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Analysis of Multichannel Choice Behavior based on Apparel items
- Comparison between Korean and US consumers -

Jie-yurn Kim'

Dept. of Fashion Design, Honam University; Gwangju, Korea

Abstract : Recently, with the rapid development of the Internet, the importance of the multi-channel retailing strategy
including online channel has been emphasized in fashion business. The purpose of this research is to give some practical
ideas of multichannel strategy for fashion retailers through comparison for multichannel choice behaviors between Korean
and US consumers. The online survey was conducted on the 400 fashion customers aged between 20s and 50s living in
Korea and America. The survey consisted of measurement items about channel choice behaviors for purchase or infor-
mation search, risk perception on channel, repurchase intention at same channel, perception on experience or search
goods among apparel items. The data were analyzed by frequency, regression, t-test using SPSS 18.0 program. The ratio
of utilization multichannel was higher in fashion goods area in Korea fashion business. Also, most of Top-ranked fashion
or accessory retailers in America were taking advantage of multichannel strategy. There were some differences between
Korea and US consumers in channel choice behaviors for purchase or information search, risk perception for retail chan-
nel, repurchase intention at same channel, perception on experience or search goods among apparel items, etc. Some sug-
gestion for the future research for multichannel strategy in fashion retailing was given.
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Table 1. Survey items for measurement
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Items

Reference

Purchase item

Kim(2013)

Purchase & shopping channel choice behavior, main reason of channel choice Kim(2013), Kwon & Lennon(2009), Tibert & Willemijn(2009)

Amount of information search

Risk perception

Perception of search goods, experience goods
Internet usage behaviors

Repurchase intention

Peng et al.(2009)

Kim(2013), Kwon & Lennon(2009), Tibert & Willemijn(2009)
Kim(2013), Weather et al.(2009)

Kim(2013), Tibert & Willem;jin(2009)

Kim(2013)
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Table 2. Number of multichannel brand among Korean fashion brands
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27(132%)°] o2 FYHEo] T2 AR Yehd
A, Als AvRke] A9 AdolR FUHE el viA|
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Category Number Rate (%) nljlﬁiit;;rm?; multiI:l?;nz %)
Women’s wear 386 20 62 9.0
Men’s wear 168 8.7 41 6.0
Casual wear 108 5.6 53 7.7
Sports wear 246 12.7 103 15.0
Baby & children’s wear 129 6.7 71 10.3
Inner wear 92 4.8 40 5.8
Fashion goods 258 134 125 18.3
Shoes 150 7.8 83 12.2
Imported luxury 105 54 1 0.1
SPA 31 1.6 8 1.2
Specialty goods 138 72 57 83
Multi-shop 119 6.1 42 6.1
Total 1,930 100 686 100

Source : Fashion Brand Annual, 2014
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Table 3. The top 500 web retailers ranked by principal market

5;21;0;; Company Tor];niOO Channels Share 202;:;2; n
1 Victoria's Secret Direct & Bath and Body Works 18 web/retail chain 8.67% 1
2 L. L Bean Inc. 21 web/catalog/call center 7.62% 3
3 Gap Inc. Direct 24 web/retail chain 7.02% 2
4 Redcats USA 33 web/catalog/call center 3.97% 5
5 Nordstrom 34 web/retail chain 3.91% 4
6 Saks Direct 38 web/retail chain 3.24% 7
7 The Neiman Marcus Group Inc. 39 web/retail chain 3.18% 6
8 Urban Outfitters Inc. 48 web/retail chain 2.41% 12
9 Gilt Group 49 web 2.36% 35
10 J. Crew Group Inc. 50 web/retail chain 2.20% 9
11 Foot Locker Inc. 53 web/retail chain 2.08% 11
12 Abercrombie & Fitch Co. 56 web/retail chain 1.96% 15
13 American Eagle Outfitters Inc. 57 web/retail chain 1.91% 10
14 YOOX Group 67 web 1.69% 23
15 Ralph Lauren Media LLC 70 web/Consumer brand manufacturer 1.66% 17
16 Signature Styles LLC 76 web/catalog/call center 1.48% 14
17 Nike Inc. 78 web/Consumer brand manufacturer 1.44% 8
18 Orchard Brands Corp. 79 web/catalog/call center 1.35% 13
19 Shoebuy.com Inc. 87 web 1.22% 18
20 Sierra Trading Post Inc. 88 web/catalog/call center 1.22% 16
21 Net-a-Porter LLC 89 web 1.22% 20
22 Eddie Bauer LLC 92 web/retail chain 1.07% 21
23 Coldwater Creek Inc. 93 web/retail chain 1.07% 19
24 Bluestem Brands Inc. 94 web/catalog/call center 1.06% 22
25 Ann Inc. (formerly Ann Taylor Stores Corp.) 95 web/retail chain 1.05% 29
26 Football Fanatics Inc. 98 web/retail chain 1.03% 60
27 Aéropostale Inc. 110 web/retail chain 0.89% 27
28 The Talbots Inc. 112 web/retail chain 0.89% 24
29 eBags Inc. 114 web 0.88% 26
30 MLB advanced Media 119 web 0.83% 47

Source : Internet Retailer Top 500 Guide, 2011

Korea Consumer US Consumer

m Qutwears mTops = Pants = Skirt,Onepiece Underwears

Fig. 1. Recently purchased products.
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Korea Consumer US Consumer

# single channel multichannel

Fig. 2. Ratio of multichannel vs single channel.
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Fig. 3. Channel for purchase.
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Fig. 4. Channel for information search.



Table 4. Important criteria at channel choice
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Purchase channel

Information channel

Important criteria

Korea(%) US(%) Korea(%) US(%)
Past experience 141(9.9) 196(8.9) 115(0.8) 177(9.3)
Shopping convenience 260(18.3) 256(11.6) 188(13.1) 181(9.5)
Product variety 171(12.0) 172(7.8) 147(10.3) 158(8.3)
Service quality on purchase time 66(4.6) 83(3.8) 51(3.6) 84(4.4)
Price 208(14.6) 269(12.2) 186(13.0) 242(12.7)
Service quality after purchase 84(5.9) 103(4.7) 72(5.0) 87(4.6)
Various promotion 84(5.9) 148(6.7) 95(6.6) 127(6.7)
Fitness 36(2.5) 110(5.0) 47(3.3) 79(4.1)
Size 78(5.5) 189(8.6) 87(6.1) 166(8.7)
Color and materials 57(4.0) 162(7.4) 81(5.7) 143(7.5)
Atmosphere in store 26(1.8) 142(6.5) 31(2.2) 103(5.4)
Payment or transaction convenience 108(7.6) 136(6.2) 93(6.5) 110(5.8)
Contents shopping site 13(0.9) 74(3.4) 39(2.7) 76(4.0)
Review or recommendation 56(3.9) 62(2.8) 139(9.7) 81(4.2)
Reputation or reliability 34(2.4) 98(4.5) 60(4.2) 92(4.8)
Total 1,422 2,200 1,431 1,906

Table 5. Important criteria at channel choice for outwear(Korea
consumers)

Perceived risk Purchase M SD t
channel

Product features Offline 5.17 1.235 1976

(design, color, size) Online 548  1.033 ’
Offline 493 1.142

Product price - .061
Online 4.92 1.336

Product variety Oftline 5.07 1.215 040

(design, color, size) Online 523 1154 ’
Offline 4.20 1.519 .

Payment security -1.640

Online 453 1.437

Offline 4.07 1.522 .
Privacy -1.490
Online 438 1.438

Offline 438 1.203
Overall service -.978
Online 4.55 1.272

p<.05

Az L210l Aol g 2ulA G 7b A7
Hazfol S Lol ] Qs EHHEE festES 2
Kz} AN ERE 5 7A 29l A 7b Hol
Uehidtt. A4 g En se) tak Gl 89le) sl
2)el 2uAFS0] oxalel A u) 2HAel] Hla| §2l5)
A A 9% Az AL % 5 AATKTable 5).

nF avRe] A9 ERE 7T o ozelel Avlxje}
2219l 2H)7} 7h9] 1@A|ZHel lo] Aol7} QA 2AKE A

3}, @ AHAET e An) ekt A€, AE o

Table 6. Important criteria at channel choice for outwear(US consumers)

Purchase

Perceived risk M SD t
channel

Product features Offline 3.90 1912 1.099

(design, color, size) Online 3.51 1.938 '
Offline 4.01 2.009 N

Product price 2.357
Online 3.14 1.946

Product Variety Offline 3.82 1.855 ) 975**

(design, color, size) Online 2.81 1.697 '
Offline 3.96 2.047

Payment security 1.872
Online 3.27 1.677
Offline 4.01 2.017

Privacy - 1.417
Online 3.49 1.609
Offline 3.99 1.996 N

Overall service 2261
Online 3.16 1.834

p<.05,  p<.0l

FIEARL, A, Aol F), ARHARL Al 2ol thet Hede]

I T w

g, Atolz F), AREHRL Au]zo] the He

79 2HAPE B = A8 Al e AR ekt
(Table 6).

43.2. el Tl Al 18X Z}
=t pH|Rke] A9 AdolFel ek s & o) e zelel
Adat kel AdellA gt 2nRk Hek 7F X2k 2199
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Table 7. Important criteria at channel choice for tops(Korea consumers)

Table 9. Important criteria at channel choice for pants(Korea consumers)

Purch
Perceived risk Purchase M SD t Perceived risk urehase M SD t
channel channel
Product features Offline 5.18 110 1445 Product features Offline 5.10 1.239 1935
(design, color, size) Online 537 078 ’ (design, color, size) Online 5.40 1.133 '
Oftline 5.02 .106 . Offline 493 1.218
Product price 1.329 Product price - 516
Online 4.82 .094 Online 4.84 1.335
Product Variety Offline 5.08 11 558 Product Variety Offline 5.00 1.248 1253
(design, color, size) Online 5.15 .085 ’ (design, color, size) Online 5.20 1.228 ’
Offline 4.05 142 N . Offline 4.15 1.667 N
Payment security -2.579 Payment security - -2.398
Online 4.49 101 Online 4.63 1.435
Offline 3.97 .146 . . Offline 3.97 1.674 .
Privacy -2.530 Privacy - -2.551
Online 441 .102 Online 449 1.497
Offline 4.33 111 . Offline 4.26 1.359
Overall service =797 Overall service -1.693
Online 445 .095 Online 4.56 1.338
“p<.05 p<05,  p<Ol,  p<.001

BztolE B 918l rtestdt A3} FFH FHAX e} mpztt
A2 AR QAR RS F 71x] geloA Ad 7+ {2
& Fol7h heksich. AAAS AR uEe te Pel
aolel] thsl eiel AnjabEe] @xatel Apd o Ll
uls el B 98 A4S S e & 4 9
(Table 7).

vl 2me] A9 GORENZ, Bekos, 2oH 52
FAY ) @elel aulRsh ekl 2wl 7ke] A2t
R1o] Rol7k YA EAKE Ak, W5 2045 e 2
7} wheksth, AFSAEAR, A, Aelx), AFE, AF
TR IR, A, Aol 5, ANEAR) Al ta e
oA fele Aolzk Uepte. AEAA, AF GRAEA,

g, Aol= ), LA Av|zo] e Pk Leel A)

Table 8. Important criteria at channel choice for tops(US consumers)

d 7 2L Y A 8 AR e ALE Ve
THTable 8).

433 v el AL 1817

Sk AERRe] A9 v RO gk g ow) ezeRj]
At 221 AdolA g AnRE Jek 7F X2k 139
Haalolg AP 8l restet A 95, FF FUedA
o vEVIAR AR RIFERES T 71X QRIeA A
g 7F felg Zpol7t et AP /IP B S T
g de ]l dis 22kl AH|AREe] ezl Ad
2zt B8 fFolskA EA 918 Azsle Ae & T U
TH(Table 9).

vl AHRRe] A9 vRAIFE YT o ezl AHxte}

Table 10. Important criteria at channel choice for pants(US consumers)

Purchase

Purchase

Perceived risk M SD t Perceived risk M SD t
channel channel
Product features Offline 3.82 1.882 . Product features Offline 3.87 1.931 .
. . 2.149 . . 2.455
(design, color, size) Online 324 1.848 (design, color, size)  Online 3.18 1.810
Offline 421 1.977 . ) Offline 4.14 2.022 .
Product price 3.920 Product price 3.564
Online 3.10 1.813 Online 3.09 1.852
Product variety Offline 3.73 1.783 . Product variety Offline 3.73 1.830 .
. . 3.349 . . - 3.195
(design, color, size) Online 2.88 1.707 (design, color, size) Online 2.88 1.727
Offline 3.63 1.985 Offline 3.61 2.008
Payment security 1.462 Payment security - 1.247
Online 3.22 1.758 Online 3.25 1.761
Offline 3.59 2.016 ) Offline 3.58 2.049
Privacy 129 Privacy -.150
Online 3.55 1.808 Online 3.63 1.815
Offline 3.84 1.942 . Offline 3.76 1.969 N
Overall service 2.921 Overall service 2.472
Online 3.03 1.767 Online 3.05 1.793

p<.05,  p<Ol,  p<.001

p<05, p<0l,  p<.001



2] 2ulA} 7he] A7 glo} Aol7t YeA 2AK 2
3}, g ARRES O A3 YERSTHTable 10). AIES
AR, A2, Alo)=), AEA, AFE TR A, A4,
Aol = F), ANFARL AMulze] tig HEollA folgh xpolzt
Vel AE7H, Al TR ARl A Al ), A
wkel Azl tigk geie e xelel Al Q) 2MAt O
= 919 AL s e depgt

434, 2AES} A AF FulA] APzt

=t AH|Rle] A9 AAES tidt FjE & o o
Adzt 221 Aol Fulgh Aniak He 7F A2 A3
zlolE H7] A3f stestdt A AAIPA 2LloxMTk Ad 7+
frelgt zpol7F UERsTh 2211 AnRbEe] oxzeRjl Ad +
o Zmjztel] Hls) AAIRel tigk A% A7k frelsiAl =4
ke 2S¢ 4 USTH(Table 11).

vl= AERe] Ag- AAES) A9 AE YT o ekl
ZH|RReE 221 Azt 7o) YR 7 Qlo] Wete] zfort
USA] AV AH, S5 ARES tE A3 Vel
AF7HA, AF AR, A, Aelz 5y F 7] 8191
N AF Ao A=l gk folgh zfelrt vElsith AR
7HA, AFE AR, A, Aol Syl tid dEle 2
ZERl Ad 7Y AP 28R Ad 7Y AHRE G
= A8 AL e A e® YERITHTable 12).

435. %55 7l A 918 A7}

W 2ulRe] A5 S2R0l i Polg @ v el
At 22l Adolr] Pula Al Hek 7k A2k Sl
B3 Aolg 2A] Sl restdh Azt AFEHAL, A
A, Al zplATEE A 7E frolg o]} Lheksi). el &

Table 11. Important criteria at channel choice for skirt and one-
piece(Korea consumers)

Purchase

Perceived risk M SD t
channel
Product features Offline 521 1.114 1491
(design, color, size)  Online 5.49 1.114 '
Offline 4.89 1.220
Product price -.489
Online 5.00 1.320
Product va_riety Offline 5.19 1.260
. . -314
(design, color, size)  Online 5.26 1.135
. Offline 3.98 1.631 .
Payment security -2.393
Online 4.56 1.324
Offline 4.02 1.685
Privacy -1.729
Online 4.46 1.404
. Offline 439 1.306
Overall service -1.527
Online 4.72 1.323

“p<.05

oA S mE PEFE JEdE #4927

Table 12. Important criteria at channel choice for skirt and one-piece(US
consumers)

Perceived risk Purchase M SD t
channel
Product features Offline 3.86 1.997
. . 1.666
(design, color, size)  Online 3.26 1.970
) Offline 4.11 2.036 .
Product price 3.669
Online 2.79 1.735
Product Variety Offline 3.69 1.863 .
. . 2.395
(design, color, size)  Online 2.90 1.651
Offline 3.81 2.034
Payment security - 1.696
Online 3.21 1.765
Offline 3.64 2.083
Privacy 407
Online 3.49 1.819
Offline 3.77 2.037
Overall service 1.975
Online 3.05 1.877
p<.05, " p<.001

Table 13. Important criteria at channel choice for innerwears(Korea
consumers)

Perceived risk Purchase M SD t
channel
Product features Offline 5.10 1.339 .
. . -2.155
(design, color, size) Online 5.50 1.040
Offline 4.98 1.152
Product price 413
Online 4.90 1.400
Product variety Offline 5.08 1.258
. . -1.336
(design, color, size)  Online 5.34 1.165
) Offline 4.18 1.594
Payment security -1.864
Online 4.62 1.405
Offline 4.03 1.619
Privacy -1.749
Online 4.46 1.468
Offline 439 1.233
Overall service -1.249
Online 4.64 1.326

p<05,  p<01,  p<.001

HREo] Q=] Ald Fufl LBl Hls] &2F i Al
AR gt 91 A4S FolsA =4 k= s & F
AATHTable 13).

vls AHRR] A9 SRXF/E U o ezl AHxie}
2l AH|R} 7ke] A9 Azhol| le] HFA] 2|7t AUEA|
AR A%, gl ANRES e A3 et AlRS
EIARL, AV, Alelz), AF7HA, AFE T3 CIAR], A2, A
o]2 5, ARl Mu|2 FIE F ] 71 881elM 918 A
Zhof) Ao gk folgk xol7t velstth. vl 82lel gk &
Hzke] dEE e=Eel Ad o AR ekl Al 7Y
ZRIART B =A4] 18 AZElL s ASE JERRTH(Table
14).
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Table 14. Important criteria at channel choice for innerwears(US
consumers)

Table 16. Influence of perceived risk on repurchase intention(US
consumers)

Purch:
Perceived risk urehase M SD t
channel
Product features Offline 3.82 1.940 2503
(design, color, size) Online 3.08 1.776 '
Offline 4.10 2.053 o
Product price - 4.034
Online 2.86 1.649
Product variety Offline 3.70 1.860 -
. . 3.156
(design, color, size) Online 2.80 1.697
P . Offline 3.59 2.042 1.209
ayment securi
Y v Onine 322 1747 1209
) Offline 3.53 2.094 137
Privacy -
Online 3.49 1.782 137
) Offline 3.81 1989 2755
Overall service - -
Online 2.98 1.749 2755
p<05, " p<Ol, T p<.001

Table 15. Influence of perceived risk on repurchase intention(Korea
consumers)

Independent var. Repurchase intention

2

Independent var. Repurchase intention

Dependent var. p t R>  F-value
(constant) 25.426

Risk on product 117 1.788

Risk on price .041 558

Risk on product variety -.038 -435 039 22017
Risk on payment security -203 2.087

Risk on privacy 205 2161

Risk on overall service 164 22147

“p<.05

g AHIRRe] A9 AF TRl digk ek Ak A

H|ze] digt Fei7t 24 gk Ade] Aol F3s vx= A
o2 yERth #4e Adedl AlFol el vhdblel ig
HHE FFE thA] 2 AdelA ¥ e GEo] =2 A
o2 ey, g Ade] MRkARl ARzl tisixE d
HoA BSFE FHI2o| WAGFS T AdelA Al
&7t H& ZAO = UENITHTable 15).

w5 ARjRRe] 9= AP AR S, ARkl A

Dependent var F 1 R T ) g el A2 T Adel AT sl 9
feonsan) 18123 P2 TR A0 vekieh 2ALL) Y FAE @ 2
Risk on product 022 304 2 AuEel Aulol st JHE 7aA7)7] S8l oA
Risk i 049 832 _

oo VI TR St e e e uad 92
RTSk on product varlet;i 191 2.690 050  3.283 50 ‘:H§_ A7} o2 QA TAAE AT o=
Risk on payment security -.061 -.798 o QaFe = 20T UEPITHTable 16).

Risk on privacy -.048 -.641
Risk on overall service -.158 -2.388 4.4, o|=R|= ?:1 EfARAOY| CHEF |2t
b2 —TTAME=E = o, of =

<01
i 441, AAFAEL APl et Az

g vl el S xEl Ajde] wE AwRiEo|

43.6. 1@ Azto]l FulAPEe] A7l el X FF T4 oteld s7EAlel thaiA A FFeIY BAGESR A

Skt vl= AR RAIE ) Al 918 A4 A= Zehe FEe) BEL rtest 42 3l vl EUT) 571A]
7F ok Tl Al T Aol AT AR gk o O|FAIFE oteldlol tieir AR dELR Aok AEE HlAL
ol FEE vX=A] gotrr] fl8) A A g ot Az g AniRte] 9= 2xEly 2E1 Aldel wet
Hl= AHRE A B gl Al 8 A 7bo] ufade] Al ZH|AEE] ﬁ%‘%‘%i A 7sle A=e] BFtAtol 7t frogh
o o= FoJgt FIAS mX= ASR UERT Zo 2 e, Q2] Ad ) &R 57EA] ofol
Table 17. Mean of perception on experience goods

Korean consumers US consumers
Ttems
Offline Online t Offline Online t p

Outwear 6.01 575 2.633 009” 530 457 3.605 000"
Tops 5.52 5.19 3.135 002" 5.24 4.46 3915 000"
Underwear 5.54 5.08 4033 000" 5.26 481 2.164 0317
Pants 5.85 5.48 3.534 000" 534 4.69 3.141 002"
Skirt, one-piece 5.68 536 3.106 0027 527 4.63 3.110 0027

p<05, p<0l,  p<.001



Table 18. Mean of perception on search goods

SJFAEF S0 2 el HEFgE 24 929

Korean consumers

US consumers

Items
Offline Online t p Offline Online t p
Outwear 4.84 4.99 1272 204 483 453 1371 171
Tops 4.83 5.09 2613 009" 4.82 4.59 1.062 289
Underwear 4.82 483 -171 885 472 4.66 268 789
Pants 4.70 5.02 2.195 004" 4.80 4.49 1.425 155
Skirt, one-piece 4.79 4.99 -1.836 067 47 4.62 436 663
T p<.01
dof| tiair] 27 8] o w2 ZeE A7sial Yk dskd o g 7|, HEAE fFo] HlwE gt v
ol 67FA olF otoldlo] thg AdE, BAES o] 739-¢} gh=o] HEJANE AH|Ro gk HwEsH ATE

Kim(2010)] 479} A5k Ao}, &, ezl
A el g ARk ke SR AIE)

EAo] Zyeltta Xzt AL & S Atk
Fo} 2700 tisiMe 2@ AZRET) o Yol 9T

A, AR el el Rl Mo of A
SRl AZAFE & 5 A Azkshe Fvio] et
S
Sol 211 A Tl AwAEe] wial 7K IFAE olel
go] mjs) wE ARAel ke AEow Aztelw A
(Table 17).

442, SJFAIF] SOl tigh 2|zt

bt WS Bl 2ol disl S7EA] el Al i
A AP =S AR A3 3 2R A el Rt
BRI 7 71 olojglel] thafixint @il A puf LAt
7F 22kl A o )Rl el EAde] o WAl A)ztet
T ZAo® veiwth 22l Ad e Anaks delRet vt
A%e AF LS oY wARA ol AEd] g
ARg AU ARIES BE AF dein F71E F Sle

AFoZ AZBIAL AL, ol A An|x} EAL nAS
Kim(2010)°] A7+Aete dx|gitt, oo B3| u]= AH|R}e]

of
A% emeRls £2”) AL Fo13 2ozt Yenix]

23T (Table 18).

QlEple] W Qs sjAARIeN Lefel &
g HEAd dge @7 JlE T itk 53], 42 Zugo
2 ARk Y <l EM *%%4 TVE L =
o] Fu x ]
E 7t Ewwwmg o iﬂg;; 243 e

1 7192 4% 71818 mAea ok 719 Ttk Al

3 323} vhies HHe 8 =
o] % 3 )5S ATslAL W} B A
Aol HEIE Heko] ) HEET FFo= oS &

L ig mlf., o
re o
i %1*??

rz

AAEIAN, AFA = vt 2

AR, =] A9 5F ofeldS HAwdhe 719 & HEX
g g vE2 djdZst sElaErr At P w3
(183%), 1 &0 2E AFE290)(15%), A3H12.2%), foFs
5, o4&, SS4FE, AT, AJEES, 445, SPA, 7Y

Fo €22 vEhth TFJUrEH HA7199] A9 718
xRl gt sl el R W 2sk= HEIA
g Fe7t B2 ot} w5l A9 9] 5009 21 719
o &3tz AHAAAXE SAL 12871 QA FollA 122712] 4
Ago] HElAE &8 7190l v AdH, {54 EA
dFrEEa T AdS 9tk N Al ole ke
ZI9EE AATh FF U] A9 AR 4
Adevt mukd Ad7EA] 0o feaidol] ik 28] ¢
A o Fe #AE 7Y Fart Uk

A, =9 MR H2 o FAF Tl
o] W& ZoR UEPg o, vl Anjzte] 4
oA 7P wol Fulgk ZoR Vet = *Hlx} 7t 22}
Fell dial o st 2S & Uk el weE
ol wid whE £E2 FURelY e = A
21 AdS g FEAE 71y Ba=s
7} ml= Amiztel] vlE) o B2 2o R et
P S AT ) Fad 71FE = 4
el 7 9], 714, #A19 A3 &olaL, wl= AHRt
o] A% 714, &3He|, A AY &l o= el &
o g Fra|do] FAlHAAE Zol7t e 2 F1F
t}. oljet A & 20zl s IHES] FlQ] IE Al
asfor & Jart k. 58], 22l AdS A A" 7t
Avre] Fgo] = ASZ 2N 7|E HolA O Yozt o]
Al AA Bl E AR Afd des dFos v
7] 913 ="aljol & Zlojth. 2kl ezl AEEe] A

Al

1}

B

By
okl

N
Fﬁf

oo I
ol

‘{F

oY f
o

oo B orlo rO o o
'E L)
o
EOULEN
fo o

.
-

Ot'l
s

]

o

N

d AAZS g 2pEs Agee FF 2930l Adel 53
A 9 A= LA (Omni-channel)?] =Yool tizl] A1

%3] IgsloF & Zolt.
A, ) vl 2ulaje] Ao 74 lFAE 2ol o
4 SeIRU el Tl A AMAEE 91T A7 8



930 B FRIY Bl A17H 6B, 20154

o] & Aeg vttt ole A7l fF A=, A
Mol AFER HAES UA717] 919 ks APEsiA
7ok dthe He WA

R, A1 Aol el Al g de] Al o= v
A FEFS AR A = vk AlF TR b
AMujzel] Tk $13 Aztol, vl= ks AAl R AR
FuE, Ay Aulzol] ek 3 Azo] 79} Aol thek
Al olz=el] frelet FEE vAls AoE veht &5 oA
71901 9] W& wf wHsjor & Aol

UlA, 5704 o FAlETE A SAae Adehe A
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