000)| —3.401 (.001)| 1.352 (.177)
Value for money 3.779 (.000) | —3.924 (.000)| —2.187 (.029)| —7.095 (.000)| —5.311 (.000)| 2.192 (.029)
Exchange and refund —7.144 (.000) |-20.987 (.000)|—-17.447 (.000) |-15.976 (.000)|-12.792 (.000)| 3.749 (.000)
Better alternative after purchasing | —1.029 (.304) | —6.446 (.000)| —5.976 (.000)| —5.787 (.000)| —5.467 (.000)| 1.312 (.190)
Nice to me 1.670 (.096) |—11.896 (.000)| —2.662 (.008)|—13.512 (.000)| —4.336 (.000)| 9.779 (.000)

Size .058 (.954) |-16.610 (.000)| —6.015 (.000)|-16.869 (.000)| —6.599 (.000)| 13.200 (.000)

Too popular style —-3.407 (.001) | —9.103 (.000)| —7.205 (.000)| —6.893 (.000)| —4.613 (.000)| 2.851 (.005)

Management such as washing 1.526 (.128) | —8.936 (.000)| —6.855 (.000)|—11.144 (.000)| —8.720 (.000)| 3.167 (.002)
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Table 10. Summary for perceived risk comparison of retail channels based on means and paired t-test

Type o
Perceived risks
Department store Branded store Internet mall Non-branded store
Quality
D C A B Exchange and refund
Too popular style
C D A B Value for money
Markdown
Better alternative after purchasing
C C A B Nice to me
Size
Management such as washing
BC C A AB Lower price at others
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Table 11. Perceived risks comparison by retail channels according to gender

N
I

L o
& [ e
St At o oL

7.2%, 91
67.6%=

A ﬁy}ﬂ Az} Ao Aatsr Ao = HE)
4 A3 ool a2 bk vish)
3 ATH AG, 28k 9
BOZ Y P PR, e 53
A9, ATA g, TR 999 7

FHH AlFold 7H4

>

Department store Branded store Internet mall Non-branded store
Perceived risks Male | Female t () Male | Female t () Male | Female ‘() Male | Female ‘()
n= n= n= n= n= n= n= n=
(n=200) | (n=200) (n=200) | (n=200) (n=200) | (n=200) (n=200) [ (n=200)
Quali 221 235 | -1.428 | 242 2.63 |-2.301| 3.60 398 |-4.053| 3.37 3.23 1.350
vy (.933) | (1.026) | ( .154) | ( .920) | ( .905) | ( .022) | (1.017) | ( .850) | ( .000) | (1.076) | ( .917) | ( .178)
Markdown 2.45 2.85 | -3.780 | 2.52 2.87 | -3.413| 2.84 297 | -1.240| 2.82 2.86 -.333
(1.078) | (1.065) | ( .000) | (1.112) | ( .963) | ( .001) | (1.106) | (1.070) | ( .216) | (1.102) | ( .999) | ( .739)
Lower price 2.87 330 | -3.929| 2.73 325 | -4.908 | 3.19 339 | -1.750 | 3.06 337 | -2.913
at others (1.162) | (1.022) | ( .000) | (1.107) | (1.031) | ( .000) | (1.149) | (1.078) | ( .081) | (1.144) | ( .978) | ( .004)
Value for mone 2.83 327 | -4.229| 2.63 3.10 | -4.784| 3.24 342 | -1.652| 3.11 328 | -1.606
Y (1.057) | (1.000) | ( .000) | (1.020) | ( .944) | ( .000) | (1.112) | (1.067) | ( .099) | (1.129) | ( .983) | ( .109)
Exchange 2.19 2.02 1.630 | 2.39 257 | -1.644 | 3.52 3.64 |-1.106 | 3.24 3.46 | -2.061
and refund (1.094) | ( .924) | ( .104) | (1.083) | (1.045) | ( .101) | (1.139) | (1.028) | ( .269) | (1.169) | ( .955) | ( .040)
Better alternatives | 2.64 3.02 | -3.535| 2.73 3.03 | -2.792 | 3.18 334 | -1.573 | 3.02 3.35 | -3.331
after purchasing | (1.112) | (1.037) | ( .000) | (1.111) | (1.000) | ( .005) | (1.096) | (1.000) | ( .116) | (1.073) | ( .934) | ( .001)
Nice fo me 2.81 297 |-1351| 2.79 2.84 -439 | 3.51 3.74 | -2.265| 3.04 3.05 -.093
(1.162) | (1.131) | ( .177) | (1.128) | (1.149) | ( .661) | (1.080) | ( .947) | ( .024) | (1.136) | (1.019) | ( .926)
Size 2.76 2.59 1.436 | 2.65 2.70 -416 | 3.75 397 |-2.160| 3.01 3.04 -263
(1.237) | (1.200) | ( .152) | (1.264) | (1.140) | ( .678) | (1.125) | ( .951) | ( .031) | (1.230) | (1.048) | ( .793)
Too popular stvle 2.58 275 | -1.547| 2.71 294 | =2.065| 3.12 338 | -2.248 | 3.04 3.14 -.901
pop ty (1.072) | (1.061) | ( .123) | (1.102) | (1.126) | ( .040) | (1.214) | (1.049) | ( .025) | (1.168) | (1.047) | ( .368)
Management 2.51 273 | 2187 | 2.55 2.54 150 | 3.18 330 | -1.091| 3.11 3.04 614
such as washin 1.017) | (1.040) | ( .029) | (1.065) | ( .929) | ( .881) | (1.209) | (1.080) | ( .276) | (1.136 976) | ( .540)
g
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Table 12. Construct of perceived risks of department store
Eigen-values S
Factors Items Factor loadings (Explained N oty
- (Alpha)
Variances)
Lower price at others .850
Markd 797
Financial risk arcowt 2'3703 798
Value for money 785 (23.7%)
Better alternatives after purchasing 486
Nice to me .846
Size 157
Style risk 2’3303 788
Too popular style 753 (23.3%)
Better alternatives after purchasing .520
Quality 783
. . 1.732
Practical risk Exchange and refund 750 (17.3%) 584
Management such as washing 525
Table 13. Construct of perceived risks of branded store
Eigen-values A
Factors Items Factor loadings (Explained Beehaslity
. (Alpha)
Variances)
Nice to me .825
Size .798
Style risk 2'4708 .830
Too popular style 791 (24.8%)
Better alternatives after purchasing S19
Lower price at others .833
Markdown 786
Financial risk 23 109 793
Value for money 712 (23.2%)
Better alternatives after purchasing 527
Quality .766
. . 1.922
Practical risk Exchange and refund 732 (19.2%) .679
Management such as washing .605
Table 14. Construct of perceived risks of internet mall
Eigen-values S
Factors Items Factor loadings (Explained LGty
. (Alpha)
Variances)
Quality 792
Nice to me 774
L - 2.506
Essential risk Size 733 (25.1%) .796
Exchange and refund .626
Better alternatives after purchasing 407
Lower price at others 818
Markdown 789
Financial risk 2'2806 758
Value for money .689 (22.9%)
Better alternatives after purchasing 510
Too popular style .798
Subordinate risk bop v - 1’6509 .626
Management such as washing 793 (16.6%)
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Table 15. Construct of perceived risks of non-branded store
Eigen-values S
Factors Items Factor loadings (Explained Reliability
. (Alpha)
Variances)
Nice to me .835
Size .827
Style risk 2'6602 811
Too popular style 72 (26.6%)
Better alternatives after purchasing 484
Lower price at others .853
Markdown 774
Financial risk Value for mone 772 2.632 831
Y : (26.3%) :
Better alternatives after purchasing .526
Exchange and refund SIS
Quality .852
Practical risk Management such as washin; 575 1.469 643
g g : (14.7%) :
Exchange and refund 461
o, ezt Beehe oseel gel e Tl 9 Egshn AR 7 vl R s,
Y A7 e AR N5E S, WakEs Wabt B SEE BRI ER ESE R SR L EOE
WS oG A AR Aol MO FaFA  F2 ol§dhe 20| HF ARE A 2B MR

Ol T 7 HA| ufAe] Ao ALA 95 o] =935}
] A LA EHE T dujehs AFe 7H ol wet 4

0]-&4 ;{]7]— H7I— Q9]
a}ol w el A 2] 1%
okl A7 hEnz

A7 wE 919

zZejel FujolA] X

=
DEEE] Hdw
3

19] Al st el &

] Tofel] 2lejA] 4m) Z}*—J

2 99 A%e oF A

}.HJI Slate] AT 1%, N
AN ) T 7 AR 3 5
FEAE v, obg e, Qe 32,
2%, T3 vhE, |ere] BRe)M T
S g} oo B8k
sjotsieint. mak & Q7] HES)
1 olgahs 20 5 A=l 7}

Al sk, syt Bl = v, el 2=, 1A

ool A o)

& T W AZshe 99 A2E 242

—290 -

54 W} ugs A3 9, 8 H oz o
48 A3 0 G0 e} ol

Qe 49 4 ﬁo—ri‘: W3kt 5 AuA oz ol
o5} 7b, oalAEIs] 2 W] AR fAtel A
Wt SP9E] 43 o] A= AR Ao Beltt,
Aere] 7% ) Hrhes Aol =ol et 91840] 2 2

ol 39l A4 A28 Aol 4F 54, 991 9
5o B £3 BFo0] Wk HAE v of
$82 kol olfetn @ & Ak

Folol] o) g8k AR S U BF ol F, A 7}

W 202 gekth B9 ool PNt o felsh
we il 5% A28 ol 8§33 AT AR AS
A, At pge 20, SEES AAAE 1-2He]
Aol 17t olRel A2 9008, Qi 34 7
oIl T A2 Ak weA Basht, B8 Y
B0t ol ThE BEE BRI ICE AT ol
SR =oAL G o7} B o) RolX 7
$7} B3 eI Mslh HAS vhgo] thetel 7
298 Augo] ¥3 gon oS e Ju
Mzt o) e T o) BAL BE F2ATE
F 742 250iok & Roltt.

S A 4E ool A% ol-gse l 1A

(O8]



A AL 0 DERNIACI 1S 22 221 2 15! X124 XI0I-IHsHY At [12 Hiul- 155

Az g 9 Azt 52 A Ed JEY &3 E o] f5 A= A JFe v o weln, uet
o] AS BE TF79 98] 7MY A AztEe A= A FFole i U g AF, Ze A
ATh T2 HA| ojFo|lom, Walds) Wyt B 2 A3 AFER B AT AFE A5 Haot
A= wge] A$ole 989 3 wl AdEe AT
Ao zol7t wrk, Fd2 w9 e, Y§ 23 o8 %5 A2E vwsy] 98 A7 24 i
2gtdo) thet g Walgol A 7P X7k o] v A3 A7t BEFS 53] T2F 07 AA8kA] Bl
obrd Wil AP 5 e AEE QAT 10712 Z48s 243 A% B A3 dAIdo|d.
=4 71xol g Y18 Xzt ¥yt B v a3 f5 AE 7Y NS 5YS A xE T
A 7HE WkET ol 2 SPA Hal=e] 3o B v s Bokths AollA A+ 998 2 & JS A
A WA HIMA] OoHMNE HAME 797t Y= AFE olth, m& ggE WA JELS e o o
< HT S Q7] WEL Aol AR &8 dS gl on, T4 AT AAE A8l

Qe L&) 738 7ol 918 X zto] 71 = A A A8 E FAHOE AT Fo = & Axe] 713
2oz Bt g sty AnjaiEe] 7H B 7+ 3
AR gAS A 7HY B FlE gk o 5
AZE et &, 98 X2 7| =g A References

k= A3 A+ A2 (Aghekyan-Simonian et al., 2012)
o} 7k & A sk AdEel A= AT 98 A2
o] 7l ool P WA Gethe A& A+ A
(Chang & Tseng, 2013)7} FHste] &3t ol A
B Axe f Aol s Agse dA 3 2
£ olyghe Ml S BoFEo) Fde 98 X7 8
82lo] 2Hg-31H v E 919 A 7hE sluete a7}
Fold & Floz FHHT whA FF Y
7} 8| 2ol ek AFEC] AAH R FPd A

Atk
39, A9 A7+ 74 29l wisky, Halyl Hals
w7, BA w el oA vl s=atA =& E AS(ZERY
A, AFH AE, 483 918), JEUl 2B Eol ths
AR OE 22 E Z2he 0 F YEthIAA 919,
) S AES FOR BRY T

A 913, $A44 9
QA WAYES AEE

9]

B b

]

N o

KX
=
X<l

i

gl

[«

]

T

(

folitt o 27 &

-291 -

Aghekyan-Simonian, M., Forsythe, S., Kwon, W. S., & Chatt-
araman, V. (2012). The role of product brand image and
online store image on perceived risks and online pur-
chase intentions for apparel. Journal of Retailing and
Consumer Services, 19(3), 325-331.

Bang, K. S. (2013). Study on risk behavior and risk percep-
tion in purchase of outdoor wear according to participa-
tion motivation of mountain climbing activity. Unpublished
master's thesis, Kyung Hee University, Seoul.

Chang, E. C., & Tseng, Y. F. (2013). E-store image, perceived
value and perceived risk. Journal of Business Research,
66(7), 864—-870.

Chung, 1. H. (2011). Fashion marketing. Seoul: Sigongart.

Chung, 1. H. (2012). Consumer's multi-channel choice in rela-
tion to fashion innovativeness and fashion items. /nterna-
tional Journal of Management Cases, 14(4), 27-34.

Chung, 1. H., Chae, J. M., Kim, J. Y., Moon, H. K., Lee, M.
A., Ji, H. K., Kim, H. S., & Ju, Y. H. (2010). Internet
marketing for fashion product. Paju: Kyomunsa.

Gutiérrez, S. S., Izquierdom, C. C., & Cabezudo, R. S. J. (2010).
Product and channel-related risk and involvement in on-
line context. Electronic Commerce Research and Appli-
cations, 9(3), 263-273.

Kang, Y. S., & Chung, B. S. (2007). A study on the perceived
risk of e-commerce and the pre-purchase intention of inter-
net shopping mall users according to gender. Management
Information Systems Review, 23, 135-156.

Kim, J. H., & Lee, J. H. (2011). A study on factors that affect
the selection of multichannel in the apparel retail-Based
on the characteristics of marketing and customer-. Jour-
nal of the Korean Society of Clothing and Textiles, 35(7),



156

Vol. 38 No. 2, 2014

801-815.

Kim, J. Y. (2013). The effect of UNIQLO's online and oftline
brand images on the purchase intention as a multichannel
brand. The Research Journal of the Costume Culture, 21
(1), 42-56.

Kim, S. H. (2009). The differences in clothing shopping ori-
entation and shopping behaviors by the multi-store selec-
tion of internet and offline stores. Journal of the Korean
Society of Clothing and Textiles, 33(5), 764-774.

Lee, K. H., & Choi, J. Y. (2007). The role of attitude in the
relationship between perceived risk and purchase inten-
tion in the context of fashion shopping products online. 7he
Research Journal of the Costume Culture, 15(3), 472—482.

Nam, E. H., & Lee, J. H. (2009). The effects of perceived
risks on purchase decision behavior among internet fash-

-292 -

ion consumers. Journal of the Korean Society of Cloth-
ing and Textiles, 33(11), 1707-1718.

Noble, S. M., Griffith, D. A., & Weinberger, M. G. (2005).
Consumer derived utilitarian value and channel utilization
in a multi-channel retail context. Journal of Business Re-
search, 58(12), 1643-1651.

Park, H. S., & Kim, H. S. (2011). The effect of benefits and
online shopping risks on channel selection for luxury fa-
shion items. Journal of the Korean Society of Clothing
and Textiles, 35(1), 13-25.

Verhoef, P. C., Neslin, S. A., & Vroomen, B. (2007). Multi-
channel customer management: Understanding the research
shopper phenomenon. International Journal of Research
in Marketing, 24(2), 129-148.




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /SyntheticBoldness 1.00
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /FRA <>
    /ENU (Use these settings to create PDF documents with higher image resolution for improved printing quality. The PDF documents can be opened with Acrobat and Reader 5.0 and later.)
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308000200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e30593002537052376642306e753b8cea3092670059279650306b4fdd306430533068304c3067304d307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e30593002>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


