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Abstract

As fashion and distribution companies have increasingly turned to implementing
marketing activities that use omni-channel strategies, it is imperative to explore
consumer-oriented evaluations of omni-channel shopping for fashion products. Through
contributing to the growing research flow of consumer behavior within omni-channel
contexts, the current study explores consumer motivations for omni-channel fashion
shopping and their impacts on the decision-making stages of fashion products. The
authors first performed in-depth interviews with six Korean consumers and confirmed
the four types of consumer motivation for omni-channel shopping, and how deci-
sion-making processes react to fashion companies’ omni- channel marketing stra-
tegies. These findings were used to set survey items for the main study. Based on
the results and findings of previous literature, an online survey was conducted with
300 participants who had actual experience with omni-channel shopping for fashion
products. The statistic results from the survey revealed the following: First, the
in-depth interviews allowed the authors to confirm four factors of omni-channel
shopping motivation (ubiquity, efficiency, convenience, and impulsiveness). Second,
the survey showed the authors that among the four factors of omni-channel shopping
orientation, impulsiveness had the greatest effect on consumer behaviors at the pre-
and on-purchase stages, while the ubiquity factor had the greatest effect at the
post-purchase stage. As such, the study empirically tested the omni-channel-specific
factors of shopping orientation and motivation. In addition, it showed the effect of
omni-channel marketing on various stages of the decision- making process and the
study’s limitations and implications were discussed.
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I. Introduction

21T} @ mEele] FAZE FUA AL SdEHA
At o, =ekdd, JIEYl 5 7479 e AEol
71405 oot A5 A&st= FEY YA
(omni-channel)°] #& % ™(Choi, 2017), 7| FE°lA
A7101AF 713817F H= M2 vHAY &4e Alsst
A=A UG 2om el f-E51Y i
A Ao, A FAGE 7149 vWiE 4
TE F4TE It AL Ao th(Kim, 2015; Kim
& Kim, 2017; Kim & Lee, 2017). 24Ad 432
WE A WE WA 58 Eot YRA 8
(omni)’?F 5B EZE Kt ‘A 'd(channel)’o] A
A Axol7, 7|&0] He g AL thFst FE 9
2o xRl MiAES A SAARA BHA 7714
o7 Zdt nAY 9 75 AAE gttt (Digital
Retail Consulting Group, 2015). =449 Hdz}
ofo|tol= 2000t 221 43 Al HiF3te o]
o] T mHlY &7 ojEY Al &St ¥ F
Ao AJAsHATHChoi, 2017). FHoAE 3],
AAIA, Ak, olntE 5 HE F5719E0] &
yAd dzks A% E=ASHAIL(Chung, 2015), o]F
224 SPA B et s RS 7IdE: #d
AMHIAE EQJshH A=20g FUAd niAE 9
2F2 AJFstal ATH(Choi, 2017). YA E
718 82 2ol AdEte] 4 =

H 71 9 {544, bgT mHAE A=Y F
of27kA7} Qledl, o] BE A9 dAS FolE

= BE AdSolA aAso

7e £33 TS T3 AUAIRE Al7]= 2ol #HA

= wUAE &3S Fste il &

HIZE9] Fofgs 9 Aol thgh 454 A7t I

Zo|th(Yu, 2017; Yurova, Rippé, Weisfeld-Spolter,
Sussan, & Arndt, 2017).

A 2| 5 AAY] B vEgst, &
dof I3t A F7I5ke FAloIth 237 &
gdofl otk A9 2 A HQl A2 F
Aoy A2 Ado] digt 7|& A9 IS
ojo] FuA 9 HIFAHA THAAY YA
/A8/0] 5 AFFAHKim, Park, Gu, & Kim,
2016; Yi & Jeong, 2017). Bt} HZ E0o] AH|RY

ue o

bl

i
O

O v rlo
o | el ot R

p

AA £ A Pl SUAIAL] Wolek
Qlalo] SHAbelw, Auld BHAY SURY %
o gt A7k ZeY=7] AJ2FobH (Kushwaha & Shan-
ker, 2013), 27] GAOIA SYAE £P&go] it
AH|RFY] QIAE ool H] f-83F A& FIL Q)
o SHAIYE S UAE A A9] Q1) ARgo] X[&2]
o7 SET = ARolM U g 3 &
HZke] APt S mhefstal, o]t WeE
of ofgA sUAE vHAR /=] it 4Bk
59 424 agAY JdFE vA=Ttol diet 4
27 ¢ opz HEslth(Back, 2016; Joo & Lee,
2016; Kim et al., 2016; Kim & Lee, 2017; Payne,
Peltier, & Barger, 2017; Yu, 2017).

23] QUYL o8 §5 AkolA 7|¢o] &
2 % Qs g 2 A3 s, Avik el
279 TRt gAY 7|E Ao Rs BV
nHAY FHS =93 s Al AES vpA" A
22 AHAA AlFshs AolthKim et al., 2016;
Payne et al., 2017). SPA|Rt o] FUAEE o]&
4 542 GAs] Y8 Andom g 242
AL EiAelsor stel, 2 Ade] ebarae] oA
d AUe Fsof sheAlol] Tt JAERL u
oA o8] B4 %% B gorglon, T
F7F A= B3 AZo|th(Min, 2016; Oh & Lee,
2017; Yurova et al,, 2017). o]of] 2 1= o]g3t =
Ugdzt g 90 87 9 B AT 52 &
F¥etol, SURE &% Aol Sake Aulde] et
ofsfiofl A 7FF 71222l W&olzt & 4 U= WA
427 5719 732 Tfstal, o]zlo] AR S
AEEGAE R ojmet £33 TS vA=AE =
AT & dtE SUAE 482 27 aHAE
9] o]§ RS YohHil, FFAF W0l obd &HA:
Yo g AHE 57|19 Aol T AnR Ay
9 HEE olsfsl= L ¥ A S50 71ofst
o, JAd7dE0] &8 & U= FHAE A= 7

oL

Il. Literature Review

1. Omni-channel strategies

UMY uAESE Ak aHES] Y &
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9] 714+ A sk "hAlo|tk(Yurova et al., 2017). 24
g o] /igo] =YH7] oo 2t 2 4| F<t,
Azl Ad FHAL 29l 9 2kl Ad
o] wrdo] o &, HElE, A=AMd 59
theFet ] =l ot A} HIE AAS
THKim et al., 2016; Kushwaha & Shanker, 2013; Yi
& Jeong, 2017). WA T 9757 2F((single-cha-
nnel distrivution strategies)< QI =}l wjxly} 22}
I = 7k shte] Adwt 2FEE FEHE, AF
Auze Fo7Ae] BE 2ol shkel AdolAe
ojF At HE Y {5 HdZ(multi-channel distri-
bution strategies)> & 71| o]439] EE FAlO] &
Foh= Aotk 14 HA Ado] el Wi H
ol IEYl, TV, REI=E Soi=HA 7|o] thef
3t Ado] gt th-8-= flsh aQkE Aol & A
e J2¢ & 0 A2 AHAE 958
UL, THFet A AT} HOE Aoz 7+
s FEg 5 QloH, AHR] ojgg WAY
QJth(Kushwaha & Shanker, 2013; Yi & Jeong, 2017).
SHANE DE AEd2 72 Adrte] 22ko] g /il
o o gt Adol EAlsks A4S 242 wElsh= A
ol Adleow, 7t Add=w JEd o 222 £
=o] ATk Ao FLT 71 HlollA AHdE=E 7
WSk AP WAstel, Lofelz} o uztel 2Ae
714 WellA B4 BAE ol FAH(Kim et al., 2016).
AZA A'd 574 2ZH(cross-channel distribution stra-
tegies)> |2 7|& HE HEY TS HeoH
ot fedge s, EeE Ad 19 £934I &
A& g shARt ARAHE FEATEE I
Sk 2R BHNA ] f5 SH7HAIE olFA £3T
(Kushwaha & Shanker, 2013; Yi & Jeong, 2017).
oles BAS HAMOR ekt thetal S5
49| fFo] FHAoItH(Kim et al., 2016). T
d, 9¥ g, 222 Fdo| wujx} F4olqlthH
UL 2R S4HY F-5AE H=folth(Rha,
2013; Yu, 2017). 2HAEL el g AL sl
o qlo] shto] Afdoe] disf HohA] Y= ATE 7
I Q= Aol otyr, AH4le] Baof ofsf oyt A
g2 A0 ol &stAY, Wi2e S HAFskL 4
o]Stt}(Ju, 2014; Rha, 2013). w2kA] o] AH|A}LQ]

12 WASHE 15 AMS ASHOR o} ¥

¢}

Aol - o] 2% 111

7] 93 At AA7F R5tHLee & Ahn, 2017).
2 gt 71o] &Yok= HE 73

FEAEE S8k Ao, 1 HH2 A
dof FotA 4= 53EH 24 FAE AlFote]
A IAZAL 3ol= Zolth(Yi & Jeong,
2017). Yi and Jung(2017)2 A522 24Ad +=
AtE|et 5 EFEE B4 3, AR ujad
o] B, MAste AuA AlF, P v EE
S AAEY SHAY EHER A
tFom, I Higdle JEBFAV|&HAl0] rtn
571952 &s] SUAd oHA

ISEAFES F4 FoIAT, obgH 1 AP

3
i
!
=
£
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A= EETHChoi, 2017). FYAE AlH|AE 20X
IS ol AFYACld H wv HdS Fotst
of IAEOA LEHIL W £ B AE
Shi= Zo] FA QY| e, @A W2 7|dES AnAt
A9 FUANE & Aol gt olsi7t B
St ol AR or 17 EVEY EHOZ o]
A 4 QoHKim et al., 2016).

FolETE 48R B A0 mie]e £BEHS
A-AAZ]7] S8 vt Ad7re] Al|A7E 879
o A FedAES AE A3t BN g
5] 1AZHS =271 Sl S =2 2H AE
Ars FIFAT, 357 549 ol A2 A&
oL} oAl wet ket Y e BaHew of
Bolt 5] AY olgaHo] g8l o &
A7t A AcH(Kushwaha & Shanker, 2013). ¥FH 24
g 24 QoAM= thdRt A Bof AanAre]
AR T o] o SAmT AA AR YA ol A
o] 7FssiAIH, 7]do] aHAA £BF7E F
g 7138 2UH g 58 4 Urh(Kang, 2014). &
5] ARAREANA 7P g Aol 7|& d Ao
& Ado] ofggd SyAde ntAB A a5 st
U 1Z9] tpofst Faj oAb A o] dAmie A4k
A" A= AlSE 4 UAthes ZoIH(Kim et al,
2016; Payne et al., 2017). 7}&] g+ 1Mo] AL 41

ZoA & A A AlFel di AAE & VI5e

[
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Hlgos B AgEC] BAHE AHe wiol Bl
4ug we W g DA AFT

1%¢)

—

> o rf o
=)

24 134 A% e AA7den §A%
At £EHUE 5 Y 149 THEIE Bt
7|2, BAe) ABPRR SES 5 9tk AFAS
olefst AAT A vAY e Tkt A
g3} AgsromA 140 TulolAR] 7} o
AERZ AHEFE BYA Ao R FE &
7K & e Aol FUAE vHA"/fs A= 7t
Z & AHolgta Ay stth(Kushwaha & Shanker,
2013; Yurova et al., 2017).

tlo rlo

2. Decision-making process

A, Auga, debgzt, 7o, P75 % oAl
A2 A= chEngel, Kollat, & Blackwell, 1968;
Huh, 2008). ¥3t wojtjo] e 59 SHo=, 4
HZRS2 QAR TG oNA = 7HA] o] e A
g5 ARgshe Zlo] drRbAo] Holt. 7hg aF
=2 ARG HbgrE 2zl vl st
AL, AA s Eepdoly 22Rle Fs) Shal, HE
= gLEFUH2 2oy HHtdS F5 FE
£ A1, AR FuiE ezl wiFS S it
(Kim & Song, 2015). g¥r8 o2 7+ 7|4 9] Hufj&A
252 Aoz Fal, fqaEdo], Wik, oHlE,
Tjae 5ol ofsf T A gag e £ dAl
7= o] ATh(Sproles, 1979). 2241 B KHkd
woldo] e a3 E42 tAE 7led

glole A= 58 g3 1o BE FTAEA
(Kushwaha & Shankar, 2013). w2tA] © o]A} 7]
ol S0l &HAE, TVE Eil Qe &HAE
S 54 vHo] kEolu i e A 59 i
AER TG O] A TA A Ert ofyzt, AAZE
oz IASNA AR B GAA, IRE
S DAl s AmlRke] AHAA FHol wHE A
o JES S FulAE 249 9 Aok & ot
(Payne et al., 2017; Yurova et al., 2017).

o] 7% olEd FUAE RS 1y
Aldiz A=) Asiries 7199 AL =i &
H|Abof| oot HERt o] s} wheto] A e E ojof jitt.
olFTt FUAE Y] PRGN 2R ok W

1o ol
Mo &t Lo

©,

1A

i)
ru
2
o)
frt
N

X
pay
o)
£

m
ol
B
I
>
1o
o
:>x~1:4"

£75710] weh Polel AR HAER o]RolX
ol2iet A Aol RAT S AT, 127 B
4= Qlth(Kushwaha & Shanker, 2013; Min, 2016;
Payne et al., 2017). APAFo)A AB]RFe] SFUAE
Y8 At SUA g aulRkel wS(Back,
2016; Joo & Lee, 2016; Kim et al., 2016; Yi &
Jeong, 2017; Yu, 2017)°]] i3t AF4 A= AU
L, obA7HA] AH|AY] ZUAd 439 F7]9F T
OAAA ] A= FFol det A5F A+ |l
o} AEAY] SYAY 49 A Bt olsiE =ol
7] AeiAE SUAE £B571E5 wetstaL, ofgt
£35717F 28149 FUA LB vAl= 9FE

ol#fafof g,

3. Omni-channel shopping motivations
£3057](shopping motivations)s+ A A&
et £718 ohe}, 19} Belo] G WS}
A Zgsh= Mo, 49 P52 A ot &
o] Q= KT TR TRt Aleld a7 o

W
ik
ot
o
T
oy M
3
)

N
J
fllo
N
N
N
mie]
ok
pack
o,
S
>
ot

2]
A 571 A9 49E 79, 7HEEA0IY 5
S| figkE &7171 A% Ascl=ta At
ol9lolE £BEI|E ofe] SHAEe ) 23y o}
27 HojH3 YA, Fojekd £BEIIE L)
A o] 87 252 95 4% #Eo] ool E
= 2WA7AY, &% B89 950 Ht olg &
= Bojeln & 4 ek ZolthKim & Hwang,
2012). Dawson, Bloch, and Ridgway(1990)= &35
718 Mz AFE 24, A9t 71, 553 AE

o

AT, OE A B 5 4 89 B
FESAT, £3F719 SE] wet 294 §3L
AB&B 0] e 44, AFHBAL0] O

A 1
A9

oH Az

IR &% 2%l0] 4% 264, A9H &

5
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3 gQlo] oFst AH[ZE EFSIFT Barbin, Darden
and Griffin(1994)2 4235715 ‘984 29579}
‘e LAPYF7E FESHAT Eastlick and Lotz
(1999)= 4ol A& Fuie} 4Hgls A4 8
7M7) U S0l 4571 FAR1E B9}
ASH R ol ANSET T, oF&7A
SUAE &9 EstE 2ZH aPY57|E AT

3 AL glotk, H o] 2ol £WE/]0] Bt A7
o 2oiol 32 mid £WAHL ETHL 9O
o, et £E0), el £9E), AAH &
B, AE BHE £YE), ARE 2BF)
.

59 BAHA 23E719 MEE AAFHLee &
Lee, 2013; Oh & Lee, 2017). Lee and Lee(2013)=
NSHUFHHNL o) AvIAEe] 2okl o)A
o] 4WEIS WA, AN, WA, ‘BEA
S 4714 Q1o 7 FLES}TE Han, Song, and Lim
(2011)2 &8AM L o]-gof BHsto ‘HE@E’, k3
o, mEA, BArY A 5718dE &
oleig A7 ATt eetel 4579} )
A2 gt G, £957]9 Belo] g A2 &
qxﬂ‘é E/d] et Oh and Lee(2017)9] A-ollA=
UGS "o, A, SAHEA, T84, AR
A48 5 Agaglo] 28l w3 Ansgic
olgel etel W mutdl  iruclo] Ad 4B
oM ABAF 475 7)o Ht APATEIE B
@ 2 Adde 4957 Ad5e fAdEs 4
d
o

ﬂJ{N’
U
lo
=

—{o
1]‘,[0].
>
&

& & Ak SUAE P SAolA Sobd ﬁ%*é
o HAF AT oty

Rasith SUAY £ 87 st avjzte]
o 5= olsetal 5okl AsiAe UL
o] E4HQ £#18%719 SAtUES AAT B
7} Siek. web B AolAs 7120) 43570
T AYATES voR JUAY £9571E o
AA Hgog olssty I AFA ] o 3
3] s B4 A% AEHE I

=
[}

O}ﬂ ofl ok
N,

—

7

o 3l fo

B
re

=
= —

b gt

ot
k1

. Methods

1. Research questions
2 A7= FUAE &85 E7=

AREY &

olex 113
B WS BAST AW AT A ol 5

AAE UAY 291459 £357] 8L Heln
ek E3k SUAY 28|S0 TujolEy o
YA £35717k oA Jee At
22g 2oict. o3t AT BAL 2| 9sto]
o3 e AT BAE 4starh

ATEA 1 A ARk SURD

g Yofrrl.
ATEA 2: 2HAEY FUAE 2BA] Tl A
AR 1A 9] 7+ A9 Lo &

7] e _\1]—01—01-]:}—

233571

[e)
T

zHL‘] /\

2. Study design

1) Pre-tests: In-depth interviews

WA AEZARE A@st70] G4, YUY AH]
Ao EatE A AH|RF 4TE7]|o 8L =
Moz Belsty] al 20159 109 1~15Q0] AA
A% EHRBEE AP A B IS
EH A|¥E 7|Eoa T 3/hY7E fUAd 43
3ol A& 20~40T] & 8-S WO 3T} A
ATE Hlgoz LU IL A oUAE AW

1

4 5 ULE sk BBl AH|AR, 29l
(2HFY)S E3 AlZuwe folsle o xaloloA &
LA, W R QmeleloA ojd Wao] o) &
2RRI(EHErD)o] H&EsHH 22 Z(on/of)E HUF':

= 2HFFe R AYF QAEFS WE2 IA

 sgoz Td Wit $4 gUAY 44 7
£ qﬁ A AulAS Je AEHA B A,
A&HOR ol§3H] H olf, oF B A @

wE %ﬂr e 9Ee B2 $9AEY YA
475718 WSlel A olol FUAUL I8 &
A9 £ FY AT AAELS AT AR

sto] m|xpe] AAE FuIAA @A 2R &
UAdel ojust AekSo] G HEAE HAR
o olg9] QB &AL AT RHZAE B Tl
d AYATES] Qubd £BAF W 297 AR
S} 4 24so] B 4EA 29 740 4859
ok WA Q1F B4 (Table 1)3} 2tk

2) Main study: Survey
oleig HEUALRE viFoE BaHoR Selg
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<Table 1> Interviewee profile

WA SURE A 270 mXE 9 BRsAT

Age Married Occupation Frequently used omni-channel apps
A 35 Y Office work Starbucks Siren, CJ One card app
B 39 N Freelancer Syrup, E-mart app
C 34 Y Office work Lotte Department Store app, Syrup
D 29 N Graduate Kakao talk, Lotte Department Store app
E 29 N Office work Starbucks Siren, OK cashback, Happy point
F 22 N Undergraduate Happy point, UNIQLO app
G 27 N lustrator Kyobo Books app
H 43 Y Freelancer Shinsegae Department Store app, Smart Wallet, lkea app
UAE A £357 F8S HRCE AEedS Ho=g &golA He F8% o]laE FHUE SUA
44, HEZAES APRE. A7 BHL U QA A9 AF Aeg. HEVAVTE AR
AWE7E 2AS] TuloEY HHo] 2 A Qe A o 5)9] Age aux BHolA A4,
of vAEs IdFE A5k fFelith T A-5-F0 Al HAEE 4 53 F 15EdS
AASHLL, 2+ 3ol dvpvt F2st=Aol dis) 54
(1) Measures Likert AL (1= 1¥XA] YLt}; 5=ujL I1ZhH=
ARAE §UAY £ ¢ Yolat G2 & ST Table 4). VYO Fukte A,
UAY 495700 B8 98, oA wgel 4, 2T ol ok, Y u /1o Y 3 F45
o £7E] AR G2 57 BE PE 22T A7 5o APEATDA 540l BE 699E WEAE
EASt B4 Bt Eow FAS gUA Pttt

$1 52 31 38, Biof 2 T 0
2]A o] A (application)2] &} M5, AT =
=R LI E

ot = 635

ﬁﬁé%ﬂb A%

L

__[L

A

g olg WFe I A7E Fxoto] SUNEL T
k1 =

REAR T =

U

5 54 ol wxﬂﬂ ol WIS
S HEHEe 24590 SUAY
ATLE(e.g., Ju, 2014; Lee & Lee,

169 BYES TEU & 27 43

0151-,‘5}- Z:.iﬂ»— vigo 2 & 12%E-8 53 Likert &=

14 }u} o9 ThE SHa

20, ARAE FAUATS 7 ¢ B S

_>i
_&
Olﬂi

92 ol8e uhAY Wkl Qe RG] 91T 4
TEYES 7129 ARG A o] gt AP A
T(Engel et al., 1968; Kim, 2012) ¥ A= Qg HE
$9) gl 401450 SUAY 0% AL E
o] AA SUAd &3 A AT 4= = £

W52 Akl est ste] TAsHEL 5, 71 oY
AagTel Bt 7 Ed BRES v, 45
B RSl SUAES AR ol A

(2) Data collection and analysis

SUAY £ FAL o8 HAAES Fois)
2 A4go] i 200507 HiE oz, F el
AL £ ZAE AU, & A A3
Pl FHH HYATE vioz FHE WhEo
Spetol 4B 2450 Aol AR B
go17] ok LA 43 A& o189 & FYel
Q= thshAy, diekdAy, FARI & 50 tjate g
HEAS % 2 B5eh PO ouzAE 4
A E

Astech. BA 8% B Agst,
52 Ao BY 52 A4 U Bet 7 53

stect. olF 17 duxALe] it
uhgoR 158o] ek 9 ARSI 27 ofu|%
AE AN AT}, BE BEo] that ojsEo] £
2 e olg B 2] 28U
2 el

= € SHAES S HAAE
o] Ado] AR = AREE A5 mEel,
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of A= Qlch o] 1A ot A=
UEF Sh= PG olu AR|AE
A(EHY)S Bof AT FAVE
FgalA, Wz exakelold ojw Bao] o
SEHl(REr)el HEotH 22X (on/of)E HHE
= BE PE 420 YA L350l o]
SistAE Hyth & AR RARE 20159 1€Y1
A~12¢ 19 Ato], w9 HE4 2 A=HS SE
sk7] 918 A AEAAQL Bt ES] sidE of
dog AAH. 1 A, F 1,840719] Hdo] T
wof TEiH] 32.61%00 3Pt 600719 H o]
QEFoH, 2 EiH] 79.17%0l Pt 4757 0]
AE Y IS BRI, AFA tiH] 65.69%01 3f
Foh= 312780 A SES E=ESIH. °o] F 697
oR%, 2719 HEORE, 26719 FE27] 5
, A5 e 7 g9R7HA] BE A 2Rt F
& 30075 HF 24 ARE ARSI
HAEZAE SlA A% =52 SPSS 22.0 B4
L2 olgsto] vt 22 SAA IR A
AlZt 4 4719] £3857] sk91a%l, 4719 434
% she18gl, 3719 £ FE staclol gt A==
AAL & gGtsto] WS S o] F AREA
Ao MYE= £Bs7l0] e &£ P59 B
A Q Q1B X (exploratory factor analysis)S AAIH
Th(Ju, 2014). T3 ARHY B3} 41 B HEFP &
o HIRA, A M9 V& AT AlA 9 B+t
4 AE, £357] 7 HZE 93 vHESA BAREA
] 1]

>
1=
k)
)
>
>

IV. Results

1. Pre-tests: In-depth interviews
A&t Hiep o] HSAEF= HERA] oA
AFEA 12 s AR, HSAEF A=

o 29t

1) Types of omni-channel shopping motivations
SUAY 235715 Lotur] s, HPLTEo]

- o]&x 115

A Vg QurEoR BREd ot 4357 3
WA, R, AR BB ES e
AN e BAsieich 1 A%, BE W

Kgolgiet. EF Wl I HAY T F71S ol
Lt R0lo8 AR AT WA L FEA
o $71 SUARAHIA AAEE Zol7t UL
o, SUAE £ B olsh=rt A1 A}
248 354 0] 7o SUAE 299 200
U452 FEA A 2% AVE AL o 2HY
TH(Table 2). FF5HA SUAEo] Sotd 23AHel
B A% AHE A, AYATSo] ARkt ] 744

$77h BF =9 Folt glort, §UAY &
AOAE B E S5 2757
o} ol vigoR HYATE Fxdtel B

A
=
2 A% SUAY 695719 RIS 4o

=

3Slo

|
39 o of
©
o
o

2. Main study: Survey

1) Respondents’ demographics

2 AEZRAE Yol EA4E 30089 A+EASH
542 2% 2ok F 30089 3BA 5 HA
122%5(40.7%), AL 178%(59.3%)°] a1, A=
30t 10178(33.7%), 40T 84™8(28.0%), 20t 6578
(21.7%), 500l 5078(16.7%) <O 2 Wttt ZE {4
L 71Z 18175(60.3%), B]= 114™5(38.0%), 7|E} 5%
1.7%) o2 gty =2 dgky &4 1999
(66.3%), = 0|5} 42H(14.0%), etw A+ 33
(11.0%), kY A3t o)A} 269H(8.7%) &0 2 wor
ot A g9 A= FARI 171%(57.0%), ALFF 39
H(13.0%), SHY 307(10.0%), AEZ] 279(9.0%), &}
T 247(8.0%), 71EF 98 (3.0%) =22 ottt 4
Pt FA5Y A= 5008 ol 719H(23.7%),
4005+~5009H |]gF 67%(22.3%), 3005+~4005F
2 Tt 587(19.3%), 2009F~3009HY 537(17.7%),
1009-L4~2009H vk 3775(12.3%), 1009+ o]t
1478(4.7%) €28 et
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<Table 2> Types of omni-channel shopping motivations (in-depth interviews)

Type Sample quotes
“Wherever and wherever I go I can search for products and visit nearby stores thru this app.” (G)
Ubiquity “I open the app whenever I go to Shinsegae department stores. At first I did for coupons, then
motivations I found mobile receipts and parking coupons are also good. I don’t have to cut and bring partking

coupons from DMs.. all 1 have to do is to open the app on my cell phone and show it.” (H)

experiencing the benefit” (A)

“At first, I downloaded the app to use points as cash. I have continued using the app after

“I often visit Lotte department store. Whenver I visit Lotte department stores, the app automatically

Cost effectiveness| gets activated and provides coupon services. That’s the reason I get used to the app.” (C)

motivations

as one puls one promotions.” (H)

“When I use app, I get additional price discounts compared to offline or website purchasing, and
that’s why I want to use the app. It is very useful.” (E)
“My wife often use homeshopping apps because it provides users with huge sales options such

Convenience

motivations .
convenient.” (F)

“In offline stores I often feel uncomfortable with salespeople. I also do not enjoy heavy packages
to bring home. Using apps makes me feel comfortable” (B)

“When buying birthday gifts for friends, it is not easy to go out and choose presents. Instead using
Kakao Talk apps or Naver bands makes it very simple. I can pay by mobile phones so it is very

“I first browse new products through apps and then make shopping lists. Next I visit offline stores
to buy those items on the list. It’time saving.” (H)

Impulse
motivations

“I often buy unplanned items to use instant sales coupons from the Uniqlo app.” (A)

“I always check sales category on the web and sometimes find things 1 would like to buy.” (A)
“I once had won a free gift from a shoes store and visited the store. I asked my aunt to go with
me. My aunt hadn’t have plans to buy shoes, but once visit the store was providing 20%
discounts for visitors who participated in their on-site events. My aunt participated in their SNS
hash tag events and finally bought her shoes with the on-site 20% discount coupon.” (F)

e e AYstAnty ek
o]0} 20.7%0] ST 6298 H|Qlo] A= 7]
mEEolL} oMl FEOE WL TE S0 4
ool A AL8E Aol &U £We AR A7
gt} 512 olo] BuE Hu@0,
< &8 AHE H1(G1Y, 10.3%), A2E 54 59
s Qhy7h ol 26, 8.7%) SUaW LS X
& o] 8817 Stk Hlo] ot e Ml Aula

o
L
S
1
P

U AE ST 22 el migolA Algshs 6l
22 QiEobA (267, 8.7%), AA Bl of|oF, AT,
29 59 otz Y theEEEAY T BdHE
o] Zujo]x]o] Yo g ZHIsHAA (17, 5.7%), 4l
0S5 - A TY AEVIAE HA(107, 3.3%)
FHAE £3S AR FAAGE SHE AN
o SUAd S 23 E8sk= =& Tofs] A
8

;lg u
N

i

19 m[o
[>

nlEZ] A4E SUAY £% @

d Q9] S B9tk O A, It 9 89
2H(57.0%)21 1719g0] 1~27]S Aejggon], ojo] 3~5
7} 109 (36.3%), 6~971 17%8(5.7%), 107} ©]A} 3%
(1.0%) =02 Wokt}. g, A 2+ & 52t dollA
Aeg 939 AL AAE Fg3 A A= &3 7}
o =8 T2 35k 1-23]7F 165H(55.0%), 3~5
3|7} 759 (25.0%), 6~93]7F 7%H(2.3%), 103] o]A}o]
7H(2.3%) 2.2 LIt} 15.3%°] fgot= 4659
SEAE Ad T 7 A AE 48 Y FE
g3t Ago] gtk FHICE vt WEgoz X
gk g Bot el wfRollA 2RIE Y, 714
11, ERJAFE H22E 5 &Yl =S 9] 93]
AREES A SIRE B9t 1 23 1-23] 13219
(44.0%), 3~53] 947 (31.3%), 103] o]A} 318(10.3%),
6~93] 227(7.3%), §= 219(7.0%) <=2 o] U
gk ER AG @ & B SUAYS 283 A

o
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2 1A ofolglE Fulst 140 B9 1~23] 1617
(53.7%), 3~53] 679 (22.3%), Y-S 5578(18.3%), 6~9
3] 14%(4.7%), 103] o]} 3% (1.0%) &0 Worth

2) Validity and reliability of measures

(1) Omni-channel shopping motivations

UMY auAE] 5957 2AE Yok
913l AN ol el BUH 2ARAg Al
At 4789 QRlo] A EE FAEE A (Principal
Component Analysis)& A A|5l0] H]2] 2 A (Varimax)
2 3)AsIHtF. KMO(Kaiser- Meyer-Olkin)= 7| &4]
ol 502 golA+= .8830|9l1l, Bartlett 47 A=

- o]&x 117

001 ZOIA foISHct mebd SAE AR

REs 3015‘—@1—% AAB7|o] Heet Aoz yepyt
t}. 4709 291S = EAO] 71.50%S At T, 2
Zto] Bk owgt di2 A4, AAA, B4, F

BHOR AYHORE B oA AY g
AzElgAo] = AoZ E 4 Q) AFE B
A3}, B E gEo| 60 ojAlolmg B 7+ YA dF
o] EAI7F gle AL H]ln. o] F HA4o] .80
of ZHAIL, S574d0] 80 Fol BlwA &2 AF
‘d2 UEtH(Table 3). o]A" & A7 23, 7|9
Fulgold el 235710 B3 AFET vR7HA]
Z oA 235719 ige] SRl Ath(Lee &
Lee, 2013; Oh & Lee, 2017). £3] Lee and Lee(2013)

<Table 3> Factor analysis: Omni-channel shopping motivations

Factor Items Loading |Eigen value| Cronbach’s alpha
I use omni-channel fashion shopping because I can 760
shop while moving. '
iqui I i-ch 1 fashi hoppi I
Ub?qul.ty use omni-channel fashion shopping because I can 744 5.330 704
motivation shop whenever and wherever.
I use omni-channel fashion shopping because I can 3
get services wherever I want them. ’
I use omni-channel fashion shopping because I can 276
get time-limited shopping chances with benefits. '
Im.puls.e I use omn%—qlannel fasll'uon shopping 'because I can 853 1526 82
motivation get stock-limited shopping chances with benefits.
I use omni-channel fashion shopping because 1 get 211
price discounts. '
I use omni-channel fashion shopping because I can 739
unexpectedly get chances to buy items at low prices. '
Cost
I i-ch 1 fashi hoppi I
effectivencss use omni-channel fashion shopping because I get 713 0.925 759
. points and coupons that I can use later as cash.
motivation
I use omni-channel fashion shopping because I can 538
compare prices and find a cheaper option. '
I use omni-channel fashion shopping because I can
. .804
save time and effort.
Conv.eme.:nce I use omni-channel fashion shopping because I can 750 0799 756
motivation find what I want fast and easy.
I use omni-channel fashion shopping because the 570
order and payment processes are convenient. '

Total accumulated factor loadings=71.50%; KMO=.883; Bartlett x>=1,550.083(p<.001)
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e
-+

7t AASHEHEE B8 et 2okl Ao Y f9lo] =&H oY, & 24t 47.87%7F AP
7HA £ E718G0NAM e B SRIE A ChH(Table 4). 24 A3, 7o A P& 71 F P&

(2) Omni-channel shopping motivations affecting
shopping behaviors

TR AFEA] AL LU £757]
b gUAE 2SS &% PE] NAE JFLS
orobiy] glof 168GL o] §3h 2% £ W5
e S QIR AE ANSITHTable 4). FHE

£ (Principal Component Analysis)3'Ha} 2|9 A

o] S Hd2 A=z ¥ Ao|E HolA gk, shy

o golow molow, P ¥
ojv]z 7}=lo] aelo] Hajso]
AARATHAF, FHFEe] Fsol, 7|E &
ulzte] ThAL WA oo @AY olE(ee.
Engel et al, 1968)0] v]s] Ae=<l 2Ankg A,

(Varimax) 3]A®%}4]-& o]-85}0] 11-3-X|(eigenvalue)”} on shopping behaviors

1 o]Ael 89log TASIEE s19a, I A} 2749

<Table 4> Factor analysis: Omni-channel shopping motivations affecting shopping behaviors

=
[¢)

FUEELEN

Yeu A4 o2

3) Effects of omni-channel shopping motivations

SUAE £38717F AB|AH AR o] w]A]

Factor

Items

Loading

Eigen value

Cronbach’s alpha

I will choose brand A over brand B if I have a
discount coupon for the brand A from its mobile
applications.

736

If I receive promotional messages about ‘new season
arrivals’ for OO brand on my way home from work,
I will visit the brand store.

674

I will consider for additional purchases at a fashion
brand store if I receive discount coupons from the
brand’s mobile applications while processing payment
and saving purchase points.

.643

I will buy at a fashion brand’s offline store if I receive
offline-store-only coupons for the brand while browsing
at its online store.

.641

Pre/On-purchase
omni-channel
shopping

If I find unexpected mobile coupons of my preferred
fashion items, I will download them and consider
purchasing the items.

.624

behaviors

If I receive promotional messages about ‘big discount
fashion event’ from smartphone shopping application
while paying for lunch, I will visit the event.

.600

If I receive a discount coupon while shopping online
for fashion items, I will save the coupon and buy for
more items.

562

If I receive unexpected mobile coupons of my preferred
fashion items, I will consider an unplanned purchase.

.545

If I receive promotional messages such as “cash event
for OO brand” from mobile shopping alarms, I will
consider purchasing the brand’s items.

529

I will buy unplanned fashion items when I
unexpectedly find a big promotional event coupon for
the items while using a gift store of Kakao Talk.

498

6.284

.862
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<Table 4> Continued

. oley 119

Factor Items

Loading |Eigen value| Cronbach’s alpha

I will participate in a fashion brand’s post-purchase
promotion such as one that doubles my cash-like points 741
once I upload my photos wearing purchased items.

I will participate in a fashion brand’s post-purchase
promotion such as one that sends me a discount coupon .706
once I upload my photos wearing purchased items.

Post-purchase

omni-channel | recommend the brand to my friends.

I will participate in a fashion brand’s post-purchase
promotion such as one that sends me a gift once I .660

shopping
behaviors

smartphone alarms after purchasing.

1 will exchange not refund unsatisfactory items, if [
receive reward promotion messages for the items from .651

1.376 .800

I write reviews of purchased items.

1 will participate in a fashion brand’s post-purchase
promotion such as one that refunds some money once .604

purchasing.

I will feel better if I receive a mobile coupon with an
apology for unsatisfactory fashion items after .599

Total accumulated factor loadings=47.87%; KMO=.902; Bartlett x*>=1,730.811(p<.001)

= 9% B7] A9 SEHSE A A E
o] AR dlo] T3] HEA] (multiple regression
analysis)= ZHZF AAJSHGITE 240 ohA SHHSE
Atolof] EAjst= ATIA L] A=E LotEr] fsi
S3AdS AES 23, "R EAHAASTL
1.926, BAGY] A A 7 1.918, HAAJ9 &
AFRAETY 1.897, 59 A ASTE 1.330
OoF BE 10 vRte R 5348 EA= sl A
o7 HQkth

A o) A/ DA tigt SUAE P57
FF= Ascll AT AARFY A" HdEY
(Adj. RHL 49.6%A 2™ {95t AthF=74.461, p<
.001). T3S} Durbin-Watson 5|7} 20} £3}o] 2}
o] £g/o] gid Aow HYty v A/F BF
o nAl= 4P 579 JFS AHE A1}, HIZES
A 215t WA (B=331, =5.806), AA(B=.158, =
2.779), 254(8=359, =7.586)2 L= (01Z:320]A]
895 A2 YEYTHR=.709, R*=.502, Adj. R*=
1496, Durbin-Watson=2.214, F=74.461, p<.001)
(Table 5). Bt Hold2 o] TA A gt F3F
o] ZRI=EA] ottt ol= 7|& YA do] g A

% 19

ATEolA A9 BF HOHS 48R JAEA T
SYAE] gt ol 83 FFE vHTL
d W& Aol7t U= AHiche.g, Han et al,
2011; Oh & Lee, 2017).

ESF v = A0 e 2UAd 485719 3
F= A7) s Br o 3 AHEAZ SFQItH(Table
6). AARF +4° AFH(Adj. R 25.1%HL.
o A F5FATHp<.001). £33 P 13 L]
Durbin-Watson 5|7} 20] Fsko] zkxke] =74
o] R g Zo& HITKTable 6). 11 & o] &
ottt TS A= A&PF7E HAZ (=280, =
4.029), WOl (f=211, +=3.066), Z=5A(B=.188, r=
3254)%1 A0 UEHDL, BF Fo] JFHAE K
olZ 1 QIThR=511, R*=261, Adj. R>=.251, Durbin-
Watson=1.940, F=26.112, p<.001).

V. Conclusion

1. Summary
HAZIAEY YUY mHAD/AE Aol gt
T #go| Lhdo] ZatEl Aol A An|zpr
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<Table 5> Effects of omni-channel shopping motivations on pre- and on-purchase processes

Dependent variables B SE B t p
Ubiquity 297 051 331 5.806™" .000
Cost effectiveness 135 .048 158 2.779™ .006
Convenience .029 .047 .034 .602 547
Impulse 260 034 359 7.586""" .000

e

p<01, ™ p<.001

<Table 6> Effects of omni-channel shopping motivations on post-purchase behavior processes

Dependent variables B SE B t p
Ubiquity 290 072 280 4,029 .000
Cost effectiveness -.068 .068 -.069 -.997 320
Convenience 205 .067 211 3.066™ .002
Impulse 157 048 188 3.254™ .001

ok

p<01, ™ p<.001

APk U] AaS Felohs e F
a5ttt & At 22 S76AL e AEAF B9
SUAE £ digt A7 S50 HE0, &A=
o] EYAd AFY=7|E FQlsty, o]|Est &P E7]|
b SUALES o8 auATul AR IOl A
oWt YL T EAS

QIEIRS URRALES FPH}. ASALHolAE
A 45710 RS S SRIse AR

£ BAAYATET ASARH daks vigow 7
A AFE Y32 3 AH|R} Fuj A AT AF
S AIAISHL, ofo] Hiet SEAY] o5 AW
2, 0|24 A7 R AEAER A7 vgor 3
W A-3-F 5 5 Al 2AY FAE Il o
T 4Ee AYPPout, 447 i) A 2 ) &
A7 skt 8]le %04 7%1114 oz —TLUH Az

2423 24, SUA 29571 944, 34
4, Mo, 549 H 29108 IAEY) B
A SUAY £BF/17H SUAES o] 8% Avlx
FHANAFAER 0] JFS B3] A5
NEIE R AnA B8 71 HHAel gUAY

IR er FEAT 59 BA
A latd g e AL, AERAFET A
AE 3 FHE 5 F AR B JAREGEATE
A=A A, o2t FujfArag el = SAE
2 YA 2357 Hl 7] 8119 93 24T
23, il J/F dACINE A, A, 3574
o] F717F 7ol &<l wWAd, "o, S5 571
7b &BROA TRt A ¥ vAE AL &
AT = AT T FolAE ] At o) S S
44 B719 IFEol 7P 23, 7o 4 w44
5719 FEel M A Wz i A/ A
oA "] S717h il & ARl = A
o 717t 7P A2 9T de AoE UEEh
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2. Implications

£ ATE 2UAd AuEe E43 &9 9F
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o A, ) A-59] A2 Aolgle] & a]le
T HRon, olet dWiile | & e kg
AE|9ltt. nHAEH oz 8448 27 93
FAFEoM e FuidrAEA e TAEAE ol
AT, £ AFolAE & F Aol ERlE o] 7|E
Tl A g iy o] vls) T<edtE AiE A
TH(Engel et al., 1968; Huh, 2008; Sproles, 1979).
A, B ATl s SUALS o 8% 4% A%
oA FlREAE gUALY 2957159 3T 2
Ay @7 Av 299 7 @A 2elgolA
FFL 1AL 71k 2] Dk AR, 485719
W 14 elSe] Avjats) ol W 9 7o) % 2
4 WA mRE G et HARA A, e
A 7H) LAS@AN, AN, e BE F o
AolA folet 44 AR 12l Aoz FeHgo
U, Woe] Ggelo] ol WE AN BAHC
2 SIuA otk ol ¥ AT T HE 74
o9l EAol 71%1gt o B S Stk &, £ A
TFollMe FaiJAEg e Z
o]_Q_o]— D]—;’ﬂFA 1%3_4 036(}:_%
olT BHT A AWE T A AERA A T
ouisid 4= gloma AFIEHRFoIA FRldE HA|
aB[AE0] 7 Bol Fshks AAE 49 4%
< AAsto], A A dAv SUA S
& o]FofA = TFRt THALRVAE AF/EJE
AY 5 A0 284S w5t et & A+
9] A= YA U}i’ﬂE‘/ A BE A
ZHSHA Rgttte AT Q) U% ojZlo] AF+AT
o= T2 vHE & Aok 7MY & AFolA=
o) A/F DACNA "o FFEol FsHA A
Uetg=dl, "ogolete £35 7= 2311, 2Ht
¥ 5 wHHAAE S AMSshe AHAECNA 7
A3, iAo s Yt o= 4l g9lott
(e.g., Han et al, 2011; Oh & Lee, 2017). ¥ Ao A
3 AAH 959 £UARANA £5 B 5
719 3FHS FHL 5 YODE ol A7 AH
£ B a7 A T4 4% U A G5
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® 7 AAE URHOR AR, 27} el
AHZE B0 S n2u A
oY oMES AT Acks HelgHE 3540
5700 24€ Wit wo| wHAY Aolth. BT 7
3 BEole AR 577 2 G nlXA &
Lo A3 BAY, B, 354 FlAE B
o §717} b ke A2 FAT 5 Yk ol
3t A3t AR Hhs, SUAY AnlRi el
Aad 7 aAEE 2] Be 299 B0 west
e £ Ao AR goR 2HAE
fEoke A H8X Tk Zolth. ol gy &
3 SUAEE B B0 Y 2 9ue Le
14 o] Auel AFH A7E 5o %
A BUERE AR AT, ATk Al
90 g 2 o] AR IR el Wk
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3. Limitations and future work

2 A7 A™E LPste] &% AFE A3t
W oha 2ok AA, 2 A 20150 A o]
FAlol= FUAE £3g0] e 24719l s, sig
AH| 20 S olsfistal sjAste FE ol
SHAER A7 e, sig AE|Lof it
ojafo] = ERT FUSHA . webA T &
FEI7F Bt @45t e AES 7IdeR
A @, 635710 2B mestl SUH
g 2uAE FEete 8UES PNl ATE B
3 A} Eo] WRsteh B3k ZAK o] /b Lut
Holde AR g S49 LU opAY AP
cloie] GAT FHAY Here] YASE T
2AE AP He) guigls ATETE AL
o]tk

=4, SUAE 28R 43 PS5 HAuET] 9
S AR GA S &2 7HARAL, ASHY 2 AR
ZARAT, £ AR FoFs| AHSTth(Kim & Choi,
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2015; Park, 2016; Yoon & Kim, 2014). <& A+
=g ®Hr} thoFst 2UAd 43 Alsto] B3t ohAl

A B5el 63 WSS AMudd E o Aus
anlR e A P2 4 Y Aoz JlHrk
spAEto 2 AT gUAd
2 7ol Hgol Y AvATE thgo st
T AN E SUAES AMSSHA &2 AlEES
ez FUAES E8HA e oot uheF o
o8 214? g ﬁf’ég SHA %E}tﬂ 01 oA A]

L R 1

Aol 49 W5 2] oA BEAS el A=
-8 A4=7t 9 Aol
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