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Abstract

In a world where opportunities and chances are common, the phenomenon referred
to as “generation maybe” describes people in their 20s and early 30s who are usually
being indecisive. With the increase in breadth of information and choices, the number
of people who are hesitant in deciding whether to purchase increases at a fast pace,
as does the number of products and services targeting this group. In order to enhance
our understanding of the phenomenon of consumer hesitation, this study explores
contextual factors and consumer characteristics that affect consumer hesitation in the
purchase decision-making process. Specifically, this study examines whether seven
contextual factors, self-determination tendencies, and five decision-making styles influence
consumer hesitation in the product decision making process. An online survey was
administered to test our research questions. A total of 309 Korean consumers (female=
48.9%) aged from 20 to 35 were surveyed. A regression analysis revealed that four
contextual factors (product involvement, need for information on alternatives, relative
price, and uncertain need), two sub-dimensions of self-determination (perceived com-
petence and relatedness), and two decision-making styles (price seeking and advice
seeking) have noticeable influences on consumer hesitation. We also found that the
degree of consumer hesitation positively influences consumer post-purchase satisfaction.
The study concludes with discussions and practical implications.

Keywords: hesitation in deciding(Z8 & E), contextual factor($F2F292)), self-

determination(XF7] 2 -8-5), decision-making styles(SJAFEZ 5P, fashion
products(Z-HAE)

I. Introduction

A 2BAES] TgFRt S79F ER=C] wet Aol s A9 Blud 4 fle
Ohget ST BREVE FYle] HE SR SAEL o gt Vs &
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100 WAAE FogolA AwR; g

Aol AF 9 BHHG opet, gy 4 &
9 37t AvAECA BFet A% 2 A
Skal Qlt}. ShA|TE, TR HolA BEAE Kol
ﬂEFJrO‘ A4 HolA avAES A dog 2%

S YgE AL o Yst AUthKim et al., 2014).
Schwartz(2004)= 719] 29l ‘The Paradox of Choice’
oAl oA Foixl HAHE 11 FFF AT 5
U= AEE Hol7td 3|8 & F7IEsHA w
£ o Aok At A2 gEAT "Rt A
Z A2EZ JA] AL B(birth)?} D(death) Ato]<]
C(choice)2t T H3F AAYH 229 QgL fuke
A9 l&olm, o|gt Aeolat= P= AMA A
e AYE FEe a7ste d9 & S ok
AAZ g2 A9 tijtksS w1 23S WA
Foke AFEE, o84t AAANE S4chs AFE
20144 o]F 2&H oz E3 9Jrk(Kim e
o|Ad FSlol& A A4S WAl %‘3% /\Hlx}
5o AR 2oL, W =

M|t (generation maybe)’ 2= AIRO|Z A 72]—3}7] =
gict. o]9} Zro] Wisleh= 4H] AIRE AFste] F
EﬂoV‘q AA e AME HHA S AHREQ] A

J olrl

% E9RE Aze A o} BAL wa ot
(K1m et al., 2014). E3tF sh}E AEisty A9 A
so] QA INTE e AEe] Fs4e
= @AY 20, 30tHE dZo] ‘HolH] At ek
Xz 7] stk (Roberts, 2014). Kim et al.(2014)2 o]
oF 2 2R 97 = @S] disto] 1
LA AHY Ao} AHpS] A o]of 44t 7]3]
HJo] stog H7|E it ojet T A2 59
THE AgS 895H= ALS] “Hﬁoﬂ/ﬂ A #2 Al
oA @ol & & Sl Ao daeta & ZF— ATt
I skt oA Y AN B %ﬁ% AH|ZHE

AA B2 £ Q= AL dAtolga o & %1 . 0]
o #2 AHAE G E sk AFolA T 2%
AN 48RS AN Fsoll iRt olsit
Zasttt wEbA 2 AFte U L8ACIA Fe
AR Ful 24 A AEE A SHA] Fshal
Fdol= FEol thoto] Astarat giry FAHC
2, rEAoA T A 48R FAEJ] IF
< UAE 802 FOAA] Attt gt

WA, Ko and Yeo(2015)= AF+E Holo] AH|R};

wAgolT

Fo] PRI ol FEL AvlA Adlo]
A3 A T A sotel Heka o
it EF AHERRANN TR Pl
BEL 207 A AT 4 B 5 ek &
fREsh] 23€ Helx Rot ARE 939 2

Zolet H2ol, SRREI A A Ei x}

£4FTE Pelo] U Aol 5] Aol A
A PEoA e uhA] FEo] e = T ARRoA A
% He AMAEE MEo] YolAE A2 HFE
v o2t Ehlo] 1% oAl Hhefstel Ol EHE @
o 3, A1) 2B B A9 G4 Aole] 3
2 THshAA HEe O BT, 2L 08
o] H YA HKim et al, 2014). o]t 5= A= 7
Al W] A/ dge] whet 1 Hrrt vE2A Yerd
Roug, A8 BHA S o)A T
A2 ofsel7] AL @A A e A4
T} 94 BAL S8 Holok T RolTk. EFF Ko
and Yeo(2015)= AB|AJAFA ol 4] Ftuf a9l A
£ EAo] wet Aolg HttE: Ax IsHch
591 MAAE FABEL DT 205 L)
ZF 7RQl Q9lof EghAQl kS 1ho B Z(Yun, 1999),
WAAES FAT O AL M5 A
o 2ul% S AHIE £ Sl o) 19l
oA FF= uld = A Aolth. webA T
B9 oldlelr] e aulAEe] A9l el
4 el 9% BA w3 Lohuolol I Aolnt
B ATE E AE TS AT 465 A2
SN ol 2] e Al B A=
o dFZ F= 2US FolH A qhr}. Fujrvl o]
AN FAEJL i fE E= BRlA FuiE
H|2= =02 o]ojd 4 i Greenleaf & Lehmann,
1995; Kim et al., 2014). 0]} Zro] ZA& FHol=
MRSl SoluRA 19 Bl A2e Aol
&&35] 545t ey 22y FujAlstolA 4H|A}
So| 27750 W54 B AL $I Aol
ol & A= A AF FHIE At AT
oA 48RS A7 T 7|08 Aot 159
:,Luﬂﬁ;q a4 9] Jo] gigt o]s] L uolo] Ik
2 WAL A9g ANBTA et ojgd B AT
TS SAH0R2 AR E Ko and Yeo(2015)
o] AFolA F © Holrk aHRF AiQl AFAZE
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B4, WAAE ARl FHEY Bl
e GFS A DSt A; gt gubEom ¢
Wage) =t AL B9, FHEEE FEIAY
7|5 He Ao Hi 9tk I3y B dAFe
Foj A FAY olF IFHoz Tuhg I &

52 oz 7o) A BAe] HEst o) olF
o] mAE 9% oA A AWEIR Het

II. Background

1. Consumer hesitation in deciding whether to
purchase

Be #e AuASIAN 2FYe] Aol B
Hr}t Kim et al.(2015)9] 20158 ELE 7|QI=2 A
HE AR @AS o &7t UERtE QAH
Agoleb|nck A&a0z I 4GS B
oh gtk Pulgol A 4] ElApEe] ol
£ AEsHA] Fohe @Al wEo] HY, 4HAE
A 242 WA Fsta avlste AR B 2A
= 913t HE9 &R} Sojus FAlolth o] w
2t Felold ABl A, AEAIYHA MulA 5 AE|R)
59 AgE =oE AFQlo] 575k THKIm et al.,
2015). 0|9} Z+2 FARS Ko and Yeo(2015)+= o 12
gloj2ta #ASHH oW, ofF “&H[AF S5 QIA|
Stal JRE gAsto] tigto] tigt B, B7HE A
A old AdElg s77bA] d¥ i JAE A
oA Yzt 71&0] 2= Ap.1)7ol=t Fofstaith
o] @4J¥} Hste] & AFoA= FuiEE TAEY
(consumer hesitation in deciding whether to purchase)
olgh= Mde AAISHLAL ‘e & A= A
FAYS 28T QAEA RS FuiE & A
AA F AJAAE A A Fstar gdoln] AE
ofg k= Hwetal Holgitt Fuidy YL K
and Yeo(2015)9] o LRI FARSE 7ol |k,
Rl A  yoprt ol o] gt 2
AN AFe B0l WS FERsaA

TFoiad T FHE Agd
A7), Fely] B el 2ARE Y
Hoh= Aelof igt JFa s FM6t At Dhar, 1996;
Greenleaf & Lehmann, 1995; Ha & Lee, 2011; Tversky
& Shafir, 1992). Ha and Lee(2011)= AH|A-E0]
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o Ao A el o] %o AT 4 U= A4
sigo] 2 1) FE v)2E FSE} HolAL 3
o] Q8-S WAsIH T} Tversky and Shafir(1992)=
AuAE0] THE WFAY EAS G 7o
2A Tl T dotel $45 F 344 S47
249 S40) B BRY A9 I AS
ASE, ol £ Brke] BUA] B2 yelo
oJeigol Fhte A BAV RS HERIT
Hgo] 2MAEE Mk deto] BB
g ofjel, 2229 870 gANE BeUT
AL v2AG 3715 2ol YTKDhar, 1996)
oot 7le BEE E T2 Qe uRelad
Sgol A et Wk Al FAHe ol Yehd .
AUAEE oA Sush] o WHoE Tua
Hg wRAL 218k STHLuce, 1998). 27
fustE WEL B3] UAY BANA2 47o]
GeA detst gue] g5o] Bl goldt &

A ARIAE DAL 5 ATk 2, 29AE
2 vz Pl 20 g o) el gof
S, 0 Be YHE B4 5 295 Ao ol
0™ (Moore & Mathews, 2006), FHFLU oA 44
ZAZ olojAX] Y= A ES A THELT
o] Qlrh 2l £33 oA AnAES 2
AA FuE FHoIAY FHyE HEa s
FHoE= 35S Hol7|% FHK(Cho, Kang, & Cheon,
2006).

TFuAE S FHole B2 FulEE AA,
i, o Z7], 3 5 g o R olojxitt
(Anderson, 2003; Cho et al., 2006; Ko & Yeo, 2015).
Fof o EL EAJSE BES 2N HEL 5
2 v2AY o) 4AE I HES Aok A
oN & AT FHAY FEUT Holstk Uch. 7
2 Ege P fu, %1, P SO A
s7] A AAS FASL Yo, 243 #d
T0g sk HES Eohe Aoz, 39 Put
He 2uARE oS g 2l el 2uld
Sol SpEgTYlA AT TR BEYS
2 4] Aol7t k.

Fol2Ho] oet mRlzt el olF: olojA 3
S FEY 9 FHE R, TG T,
o’ 2 YeRE 4= 9th(Anderson, 2003; Cho et al.,
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2006; Ko & Yeo, 2015). QJAM2A ) thsgt 19l
49 ol olojA 7o) f1 U E7le 7o)
RIsE 4uA50] EAE Al 1w
7b gl71o] AvlAHEolA) HAH o v
THHa & Lee, 2011). 329+ TojAR o] gt o
o P2 oloiA WL He, FlEH
AN B HES Puel gt Anl @
< ol" #Ho| Sl Al LotE A} Fith 4IRS
o] JtujAAof thofjA ol 1HlE T v A7
fjoto] 7= E8HAdo] &5k (Anderson, 2003;
Greenleaf & Lehmann, 1995), o]&st X|ZtH E&+4
e Eol1A; AMAES AR FAS Fgo]
Azrstal Aol IS AAA Ek(Cho et al,
2006). HHf A Aol et FEd el Aert A
D45, AHE 7HAAL Ftjo]] et ol fE 7o,
Aol S zE FE Al A, o F 3= glE Al
5 nusiechT Lok HEd & 9g Aol
w2 lo] L7l7]o] 28] sk B4 of
T 7ulg 2RSGkn w2 A%, T A LAE
2L FolST, AAle] 7o) W5o] 1w} el
Holgirki Lyl3 ik WEYe LA 4 9k o
2hA] Aol oist 1l IHofA Fuj= ojold
A%, Tl A 2] i TAEYY e A &
=0 olE JFE A= A AwEIA gk

*4>mm1m_a
2 om0 xRl ool

”lﬂm}.

Z

ok

2. Contextual factors

AH[RIARE o] E WEH, AH|AES |
TRAS AR & Fui2HS W27l A7A] FE
= ot AMy Hr1 9 7y 59 GAE AXLh
(Blackwell, Miniard, & Engel, 2005). A&H|Z} SJALZ
oA AN P52 AH|REO] FujoiRE Z
o7 A a9l dAOlA AAE shA Eskal Aol
£ WEolth wetd FoAEe A7 kA Rokn
Fols AL SNAHIH 4¥ATt FHHoR
7e i dRelA EAsk= Aot o]of Ko and
Yeo(2015) AH|AFS0] ] Aol A AHe 517
25131 19e SHe W5L olsiely] Pl Avln

So] Hshe A Fo AgA Hefof st
2 39

ABATE AvA7} A FBA ol
o] 7l 7] Bt FrlmRIY] HEo] FaFE A=

wAgolT

299 HoJFH(Cho et al., 2006; Greenleaf &
Lehmann, 1995; Ko & Yeo, 2015). =, Fuj A3
gt FA P2 AvRHE0] JARET AollA AU
L awl Ajele] 2B 4% adle] JFE W A
olc}. ARSI S FALR A, A,
ARGE, A % B, GNROR A Uk
% 9108, o] FHoIA AMIAES] 20 Aol 7
W dAo] 43S | ch(Blackwell et al., 2005). o] I}
Zof| 4] Ko and Yeo(2015)= Greenleaf and Lehmann
(1995)] A5 v O 2 AH|RE0| Fuff AsgoA
QAT TS v = AUes HPEEA O
S o] FHA FuldR M-S AASHAH: (1)
AE T, 2) 9 A9 R4, 3) A2 &
84, @) AFAA, (5) £5HH] 714, (6) HA =3
e AR, (7) Tl AlFel gt Al &, Ffjol gk
TR/ A5t AvIshk= AlF et QA4 &
AL LI FAYR ST 9B B 505
o 2% % Ao, Fa4o| 255 9NAY0

AZH}F =82 7|04 Ech(Beatty & Smith, 1998;
Zaichkowsky, 1985). ™ QAJo] tist QU4 #H A
F 4 Fufdeol tigt JRYS PO o]ojA]H,
o] It A tiQte] gt FEE |k, FHIC
ERE YHE Fop7] e Stk ABREE EQlo] A
FQQE U},Q X—]EE EE—B}Cﬂq—ﬂ 1_.771 [[H q_uﬂoﬂ I;H?')‘H
Al Bt} S-S 7HA]= 3o 912 mH(Jacoby, Speller,
& Berning, 1974), 37} AE7} HQsltty =72 o
U 24 xele] zelo] Waskhu 17 ) ZzkEel
TS u]F= A o] ti(Amato & Bradshaw, 1985;
Greenleaf & Lehmann, 1995). TS AH[Z}7} Stof A
Fol O A A0] EAT A, AAlo] A2t
48 A4 5ol £, ot 441 u A4
ﬂEOE 0]o] A (Schmidt & Spreng, 1996), -2
2 AGAD % STk AHA SAFRROIA TAL
BT AR AN BRAL LA A7
ARLe2A Y 7743} Aol Fvi, olF 3y
St oo, AFAol JFE F 4 UrkBeaty &
Smith, 1988; Greenleaf & Lehmann, 1995). wE}A]
2 ari avide) Fud a4 2] 2
A ol A L b wih

fr

T >~1
.LI

O

3. Self-determination
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A ARALS S Bol Aele] fad 87
%1 AH&/d(autonomy), f-5-/g(competence) U TA/J
(relatedness)o]] G o], IFHO=E A7 P&
o] YFS Zoh AL AHATHRyan & Deci, 2000).
Ryan and Deci(2000):= 7§%19] AAL ojwet 7
Aol gpul, mAdo] el8A] olFolx|E Zo] ohiL
A7) 22z AT = e ol 2t AolH, A
A 2229 5o T Y = AHL sl 4

Bo Bolt ERIR] 4548L s Yol
23 At 471444 ol2e Aol BEEY
592 A4, F54, AR e, Aol
woh o WA oR F/8) Hge v 471244
2 ol shedch. 484, f54, WA of A 7
A A A5HE Frleluts 4149 g
o wrzol, o] A 71X 71E87E F8 A

of A1BIo] WHFHT, ASlo] AT FEAEo
7538 A& AL A 4 oty Wikt
(Deci & Ryan, 1985; Ryan & Deci, 2000).
Ae/d Aol ] FAoIA 2= @
gom Aol Axze PHo gt AL AR
A ot= TS Eeh(Deci & Ryan, 1985; Ryan
& Deci, 2000). A=&7do] 3ot AFE-E Ap4lo] FE5
st A ZbsHA | 2ol 29l AARA Qi
B3, A7) AHAlo] BR1e] Wl FAol} 2}
L wgo] 7aitt o]SL jolo] AlEet PEE of
el Belo sty a7 53 1 MR Belol
AgHOE M 5 YLAE LA f542 7]
Qo] A8l BT} AAGsEA Aele] SHolt
e % AlsS AT 5 Qe 7188 dEdt
A Zyol= AEE WstcH(Deci & Ryan, 1985; Ryan
& Deci, 2000). S57°] =2 AFFL 249 58S
= d9ste WY 245 2, 1 P55

o)

o ST 7142 fAT WA DA S St
F57e 7143 59 YSoleb)Rct 1 B
2 FoIA Bol AnR HRAT AAGE LAE 2

o]tk(Ryan & Deci, 2000). AL 7119 YA|s=
ZAA 7= 5235 982 SHHRyan & Deci, 2000).
Belo 8} Jaz oo Afdos 5715 g
2 1 AA7E SulEA 71wzl AU A
WEok errh weol, Tefa erelo] oul gt
ERQlo|atd P52 A2 & Stk mEbA BAES

R 103
Aol tigh &FAY tdte] A fiE st
3, HPFog GAs FASFIA SHe TS T
Stch(Baumeister & Leary, 1995).

Fo) A% Ee A Aol ek 24 a7e
C ggoed A71ARe FASHE Al A 49
o g} Telo] 9 Aotk ) B A 9xe
Pt EE BA] ofgt AR A AnE A
29 59, BE 29 Y] 0g Weo] e
= oARTHIN T AR L PAo

YA e & Zolth. wehd £ AT 4]
e ol AR, $54, WALl T
Selof WAL A FohuAt gk

Fl

f
o
S
l-E
i)
rr

0-‘.1 (R P

4. Consumer decision-making styles

AUl AQle] Sjabad el we oA
4l Jufjs)so] Xfo]& HQItKSproles & Kendall, 1986).
25 Rpugse AfEtd adlst A o)
Q R3lo] BEH FFL vAA o], NaAES
Fole o 4vA5e SNEHARE ok A
o7 BERE 4 QItk(Kim, 2014; Kim & Chung, 2015;
Lee, 2010). sjAAE T 22F0| FF= F+=
AH|RF AREA AFE N9 FolmAEY, A,
o)ELT B HE, FPE FA T odRt i
AE 4 Aol EFHCE JFE Fol A AE
Tl i BE ¥HEAHOoE YERdTH(Kim & Rhee,
2004; Yun, 1999).

£ Aol Ajbet= A AE o of 2

o] FFE HA= 2R AR L ‘3}
<3 2ok () FE4 AR, () 7H A7 (3) B
= A @+ AR, 6) Adevre] 34 A A

AF A2 EF 5 HgEE AT B= 134 %
FE 2 AFoNAY Frf FEI ¥ F= AT

TF2A 1stA] &t ol= FHiAA el gt i
12 oAEA o ASZ 7IskaL, At k¥ 7]
of JE BEAIES AXEe FsH Bl 9le
HI g A T 7o AT AFS 1314 A4
o] Z2|AE A (heuristic cue)7} Fo] A& 17l
ojuf AT Qlo] Tl AHL ol Aol I

Fo|ti(Chaiken, 1980; Shah & Oppenheimer, 2008).
g4 AT AAAEE ToE dl A, TR
EL 99 5o a4ut 1 AEY BY BEE B

o
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0

(o]

94 5 A% A4S nefstel TSk A4S
RbCHKim, 2014). 744 A% HFLS WAAE 7o)
£ giat ARGl AE A & Alges

[
l

Tsts QTS UPoh:}(Klm 2014). B A A
AFE Hole AHAEL JAAES ?UHO‘ o A
9 24, A, E= 714 59 EJEG EAH B
HEE Adotal, Aoshs BAHEE FHOE A}
AL St A4S HEAtKKim, 2014). {3 A%
Ao MAAE £ A KA, 7] e 4

F Ee AEE FE Fiste AT EUd
(Kim, 2014). A&7F 40 AFS fAAEFS

o Fug
W AR FHE Tefstel Tofsts 4L Tt

o, A&7t 34 TE :r"“H Ao =& aHAE
2 A AE Lo o AE7Le] ZHo] 885t
Hon, F4& IAR Acl' S ufjst= AT Hal

o olEfd R 2w oAE A
% shtel whAel FoiE
JFol vetd zlolth

JFL Fol,

& ARlske

. Methods

1. Research questions

2 A7E B4 AE Tk A ArEgTgo
A FHfAAE FAEole FEol JFE vIAE 249,
2% B4, 20 ol F BB 7k9]
WA BHSIA Gt o2 Ao heH 2L
TEAE AAstA

AFEA 1 F3 oA 2l AlE o
I, b FH 2XA/59 "HRA, ¢ AE "HRA, d: A
HAY, & 2500 74, £ 37 B AW, @ F
o) AlFoll =gt ghl)o] Fujdd FAYP vlA=
gL obie.

AFEA 2: 282 A7 2 ¥ A24, b
4, o WAA)ol FuiEA FHUl A= Oq’aéla
gopct.

AFEA 3: 2B|R; AAEA A a: D2 A,
b: 718 A&, ¢ BAHE X7, d: 5 A, e AR}
A ARhel FiEA A vA= 9FS Lot
L

ATEA 4: 402} o2 FAYo] T F @
Zro] mAs FFS gordth

=

(2 OSL'

o L FE aQlo] B AT

wAgolT

i

2, Measures

2 A7 AEA0) EeAEe 4
2 PSSk Table 2). F2A TRy @ o
A YL Ko and Yeo(2015) X Greenleaf and
Lehmann(1995)9] gH8-& AH83I9ITh. 4712542
Choi and Han(2012), Choi, Shin, Park, and Kim(2009),

Lee and Kim2008)014] A8 F22 A8l
Hotgirh. Au AR BFS Kimo14)o]
452 A8tk BE SHY=L 73 Likert 3
S0 A% 287 gtk 78: WS 1FhE A8

stol Z7gsteict.

3. Research procedure

2 de 22l AeAdS ol&ste] A7
A Ao 2 AFPE AT 221 A& AIE A
Zh 22l AR HiE f AL S AIRRA AR
SIAt A HREEATE AFHASE 204178 354|7F
A9 =W 2HR F 22 oY B9 B AlES
TFuigt A Qe AFEES HAdLE Sklth 20~354]
RS AR A A& AR, AE]oA
ot #skE A1 e Aldlolth & <Qls) A4l
o] Aeof tisiA o Al 2HS A 19l
Ste Aldiolet. ERE -2yt AntE Eof AJAsHE
Al 5= Bl o2 YAE Aol dE0ixl Al
24, QAE 717] ARgol AREIL, B2 JEE 4
I whEA AuA} ok wEA ol B4 4 2A
ol @47 7Py RS HAAEE Hols At
< 4 Sl

21 AEE SAPE BHAeE Ana fid S A
o= 20154 4~59o] HZAE wlZSIHoH, AT
Z79] = avREe] Aol st & 309
Rl g ARE Yt FYE AR BM
SPSS Statistics 232 ©]&3dlo] 7|&5A, HIEEA,
S7EA e AT

4. Sample characteristics

2 7o) 2ALE Bof A7} B0 20l AA =
Ho & 30990lth RAMHARS] AnbEel B4

(Table 1)3} Zc}. ——rLZﬂ7<q oz AuRy, AHY H[E&2
H|S5190H, 28 oil:
(74%)°] 2Tt ug&?i 92 284190

¢

= v&o] fiFEes 2417
or, 20A914 35
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<Table 1> Sample characteristics
Characteristic n %
Gender Male 158 51.1
Female 151 48.9
Single 241 78.0
Marital status
Married 68 22.0
20~25 96 31.1
Age range 26~30 114 36.9
31~35 99 32.0
Highschool graduates and below 22 7.1
Education Bachelor’s and college students 264 854
Postgraduates and graduate students 23 74
Self-employed 8 2.6
Sales and service work 14 4.5
Manufacturing work 11 3.6
Office work 132 42.7
Occupation Business administration and management 2 0.6
Professional 16 52
Student 89 28.8
House work 13 4.2
Others 24 7.8
Less than 100,000 118 38.2
100,000~less than 200,000 91 294
Average monthly | 500 00-jess than 300,000 47 152
spending on
clothes 300,000~less than 400,000 33 10.7
400,000~less than 500,000 9 29
More than 500,000 11 3.6
Less than 1,000,000 26 8.4
1,000,000~less than 2,000,000 34 11.0
Household 2,000,000~less than 3,000,000 51 16.5
monthly income | 3,000,000~less than 4,000,000 65 21.0
(won) 4,000,000~less than 5,000,000 50 16.2
5,000,000~less than 6,000,000 30 9.7
More than 6,000,000 53 17.2
AZHA) mEA BESSIT AESEL BE ol A9 TL5%E ATt WBF AF AZVES
B 23ho| 264 (85.4%)0.2 7 Wy, 1&E 209k € w|gto] 2097(67.6%)0.2 714 Wttt

ol5}7} 229(7.1%), st o]Afo] 23(7.4%)°. 2
ZAL A diFo] tiE o]49 seolitt. 1

93 24 AR Qe AR - 7&Ho] 132

(42.7%)0.2 7}%

w1, 3Hi¥o] 897(28.8%) 2.2 A
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106 EAE TGN AnlA ] e T aQlo] B AP wAgolT
2 AT HFoJA o EFoE F4H WeEd &4, 54, BAA), 2uA AEd A 671
gt BEE @ ASES FES Slstel, THEY 99 B4 T BEe 24T B0 gkl
A, A71ERES A5k SF 3709 W JE B 018t AFA 1 ol 8RS &EF
<Table 2> Exploratory factor analysis of shopping values
Variance
Factor |Eigen|explained %
Fact It . .
actor em loading| value | (Cumulative @
variance %)
I am interested in lives of my cohort 73
I fit in nice with the people I have relationships with. .76 10.05
Self-determinati -
I and my friends help each other. .80 |3.82 (10.05) .88
on: Relatedness - -
I and my friends are open to share and care for others feelings.| .78
I feel now I am being on my friends’ attention. .76
I hesitate to make a payment when I bought this. 71
Hesitation in | It took some time for me to make up my mind to get this. .72
deciding I spend lots of hours to find information about the product. .70 119 8.39 g4
whether to I had a hard time to make my decision even after I got plenty of 20 ’ (18.44) .
purchase info on the product. ’
I hesitate to make a payment even at the last moment. 78
I tend to buy fashion products based on its practicality. .70
Decision I tend to buy fashion products based on its utility values. 73
making style: I tend to buy fashion products based on its functionalit 65 |2.90 764 80
Practical value Y - P - Y- . ' (26.08) ’
seeking I tend to buy fashion products by convenience. .67
I tend to buy fashion products by product quality. .62
Decision It is helpful to have sale person’s or expert’s advice on the item.| .76
making style: | 1 prefer a recommended item by a sales rep or a product expert. | .86 268 7.06 89
Expert advice (33.14)
seeking I would like to buy a product based on sale rep’s recommendation.| .80
I feel like I am making my own decision as I live through my life.| .70
Self-determinati | I think I am pretty much express myself with less hesitation. 1] 2.50 6.59 81
on: Autonomy | think I can cast my own ideas when deciding things related to myself.| .69 (39.73) ’
I feel free and better to open myself when with strangers. .61
Consumer I tend to purchase fashion products by my brand preference. .80
decisi ki . 6.51
esctl}slizzn ];I; :n:ing tend to purchase fashion products by brand names. a7 247 (46.24) .87
seeking I tend to purchase fashion products by products’ value (to me). | .77
Consumer I tend to buy fashion products based on what is new. .65
decisi ki : - 6.25
esctl}s/::? anl :ncllng I tend to buy fashion products by the popularity of the products.| .79 | 2.38 (52.49) .84
seeking I tend to buy fashion products that are on hot trend. .83
I would like to recommend this product to others. .61
Post-purchase |1 am satisfied with the product. 73 1237 6.81 79
satisfaction | am satisfied with the price. .70 (57.43) .
I am satisfied with the service provided with. 73
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<Table 2> Continued
Variance
Factor |Eigen|explained %
Factor ftem loading| value | (Cumulative o
variance %)
I feel like I have less chance to show how capable I am.(R) 73 5.9]
Self-determinati . . )
I feel I am impotent when I have to learn new things.(R) 7] 2.25 (64.64) 79
on: Competence
I sense less pride on achievement when I have to learn necessary skills. (R)| .79
Consumer I tend to buy fashion products by price. .73
decision making . 5.90
style: Price I tend to buy fashion products on sale. 76 | 2.24 (70.53) 79
seeking I tend to buy cheap fashion products. 718
(R)reversed coded.
stRed, HdAs e ARESte] YER I gAY Feldt YIS v &, FAS AHAES
(Table 2)°]lA A|AHE e} o] FF 387]9] &0l WA AE FHE A AAEA /%%L |14 Al&el A
o

71 wido] A190] et 1079 EUH gelo 22
59lom, ol F BAl9] 70.53%S AYshs Zog
et ESE ZF W49 AlZ| X (Cronbach’s @)=
79 olFer =EHo] SHEFY Aol FHE
At

2, Effects of contextual factors, self-determination,
and decision-making styles on consumer hesitation
2 A= aHARE0] JAEE I A A
Fdols Aro dFE A= 2US Lot
flsto] ALEA 1, 2, 35 AU & A+ SH
AEo] WAAFE Tl dRolA FHA IR |
714 oA 7ol FuiaY T
of mAl= 95171 fIsto] SARAS AAIst
R 3= (Table 3y 2t 77H9] 34
A el 3709 A7 E2AQAF, 570 AnlAt
Aol &SR FAAH AT 79
sgon, Tofay WAl 47%S AP o
2 UEPATHR=48, Adj R*=47, F=34.50, p<.001).

AFEA 12 FL 2945 TuiEH FAYo|
IFS wAE a¥AbEe FuY LY ade
obrt Zlojgick. 774Ae) FA Loyt el

A& Jo=(b=.11, f=.11, =235, p<.05), & H
QA4 (b=0.15, 8=0.20, =3.99, p<001), A= H] 714
(b=.14, =20, =3.98, p<.001), A= TQAo] 3t
B3 (b=15, =21, =3.87, p<.001)§to] LujAA

o

2, 8%
FE=
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O
=
2

r-1m

HE 995, 1 Xﬂ%ol 7H?l i%

L=, AlFol Wit BaAgel digk E8Hilo] Ad=
= 248 Ydolal 1vlsks Jrrt S8k Al
o Zey 7l A FHe) 29 B 5OE 2ast
ohal = iy Aol tiek AR Aol 9l W, 1
2ol I IRIPE AlF] w23t FHol U=
e Fuidd TAdel Felt Y= FA &

ATEA 2=

2% Bagel

aulzt A 27183 5] of
JFL |AE A o Folgint.
2o ek A1 AIHFE A2H, A%

g9 57 2 BANY SeRoR FHE 3
o shglacla Fulay FAATe] IF BAS L
obe7] SIgk S ALY At (Table 3)oIAH B %
o] A7k 957 b=-.11, f=-.11, =-2.25, p<.05)
I} A (b=- .14, f=- .12, (=-2.54, p<.05) v
23 waYel R(-)9 JFL AW, ARHS
ROIT GUE AR Y3Isk SUIEE 222 §
9 AGSS AR
P
ol SAAE okl chat
A AH|REo] AAR of
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<Table 3> Results of regression analyses
};Zizzr(fr}: Regression path B t Adj R F

l-a Product involvement — Hesitation 0.11 235"

1-b Need someone else’s advice or consent — Hesitation 0.04 0.73

1-c Need further information on alternatives — Hesitation 0.20 3.99™

1-d Product knowledge 0.10 1.03

1-e Considerable portion of price off of my income — Hesitation 0.20 3.98"

1-f Unpleasant past experiences — Hesitation 0.05 1.03

1-g Uncertain need — Hesitation 0.21 3.87"

2-a | Autonomy — Hesitation 0.20 0.42 0.47 | 3450

2-b Perceived competence — Hesitation -0.11 -225"

2-c Relatedness — Hesitation -0.12 -2.54"

3-a Practical value seeking — Hesitation 0.03 0.53

3-b Price seeking — Hesitation 0.21 456"

3-c Brand seeking — Hesitation -0.03 -0.54

3-d Trend seeking — Hesitation -0.03 -0.58

3-¢ Expert advice seeking — Hesitation 0.16 335"

4 Hesitation — Post-purchase satisfaction 0.12 2.05" 0.01 420"
p<.05, “p<.01, “p<.001

F S4E oz X84 54, 284Y vefeol
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3. Effects of consumer hesitation on post-purchase
satisfaction

ATFEA| 4= LA i AA TEYY Arrt +
o & gEE o) A= IS dotE 1A} skt 9
AFE7 IOl A Ftu Aol disiA Aol vl
She sk AR, o) A, o) 7], dwlat 7
o F7] 24 5] G508 ool S= 9k 344
T, 2 AT PAQ olF TR ool Al
T o)A AA ot WadQe] At T uk=
To] mAL Fge LoluiA GRS A
AISFSAH. (Table 3)0fl4] A|A|E HES}F Zo] SAEA 2
T}, 3]HAL 89519 o H(R*=01, Adj R*=01, F=4.20,
pe09, o 4Y BANN PEYS ot A
2 FoF BEES} olAlE AL FAALHD-09,
=12, 1=2.05, p<.05).

V. Conclusion and Discussion
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