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Abstract

Purpose - Consumer behaviors or decision-making process has been changing recently as the consumer environment,
including mobile everyday life, has changed. In view of this changing consumer smart environment, this study aims to
investigate structural relation about the influence omni-channel propensity and regulatory focus on consideration set
formation.

Research design, data, and methodology - In order to proceed with this study, we review previous studies and setting
hypotheses. The hypothesis was verified through a survey that was conducted for university students with experience in
purchasing in less than three months. With reference to previous studies, operational definiton was made for the
questionnaire design. From 2018 Nov. to 2019 Feb. Survey was conducted on the panel consumers who purchase item
within that period. 315 collected survey data were used to verify hypotheses except the data that had incorrect values. This
data were used for SPSS/AMOS for confirm hypothesis which developed by researcher.

Results - The results of this study are as follows. First, Consumers were considering a more heterogeneous alternatives if
they were more omni-channel propensity in the process of forming consideration set. Second, Consumers were more
conscious of the price if they were more omni-channel propensity Third, Consumers were considering a more newness
alternatives if they were more omni-channel propensity in the process of forming consideration set. Meanwhile, The results
of the study on regulatory focus and consideration set relationships are as follows. Consumers were considering a more
heterogeneous alternatives if they were more promotion focus tendency in the process of forming consideration set. Second,
Prevention focus tendency were more conscious of the price in the process of considering alternatives. Third, Consumers
were considering a more newness alternatives if they were more promotion focus tendency.

Conclusions - Depending on the changing consumer environment, the omni-channel propensity was shown to influence the
formation of the consideration set. Also, Regulatory focus of consumers significantly influence to formation of consideration
set. this study also contributes to the development of the theory as well as the practical approach with understanding
consumer decision process on smart(mobile) environment.
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XEXo=z BlLto| CiotS MEHSEA =ICHShocker. et al., 1991).

S0l H AR PAE0] AEX0f CHeiA = SAtot
Ct 0]740] QX|2t, E{AME(consideration set)ES HMSI=
EO| ATt AME2 Ao HotE0X|1L ULt of2fet THAA
MEiZHE 7|9 O E Moz E23% AMEE M35t
QIC}t. 12{AHE F(consideration set) 7' 20| HMA|=l O|= C}
ZHOM B2 A7t O|FO{N gt F AH|Xp= 04

| AOIM OfBEHQl A== CHRteZ PHE nHMELS
52 SHCHSheker & Nedungadi, 1991).

SHH, UAHEIO|N ADIERE 2o 2 AH|XHE0| A, Of
CIALE HEE EHMst JtAH|met EFRIQ| 2|7 S8 HOotE
=0 EO0IsHRMCE TFofabEe| stde| Hatz Qlstel FOiEE
FSAHE0] st 2EO0| oA XK E(single channel), S5
i 2(multi channel)oflA LIEILEX| S 2H&0| ojLtn RUCH
Z ZL|Xf<(omni channel) =tZA0| CHEE|D QUCE S

42 ool OfE & AHE#Eet otL|2t PC, ZHY & 7|
0|83t0] Q1N O{CIAML} Of2f xH'EdS ELISOI7HA &

R
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= HEHE TOCh ot CIX|E &8 Helz QIsty &
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rot

o CHOHE H|W "IIStH= 0| 7hssiRCEH

SLHE =dEHsl= 7|¥S0| AHXP7E 2-2m2el 12
AOIEE S CIHO|AE 0|85l0] HETH Sl 4E=2 4
IStA Foie = UAEE St= FE Mol E42
Aeoto] AH[XE7E o XES O|8StHEt: HE[S 28X
ol 44 stAo=Z CHNSIL QUCHPiotrowicz & Cuthbertson,

T

dLE= SUHE 4T M2 2HY ICTIH &

Hgtof w2t S45HA4 F718 EoFn ULk OlXle =T
L2 71gel oA 2E0IM SLAE 2ot giftes
2odg O =71 ot

2 g7e ol2fst Ao 89| YstoR AH|Xte| ZL(XY
H ATMSH0| 17 AHE (consideration set) & Md(formulation)
O ofH PakZ O|X|=X| D&SIOR} ok AH|XZL AH|IEH
o Mgt CHRHS S Eotst= 1PEO0IA CHetel FAMYE X[
St "EHFEobste AP0l AFEAO|D ZabEQl o[AAEE)Y|
floto] defdETe 37|t O[F/Eo| CtEXA HO[7|= it
(Reilly & Parkinson, 1985; Kardes et al., 1993). £ &1 A
OFEEQ| &8It OO w2t AH|XIF AKX, o{CIAMLt 7
O§7t 7HsstH 7hA4H|w, Efel 2|F S0| SAl0] 7HsSIEt O]
2ot CIX|E =ty ®atE Qi AH[XES| LMY 4d
de2 SA0| B2 HEE B Jtssh| 20 DHdED
dHole 2HSHA 1A OfH| CtEA Eg2 O0/&F Z0|2tn
=27 QlCch

gLt LAY 23 oi7ts Z 20 2ot HFIF AR
RA7| W0l Haksh= AH|X} FOHaPEES Holsh= 2PEOIA
A7t ERsict o|2fgt AH|X; HFZo| Hoto| R AH|X}
TO§ 2bEo|LE FOf NECiee HHoE Bat S AR
20 M2t ol2{gt LAE dakat AH|Xe| FOja2{Cia
= M0 SEYEAE YO o, FUEE GAIGHY AT
StAXL St 222 Alzlatst 8 d2[st 200N ROl =29
o Qe ZEXF Ho|h ZEXH K0l Kt 22 %
ot MERCHOrO| QEORX| 1 T2fst CHRtE HCh &2l 8O0[5HA
Botet = Ue AH| FO{DFEOAM BRIF g A= Ett
it 2t SUHE 4T SE0AM REEFE 2000 N2y
Ho @40 £ oot AR JEEA 7L JA=XE HEO

rir me
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oh 7tATAl S i g0 SLME &8 deute| BAE
TESIRAL 5k, ol2ish WM CIR|E SBH0f w2t &
HIARS| O ddEs G0 H[Re ZEXFO| dekx
Hat Fof=Fof mat 2 FEo| Xo[7F AS AOICE = AT
= X2 SHME 230 mE 1dEr SYIEE ofst
Bop7t AERE SN X2 2HAES ATE DLES
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g2 9o 7|E g+ d2|0 =X DHYET Jd9
J|E A7 S AEe 2 JtdE SEYE Aotk O oE 4
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2.1. 2L (omni-channel), =L X<}
AH|Xt2l-S(consumer behavior)

SHEE ZE AS 20/5t= 2tE 0 SL(omni)Qt O
&l 20f xi'd(channel)o| Z=Btz|o{ HE7|E ZO|Ch AH|XE7L
2tel J2|a ADEE 7|7| S| CHfet MEFES &
AMstn Fofg = U=E o MH|AZ 2t RE K
425t Of x{ES O|8sthete Haelstn =
A4S WS7|= BHCKPiotrowicz & Cuthbertson,

riot !

A EHARE 3 =22 1T7|&0| &Hs7| O|HME /RS
o CHSE 7HE0| w2 @m0l A|Rte 2 HIHE|T} AHei7}
CHEE0|SC}E ofX|EF mHHY 8l ICT ClHio|A =8 FIIZ
M| OCIMLE HEE EfMstn FOjarE S &2 side =+
AA ZIRJACL ICTe| WMoz Qs FEXEHO| ChAsHA &
(o, AHXIES 2-2Z20 P2 SAI0 HIStn
2823510 *H AHE Sl AZ2A 2H  AH(crossover
shopping)0| S%t I CHYeom, 2015)
Aol CHEE 7|9E2 TEAIY, =210 0jE S0|2t
CHUXH H(single-channel)E S AH|XS0|A| XHle| HE
MH|AE M3SHQCt ot AHIXIEE FHARE RN
M EHATE SERHEOA FOf AMAEE WRICE ol S
A 2FEOIME DiEEZ|0 XS BEE = ULk 0[FO|
AQUCE X2 ICTe| HHoz2 2249l H|=L|ATL d&beto|
2t 7|YE2 SMES MESof 4ES TOSHA ZIUC XY
2ol Z0| HHE|OX|At 7|YES o 7 oo ME =Tt
= SN d(mutichanne)2 |E82|E SHA ZIRACE = of
2 SXEES oEA SEHCE B2lY AAXZF iFE A
O|Ct. O|E &310f 7|g2 MEE st 422 F=stH X
g 7t Z™2 |5t 7Y WoME RHAEQ| AEnt Bl
EE AH[XE0A CiYst HEfR Moz AHEXQl &
g 2GTE Sot0] 1 Ut f=CHE 1SIACE 7|
=2 0|33t S=ME 2IRZE 5o 2-2Z MAxidS
JHdstn Bt RH{EEDC| HEE MBI SHCHPiotrowicz &
Cuthbertson, 2014)
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Ct O[siR7| W0 AHXt= CiEst RES St F&
SSot FOjof| Chet HE|[dE F2l UACE AH[X7F &
of AAE oM RA0f, 00| &Yt 7|PE2 FEELT|
o J[BteE AH[XE0A 2-2Z2telo] FHYEZ Fo{Ho
20| Uard U BEME HUE MISSt AH|R 2HA
£ Zatsta ot & Z&, Tl AN, HiE AA'S xHEzt
EEE o= Z0| ot FHezE 2Yst= SLME }RE
(distribution) MEFo 2 HIR| D Q= Z{0|LCH

AH|X} WESEOF AN Ef=FdI HWSAO|C] BAE
H5l= o|20| MEH, AIMS2 AMEEE WE If 08
7tstt YEE HECR T2[HQl oMAFoR Lf2(H AX|
TOfESO| BtHSIAX i ofE S0, 22telar 2=zl
S YZ 0|8Ste AH|XAE EKE O|&8st= AH|Xf2t
1 X|HStHA O|F2 ZHK|CHH| 7tA, FtOf He2[d, 22|10 #
Mol MEHZ SE3ICtL SIRel, SifES &89 AH|X}
74 HOp gE|¥oln A=Al dE 2 S X=Ql Hzf(best
deal)l2 EEdH= ZAT0| QUCtD HUCHChatterjee, 2010;
Piotrowicz & Cuthbertson, 2014).

ZZ SLAED 2EE AR SLRE SH0M
AH|XIe| Wb CAISH FHRAE E5|n Ul XZE
|84ut X|ZE HE|go| AHRIe| SUE g 3TH
ol gakg 0|X| YSS M AISHSLCHYim & Han, 2016). Park
and Lee(2017)2 SLxHE 4 7|7t HAH, dxd, Ho
d, EdeE ERStn o & ZHY, moldo| ECt IA
ZEeS MAISHALCE AH|X; FOYSZ0IAM Z7HE00 CHBE 2|4
FEs AH[XF J4QI0) m2f CHEA| LEFHCE o EH, 7t
O|AIMOl ol AH|Xl= H|LHH| MutE Z|CHalst?| 2k
tset B2 JHoR NES 2S5k Ao BME 7HKH
(Lichtenstein & Black, 1988), 2L|xjd &3 ALAAM= 7t4
O[AIMO| &2 AH[Xts SLAYE dF0| 22 HMAISHICH
(Park, 2016)

Eoh, JtA=FO| w2t AH|Xte| Bt FEe= FOf A M
Bio|= S O|FICh §3], 740 TEst AHXU-E B
o & EERILCt 222 HES MEg =E0| ZOHX|A
EICE o|et Sty 22tel xE 0|8Xt= 74, FF, oY
g 82 7HXallE oM 7HHE 71 a3t 0l AH|X}
o JtAQlIAol ME ol W MEA0| FE O|FICtD ShQUCt
(Verhoef et al.,, 2007). O|E}0|E Kim et al.(2007)2| ¢L0f|A]
= 7t4a0l0| of MElo| ZQ35t ZFRLICE &= 0]
F= 222! Mol JtAH[ur7 0[5t IRl RHof Hi
5o MOjEez %2 7HE0 MES TFOE = UAs 7127t
7| Uf20|CH2ty MA|SHRALCE

Min(2016)2 MEZZ0| Cist F7= LEXHEO| Wt
Oz ME8E =+ Uedl, MESE F7st= d0| dotH &
& 0|8%ts MES S/ECE Il AHIQ| FOf 5
Ol W2 xfEof| HotE Fele F0| LIt 21, MES
2 FTots el AHXIE SLRE AT Ciet MzE
7t gonf, Ofed =7 4¥0| 5258 SLME &To| of
ot =7t =22 NASHRICE

2.3. 1244t H 7 (Consideration set)

JIEATOIN AHIRSO| ATEMEO| ClE MEIYS A

X O|RO{ZICt= B2 ATFANIL HAIE|Y=0, Ol OfF
2 AMEMENO|A 12{AEH(consideration set)Q| st 12

AETO| MAEMENO| O/X|= Fgo 2t 72 AJACH
2CHA MEf oM E A ORHE EHAOM = AHIXEZE AEM
Ei0| O|R0{E I{durE ML, & HEY HAHM= O
HEUHOAM EF MAEE MESICH= Z40|CHHan & Wilfried,
1995). 7|& AFoM= n{dEao| st o2 7HK| Fot
x| U=, thEHe i8S 4mEH CHEat 20 HY
Peter and Olson(1990)0]| 28t IDE{AHETZL AH|XIO| 7|Ho
Z2EH M7|= Kl=3Hfamiliar) EHE=Q} O|EHQl(intensional)
EMEZ B HE BfE, 2|0 0% YA El(found
accidentally) =aE=9o| XZXgto|2tn MAHE|O] QC  EEDH
Nedungadi and Kanetkar(1992)= 12{AH#70| ARO| CHsH
TOjRIS| HEES E3t MEO| £=87tsM(brand acceptability)
o FOjAEOA &m0 CHSE AH|XRS| 3| OfF(brand
accessibility)0f| Q|8 ZA™EI|O{FICtD MHEHSD QUCL 0]AH9|
ATES Sof n{ydEL0| MMHS=2E AH|Xte| MEFIHE
it ME0| CHet X|4Al, O2|0 NS0t - o]
22 HA” = AUAULCH

Shocker. et al.(1991)2] A= DHMERS 47X| tt
AZ L0 MAISIRCE O=2Q JHolg MEMENDE| 25t
H, AHXIES| MEMEA| HHE= D480 MAMdED
(universal set)0jlA CIX|AHE T (awareness set) Q2 11 CIE2
{4t H - (consideration set) 12|11 %|Z MEHT(choice set)
o| ttAZ o|FO{TICt StRCE

TX| o m(universal set)2 O TFOjZO|A AH[XH| Q]
sf FOj7tss BE OjetEel FetE olojpict QIX|dED
(awareness set)2 AH|XI7F QIX|St UALE XpMlo| X0
oottty e HESEM MM 4r2ol ot naioets
o[0[$tL}. Ol Z&7|7|9&52| HEHot ofLl2t oJAFAE A1
M FOIT QEQl oAAFEHE0| s HMEl= dEDS
Zt2|ZICk. 1A HE T (consideration set)2 E™FOfAESl =2
Ho| Rotkle AR FEX|AL D 7ttt SRS
BEM X XEHozE YdEICh §9 aHXts FE X|&HO|
7] W20 D&EL Us CHetS0] S8 M5t A
2 50| 0% =OtEICty 21 QUC}k dg|n MEz2 1
HET &55t= H4EHS T FIIA/IAEAN HX MEICHR
o2 EXsts AESO| HTO|C MatAd MEATFA 12
A H(consideration set)2 SEFLOj4El S| HoLl=
Ho2 FEYX|ZL T2 7ttt AEOOEEN 55 X
Moz HWMole MEOIOZM CHX| H 7|0 Extsicte A
O|CKShocker, et al., 1991; Goodman, et al., 2013) EESH A
HIAtet Moz 2HHEE Q%0 ofL|2t AH|XIIF HE S
HEo| CHHA ZHX|= 24, J2|0 FOHAIE AEofa
St= £d ok IdMED Fdo |ot des FCOO
(Chakravarti & Janiszewski, 2003). 0| & =0, FOjA|-O|A
of Zust o2 dok G EEHT JiQINQl MdgoR 1d
HEd Yo gge o0jXict= ZAo|Ck

N

-

2.4. LX< (omni-channel)d} 112{4 H(consideration)

AH[A AFEOF F nE{das @4 aPdol| sty B2
ghedar A7E Ao Aoy 2 A SEOIM AH[XE 1
HYHET Fdst=0 UAoM DYgET = A O|ZH I
2 OXl= 228 2H|Xte| 74X Edut ’ME2l =40l ot
2t Q9| JSrHAE HA|SISCHReilly & Parkinson, 1985;
Kardes et al., 1993).



52 Sang-Seol HAN / International Journal of Industrial Distribution & Business 10-5 (2019) 49-58

oHH, ZLXE 4Tty SEOM AH[XPZE 2-2z2k01 XY
He UZ 0|88t AZA XY AH[XHE H|Z=EH HEZOM
o He 7t4, FOf ®E|d SO0 L=7} &Lt SHRACE Of &
Ol= XES O|SSHHAM AWUSH= A AT Mz 22 X
=2 8% AH[XPL 2O 2|H0o|n AEHl FOiolAA
e ERstE AE0| QUCt SIS CHChatterjee, 2010; Zao &
Kim, 2018).

Park(2016)2 AH|Xle| X|Zt=l M 1tQ|d (performance risk)
™MEQL 7HAQ|AlM(price consciousness)2 AH|AF SL|xid
3 BT 582 AMSD 9tk SUME 4E sge
Trel Zo =4ty AW SAWCHE BOE YD 80 O
2 Cfots Mg 4= U= M=0|Ct Anderson and Narus(1990)
2 CHE Ofete| D=7 =245 oX 2A0M OIEdH=
OlE& EOfX|H, CHRte| OfH2 CHA|Qte| OjHo|2tn & ==
A=h, Ol LAE0| A2 MEO|LL MHIAE X&He=2
0|8% ZI7to| Chst TEHS Sh=d 23t &g O|Xictat
1 Yk & SLAE oM e OiN etE &= 1ol &
O|8lCt= Z40|C}. EESH Jung(2016)= MEH CHOF OfEHETF 4
gxig He oo |olvt s F USES MASHIUCH
AHXHE2 7|E0| 0|8%tn U= £l MES CHMZ xHE
%, SLME0| MIsts MH|A7) HOF OjF0|2t ] dzte
o &3 NS mere o7t ASE MAISHL ULk SLH
it AHXEE MAAT RE0M HEEJURO| AH|XH
SHAE 4T He2 OHFQl oot o ZAMg o, o
2 OietS ZAMStE Aoz HRICL Mt & A7s S
e aE dg2

ndEr g9 SgS 0E Ao, o
HATES HA5H

1
Ch21t 22 7Hds 280t

M UMY 2T M¥2 O/TX fiotg TANERS
2 "ag ol

M2 UMY & M2 J1HFAl iotg nayEz
o= #ist Zo|ct

g3 UM 4T MFe M2 ferg neyEZo
= "yg ol

2.4, = XM (regulatory focus)d}
1A H 7 (consideration set)

AH|IXE FOFOIAZEY IFE2 JHo1d Ed1F =X 2010
2t Fek2 2h=rt £ AH|Xe| JjolEel £ & MA
T7} O|F0{Tl 0|8 & ZAFZXF(regulatory focus)2 HEKXZ|

~

o g2 OX|l= 3% aflez de{M k. ZEAH
2 7fQlo] 2FE =RrE dF6H| 26 Ao dEE Ol
0j7tgi= XX ZH7|H|(self-regulatory mechanism)ZA &
A (promotion focus)at 02X (prevention focus)2 2 T
2EC) gARYe wN, NE, Y30| o3t 870 AHS £
1 2Ol AIE Ml 5718 hFCt viBio| oY

He ordut Molo| gp0| XS 1 2Nl ZNE
Asle 57| HH¥stn QUCHAvnet & Higgins, 2006; Higgins,
1997; Choi, N. H. et al., 2019).

ohH, ZEXH2 Z} 7Hel0] Atzlst IFEHUM K=o

—

el

bk

[e]
)

o

A

| 7h
o 712 3 EY0| 7[Q5tALE g 2200 M2t ST
2 O Mo gdetels EAHF 2 3700 2o 2EE =+
UCH(Higgins, 2002)2t10 SHACE SHEFI OLEF2S 2H|X
o MEM2| uPHoA ™EQ| o|0| A0y CHgt F=Af(abstraction)

)

of =Fit HEE ME|st= LAME XH0|E EY £ UCH
SHYAHE AHX= H2 FEXN2|(global processing)E Af{EH T
SEN FHH =FO|M FEO| 20|E M= Zd7o| Lot
Ch HtHO| OfRF  AHX= XGHe HEAEZ|(local
processing)0| S|EBCEM THE £=Fo|M FEO| o0&
SAdSt= AeF0| ASICHForster & Higgins, 2005).

Eot SHYAEE AH[XeE o 7HK| XAFE0 =EEUS I
1 MFEES MR 388 a0 F52 7|280s
A ™EXE|(relational process)Of CHst ZdSf0| =1 1 A
o, oY AFEE2 Y Hols SEEQ HED gTo|
ZStA| LIEPCCE B, O AH|XE 2b X0 LHEL]
ol A= MEHQ ool F=2 7|20l &4 MNEH FE
X{2|(item-specific process)0| 40| =0, MHELCH=E ME
ChE HEER FESte 40| A LIEHCHForster, Higgins,
& Bianco, 2003; Lee, Keller, & Sternthal, 2010). [C}2fA{ SFAF
G| AH|XH= O EF HF AH|RPRCH F=IHEQL O
ot =80| HOHCE ZCHSICH= Ae HO{FD, O Liot7t
O|HHQI Lot =82 O 8% 7ta80| 232 AlAFBICL

otH, Z[Z0 =EXTO| 222 HEEAMo| g2 0/X|=
ZQ3st 291 HF0|Ct. Pham and Chang(2010)2| Htof ot
20 MEQl £ I7| o &5 dFet oy 82 TEH &F
SAlShs gtz FE(promotion focus)at EH3|I|LE O|F0|
59| SHHEAE FA[St= 0f|2 X (prevention focus) 7Hof|
YEEMAFO0| M2 CHECt HA|Z[QICE O S0 22t
QoM FMETE 7|2FTYo| EMEEE HOolz HHH o
T2 2EAQ Auo| 2OE flof ZAX HMESS 2
Ol= ZAg0| JUCHPham & Chang, 2010)11 H|A|S}RICt. Pham
and Higgins(2005)= HEEA TPHO0A ZAEFES ME It
So CHete| 378X AMZ(cue)of H F2lE 7|20 BHMuPdS
SHA[TH OUEHE 2| dYHoE QI6to] Cfote| 288 4
20| O FOIE 7|20l EEEMIFES HQICt SIRALCE.

0|t &2 HEMO|M REXTS AH|XFZL FE B IFE O A
CHOHEZE CHRHMES Qolf neidas FHoAM S OH
o QUCH= o[t TMET ME0| =2 AH|XH= H3XQl
MERO| 7|38 =ESHY| I8l 7tstt B2 9| HjtE2 13
MET EESte B oREY JF0| &2 AH|X= CHot
0| Z=efist= EAHA " 2010 Cie BojXol defez X2
9| CotE IE{dET0| EESHA EICHPham & Higgins,
2005; Pham & Chang, 2010; Liberman, Nira, Molden, Idson,
& Higgins, 2001). 2|1 ZEXME 1M ELS HMSI=
cHetel s24d A O|ZFMol= FeE FLF Chowdhury(2004)
of AFoM= ME FOi S=OIN HET dF AH[XH=
LO|RT de AH|XHECH O CH¥SHD O|&AA QI CietE 1a
SHCED K|A|SHRACE

Lot A0 FAXEH AH[X=E YN ZOE 2Eg =
E0| =0t QAlsh M2 CHeHE H3Xe=z na{shs B,
OHEH AH|[XH= 2EHQ ANE 0f|Fst7|20k= T3t Of
ot Zeo2 it =7t M SEEQl NHMETS dWHES
g+5|0 QICHPham & Chang, 2010; Pham & Higgins, 2005).

&£ CHE SO REZTLE BHACHOHO| 2H5H0], Brockner
et al.(2002)= ZATA! ALDO| S=3t OHXEFOl ZL0| By
AEEL FREEAM 0| O O Ch==o| CHotE SEo=R
n2{siCtn S}SICE Crowe and Higgins(1997)2| ¢10f| }2
M, o= M2 Aot 4ol M JHsME MY
2I5to] CHOH BHAio| HHQIE SHEAIZ|7| 20t HATH MOA CH

—_

rr o2 mju

—
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oF BMZ SX|oC FEOIACE Lok XY AH|[RH= & 7HE7 : SUME & g T gexFEn &
A2 QU= d¢0| =20, Edalnlel Yo e dat ol Ferat
dEc2RH UES O B0l &2 ERCHChoi, N. H. et al,

2019).
ol2fst najgmut BHE MHYAPE J|Hoz REXH 3. e
of w2t ndEs 4ol tES Ba UACk w2t U
d #HET G0l of2fet e JHde M) 3.4, ZEE Ho|
oz SAMSH 7{0|Ct. = i R " i
5 : THAH B AR AAEA (g aoiE O S aim Zarm ot o1
Zoz A AHolC} o= l:l—‘—_._ T N = d_—l——|ﬁ o=l=z -.-M .
s T5E5 § WUTHE ME e TdwEE S o S Heas faor g mame
a . T ST o M=l = B e = ey
o8 3dg A0l Lockwood, et al.(2002)0] GIT0fA AFREl ZEXHE AMst &
Q807 £ o7 oyl Aoz SUNY amamay & 3 OMS 2 HHol X0 9y wusio] sysic. £
- - ZE gR2 YT d¢2 UEUe g5 ogxy g4
X T SAxTeE ROEQ FEEA JU=XE HE20 S LEHYE g2e O B AMBIQIEE, SATHO|
ASSHNR sich Ol2fet J1d EE HiF2 M, YHXHS D foi Lo oz Zoirt, mainto| MAsH 2
F, MH0| Cf S70| SHS S IWEE AUE BH o o5 isiol MaeISe MOLM AL S
Sl 7|5 BtYsHH(Avnet & Higgins, 2006; Choi, N. H. ;fl '—H; ot éTE()" Cfeo] 74 BE(1H TiS AELEil:rj;
et al, 2019), SFAIEXR AH|XI= HS MEXNZ|E Meisoz ,‘;‘,,%4“ ;Leﬁq_' orch)2 E;qu E0I9rT7*9° |
W EYE SEON Feol onig siMste Fgol Zaict T L ST e T
(Forster & Higgins, 2005)11 SIQICE [MEIM SUxE 4Z M =
0| £2 A9 =rt MIHo|D MFHo|n w=Ct ge M=
Ha| HEg =Hol= Aoz =Yt
Table 1: Operational Definition
Variables Operational Definition Reference
Using OC(on-line, off-line store, mobile etc.) concurrently while purchase goods or service
Propensity of Considering OC(on-line, off-line store, mobile etc) when try to purchase goods or service Davis et al.(1989),
Omni-Channel OC(on-line, off-line store, mobile etc.) purchasing is my priority way to purchase Park(2016)
Shopping over the channel
Heterogeneous Considgring a Iargg number of.alternatives to p'urchase. Reiuy &
consideration purchasing alternatives are a different product line. Parkinson(1985)
The alternatives to buying are heterogeneous Kardes et al.(1993)
Price is important to me in purchasing a offerings at channel Lichtenstein,
Price Consciousness | Comparing the prices of several products before decision making Ridgway &
Tending to devote my time & effort to find a offerings available for a lower price Netemeyer (1993)
like a new alternative when | try to buy Yim & Han
New alternatives consider a new alternative when | buy (2016)

actively consider new item to existing products

Regulatory focus
(promotion focus*)

| tend to avoid the negative side of my life *

I'm afraid I'm lacking in responsibility and responsibility for myself.

often imagine if | can achieve my hopes and dreams *

tend to worry about the future

think of someone who wants to be ideal in the future *

often think about how to achieve my goal *

typically do my best to achieve future success *

worry about failure in achieving my goal

I'm worried about something bad that could happen to me

| often think of ways to avoid failure in my life

I am more interested in avoiding losses than to gain profits

The main goal of my current life is to achieve the aspirations | want *

I'm the one who tries to do my job

| generally try to get positive results in my life *

Lockwood, et al.
(2002),
Higgins(1997).
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3.3. ZArEA & AtEE

SYE GItee HEOD MSEMZ A 9
JIHoz HEe T OlF o2 MRXAS 33 AA
SIUCE ZAIYS TR A 0|8 S sfolol SLIK
2 £F 4% U BHOLp ZHAY O 7|0 Thsto] =Lt
M2IN2 £017| I8 HAOICE ®T (YO BN At
A ChAS CHSH 14 15082 CHO2 AAISHACH 1503
2 Y SO UM AN F1 SUS 82 8o I
%2 47 FHS HIYOS WEXOR HBIAE SIYUCE A
SZA AN 7K A2 T0f FHS HEoE s,
U J0fe HB0| AN S Fof SXo| £Ietn Rofnacy
A0 0§ HASH OO|H MO, 13 TOHA 38t
2 o)y ROjUS V|FoE MESES WYL AT 0
SS o 20184 11EE 20194 28K ZARSIICE
Fojst FHOZ HRXIE SE0] AGIRLt 0OF WL
ol 2 URHO| g ST BHU SE2 FQP}
1 HF 31528 UZENS 9P SHXEE BN 5
@E—T—%Eﬂ El.l:OI-AO-I §|-OL|2 AI_|§|E HAM EFHN  SIO|A

o]
= TI =, g1 | e

2 ol
Q0IENg siglon], & AN SHB Jhag HB|

== AN— LRy

510] TRAZEA(AMOS)S MA|SHIILCE

Ho

Table 2: Reliability and validity analysis

H20| SYE S0l YR Cfshol B82S 43.8%0I,
OFf TSI H|S2 56.2%Ck J2|n U2SY Al Pes
HH| ool Hig SHL o= U MUET} 407%, T X
K7L 23.7%, AA L UHM2I7} 197%, HFE X BAf
71717} 11.9%, 7|EF27} 4.1%2 LIEFSLCE

M
~

42 Az2[g A EfEd

HI

Mo zyHBol BiE B0 W2 LY YnS
QlOM, Cronbach's Alpha A|%= 2} 7|Z=QZ2 =HiCh

AA
L AMEE BN ZADE Z™E H4=E02| Cronbach's Alpha 7|

=
—

7} QICtekn BERIICE 12|10 SMY Q08NS Sif 5
S0| chetof TEBHE|7| HO| WSSO EIFNS OIS
Sioict ZEAY #Be M2 TSN 242 27f ¥Sol
QOISTYA|Z} Cht WA LIEILE 2H0IAE HH WA 3 7t
SAUZ 240 ALBEIRICE 0[0] CH ZTYR|E <Table 259}
zt

Variables Factors Loading

F1 F2 F3 F4 F5 F6

o1 .821 118 .352 247 311 .208

Omni-channel Propensity 02 .807 124 A72 .095 -.164 -.039
03 713 146 .203 119 .246 410

o4 .832 .026 -172 .032 135 -113

Heterogeneous h1 .243 741 .321 0.49 .203 .203
consideration h2 .207 .802 -.105 .248 .322 322
h3 227 .884 135 -.028 .660 .660

p1 .366 .025 .845 .035 -.007 -.007

Price consciousness p2 .056 .321 .710 .203 -.019 -.019
p3 -137 194 .815 .322 -.015 -.015

n1 -.325 .341 .261 .854 .108 .660

New alternatives n2 .005 .044 .052 741 133 154
n3 -.247 -.003 -.245 .812 .021 -.218

pro1 .302 102 -.005 .108 822 .032

pro2 234 .320 .301 .108 .704 -.453

pro3 135 .020 -.249 .466 .643 .004

Promotion focus pro4 .205 .108 134 -.089 .702 123
pro5 -.426 -.533 -.104 .302 732 -.463

pro6 .079 .021 .021 .026 .697 .025

pro7 .099 127 127 -.480 612 127

prei .027 133 .054 .235 -.374 .621

pre2 -.225 .021 .021 -.227 .021 732

pre3 -.360 .108 .108 -.008 -.108 .612

Prevention focus pre4 -.036 -.339 -.136 313 .322 731
pre5 -.043 .021 .023 -.324 -.228 .688

pre6 .261 127 127 .085 187 .616

pre? 105 -.421 .021 -.225 -.026 776

Eigenvalue 2472 2.648 3.271 1.765 2.333 1.392
Cumulative % 32.202 47.402 61.214 65.081 72.519 74.325
Cronbach’s Alpha .843 .815 .916 .898 719 .784
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<Table 3> 21015 90l 2402 UF EfYE Y FHEIY
S8 ATSYCL PANE ZY w270 4TS 2=

=
E2 Mot - 7o A0 oISt He

X7k 0ELCH 2 g2 20|21 ALk = AN SHME &d
ge, 0|2y dd=Ea, 7tAld NHYET, M8 18
g8, J2[1 gY=d, ofg=d S

o2 LIEtHel, A8z {folot
oF Zits =olE F¥ueSe HEY
o= HEHEL

-0

Table 3: Confirmatory Factor Analysis

Table 4: AVE & Coefficient of Determination
AVE O-C. P| HC P.C | NA |Pro. |Pre.

Omni-char_mel 0.745 1

Propensity
Heterogeneous | 4 g16 | 004 | 1
consideration

Price 0.702 | 0.040 | 0.030 | 1
consciousness

New alternatives | 0.698 | 0.022 | 0.035 | 0.004 1
Promotion focus | 0.681 | 0.016 | 0.043 | 0.100 | 0.060 | 1

New alternatives n2 1.046 0.478 2.188 0.000
n3 1.076 | 0.539 1.996 0.000
pro1 1 - - -

pro2 0.71 0.314 | 2.261 0.001
pro3 | 0.823 | 0.243 | 3.387 0.004
Promotion focus pro4 0.766 0.625 1.226 0.009
pro5 | 0.912 0.494 1.846 0.000
pro6 | 0.694 | 0.282 | 2.461 0.006
pro7 | 0.692 0.243 | 2.848 0.011
pret 1 - - -

pre2 0.982 0.438 | 2.242 0.002
pre3 1.034 | 0.369 | 2.802 0.000
Prevention focus | pre4 1216 | 0272 | 4471 0.002
pre5 1.29 0.194 | 6.649 0.000
pre6 1113 | 0.182 | 6.115 | 0.008
pre7 1.386 | 0.241 5.751 0.001

ol

H==0f| CHsto] mHEITEEZ ABSH7| 2151 & 292 Z
A2 AMESZ(average variance extracted)dt Q@I 7 Abzbat
A A=E =QISIICE AVEZIO| A2tatA A==2| MISELCH 3
M ZHHEIEMO| UCHD T = Uk Kol 7F MEAs NHE
%f0| 0.314 O[5}0|1 AVEg(2 O|ECH = LtEHL} EHHELY
‘42 =QISHQIL). oFH, <Table 6>2 GIF&IAM0| E HF42
d N E Hotsty| fl6to] &4 Znto|Ch O|F =QIsHH,
2 Mgtk X|AGFl)s HgtstLt GFI &gterh ChA gt
E7¢ HOX|A LtEFGICE SHX|TH CHEE CHE Hgtm g TSt
£ Xlg= s LiEtLD Qo] Moz ftret mf o
TEYO| Mohde XMED Ao= JCEICH

e E SE |[C.R | »p Prevention focus| 0.562 | 0.002 | 0.025 | 0.064 |0.075 0.036| 1
o1 1 - - -
Omni-channel o2 0526 | 0246 | 2.138 0.000 Table 5: Path Analysis Fit Index
Propensityl 03 0.798 | 0.431 | 2.411 0.004 Model Fit Index Criteria Result Acceptance
o4 | 0824 | 0073 | 4763 | 0.006 CMIN / DF under 2 1.832 fit
h1 1 - B B RMR under 0.05 0.026 fit
Heterogeneous ™= > ™1 002 | 0.262 | 3.824 | 0.008 GFI over 0.9 0.810 not fit
consideration -
h3 1.127 0.296 3.807 0.008 AGFI over 0.9 0.932 fit
p1 1 - - - CFI over 0.9 0.965 fit
Price p2 | 0852 | 0231 | 3.688 | 0.001 NFI over 0.9 0.977 fit
CONSCIOUSNESS 1 3 | 0711 | 0.162 | 4.389 | 0.000 IFI over 0.9 0.670 fit
n1 1 - - - RMSEA 0.05 ~ 0.1 0.064 fit

AN AR 2 Sl 7 2?5t A
a2 gEst 5, FRUEAZ 0|83 ZERME MAISIRICL
<Table 6>2 ZAE2&M ZAWE LIEHHD QJUCEH JHd K{EHQ| 7|
2 ROYTE 95%2| HRZE HHSIFCH JHHo| Cist AT
Zots CHE2ar 20k BN 71 ‘SLAME oY d22 o|F
o oS NHMETCE dWMT ZOo|Chel AT ZAnt=s 4=
H==7} 0.684, S.E.ZtS 0.323, CRZI2 2.1172 LIEFGIC}
LIXjed Mgko| 1571 Ui Ofch o| =& QI CHRtO| 0.684% 3
7t5te A2 EHE Z0|Ct 74E10| p<0.05 =F0jA T+4
O| REHZ|RACE Ol SLIXHE ATMTO| =2 BR= AH[X
£ SLAE Mgo| 2 AH[XpECH O O|&-AQl CHotg 1
HYETFOE Ytt= ZO|CH H29! ‘ZL MY 4H Hak2
MEZ Oi2te 14EFoE HWHy Zo|cfel 843 Z2it=
HZA S 0674, SEZS 0211, CRZS 3.1942 LIELL
O, p<0.05 =FO0fA KHEAZ[RACL Ol SLKE &F g
2 LY Meo| H2 AH[XIELCH 7HEE A5 n2id
ET M2 SiChe ZAOICh 7HM3 ‘SLAE Aol g2 M
22 Oiotg THdBEToE HMSH Z0|Ckel Zit= FEA
27} 0.788, S.E.Zf2 0.243, C.R.ZtS 3.2420 2 L}E(LACE 7}
H0| p<0.05 =FO|A XHEHZ|QUICE O|= AH|XEZL ZLXHE
4l dg0| =2 22 MER Cfeto) Cfstol o nags &
= UARULCE

JHd4 ‘ZEETE T FAMEEE2 0|EN LfetE nHdET
o= HWME Zo[cto] EM A= FEA Tt 0493, SE2
0.203, CRZfS 24282 LIEIL}, H4= p<0.05 $=FTO|A 74A
O] XHEAZ|RACE Ol= AH|XtQ| Thafxd M2 ofjxg ot
LI O oA Ciotg n{MEZCE Yt ZAOo|Ct

0E

¥ Ol

)
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Table 6: Hypothesis Test

Path Estimate S.E CR Verification

Omni-channel Propensity — Heterogeneous consideration 0.684 0.323 2117 adopt(H1)
Omni-channel Propensity — Price consciousness 0.674 0.211 3.194*** adopt(H2)
Omni-channel Propensity — New alternatives 0.788 0.243 3.242%** adopt(H3)
Promotion focus — Heterogeneous consideration 0.493 0.203 2.428** adopt(H4)
Prevention focus — Price consciousness 0.601 0.301 1.996** adopt(H5)
Promotion focus — New alternatives 0.589 0.197 2.989*** adopt(H6)
Omni-channel Propensity — Promotion focus 0.007 0.586 0.011 reject(H7)

%0 < 0.01

CHA Bim Z7hdQl ‘=X=H & oE=F2 7143Al et
= MHYRTLE Jdg Aoyl 7td AT Zn B=AS
7} 0.601, S.E.Zf2 0.301, C.R.4f2 1.9962 2 L}EILICE O]l=
p<0.05 =FO0|lAf 7H0| ME|ACE Of2{gt Zit= 2H|Xt|
SURFEL ofgxy d0| JrATAgS § HO|EM Of
ots noitte AYS € + ULk 7hde ‘=EZXH T Y
=F2 M2 oigte tedeTez J4dd Aotke 43
Z2ut= ZEA 7 0589 SE.ZH2 0.197, CREI2 29892
LIEFGCE p<0.05 =F0|lAf 7HE0] XHE4E|ACE. O]= AH|XC|
Ogxd JEEL SY=HOo| 70 NYETS 9 W
H Mz2 tiehe dfsitts AY¥s € + ALk

25 A 7HEe SLxE ol dge =EXE T ¢
ZFI Ro/H IgEAZE A2 Aoltre JHE FF 2L
HE2A =7t 0.007, S.E.g+2 0586, C.Rgt2 0.0112 L}E
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