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Abstract

The purpose of this study was to create a theoretical structure for the concept of
purchasing risks by identifying the structure of purchasing risks that lead to obstacles
in the purchasing decisions of consumers in fashion consumption via online channels.
This was a secondary research using books, articles, prior researches, and academic

2

journals on the five topics of “characteristics of fashion consumption,” “the concept

LI LI

of purchasing risks,” “purchasing risks by product types,” “purchasing risks by channel
types,” and “purchasing risks of fashion consumption on online shopping channels.”
According to the arguments of prior researches, the study divided the purchasing risks
of fashion consumption through online shopping into four categories : (1) fundamental
purchasing risks including financial risk and time loss risk pertaining to any product
or channel, (2) online channel purchase risks, which include risks in payment, Infor-
mation leaks, and delivery and return/exchange risk, (3) fashion product risk related
to product quality or experience of other people, which includes social risks and risks
associated with quality, and (4) the online channelxfashion product risks, which include
the aesthetic and psychological hazards especially amplified in online channels. The
four risk factors were then described with a concept map to systemize the multi-
dimensional and stereoscopic psychological structure of purchasing risks. Of the four
risk factors, consumers placed the most emphasis on the online channelxfashion
product risks, hence, reducing this risk factor is of utmost priority for marketing of

online shopping channels.

Keywords: purchase risk(7*9-2/ &), fashion consumption(ZJ4 £H5)), online channel
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AFEE ohte] Ho= AZAA At} Aao]
offitx] or= 7HFETrE SABAIF . olHE & g}
AEA Aol A9 7HA#= St tE i
AS Holm 7H} Aol A 9] HHe} AFUA oA
LIS 7HASTE o] JFLE Qs AFAIFA 0]
OQaEA o] FAIQ1 ANRI(4B[AHEC] &E o]
Ql ARaLe} AR WSS FRA o7]A HIUL,
Al AL Sl FEEH S AX Fuf
ds Atk 7HA] 4H[E F5HL ATKSeo
ho, 2014). 221 vHAEE &3 FHjd Al A
P YAl aHAY] Fai A AdS
517] fisl JHO| A5t -85t viold 1t
Aol AFs= Aol FH51THHong, 2012; Nojima,
2005). SHA|FF 221 oA HAdE dl= B
sk, WAE AEY S04 B BASE St
Sl 7o) Walolch, T/l E A REAIR} T
SR Lo) o3t 201821E]Yl ol BAH) TAF AT
ANEY, fXd &Ho] szl & AHRES A
A2 Ao AASE of 8] AAZLS 2a}e] A|RoA
WSk Q= & & Utk ey oA 7bA] 214
ofA1o] w0l lojAs A=Al WS Holw,
3 EC(e-commerce)of| 4] 9] AH|= FLul 9|9 FEo]
A2 A7 4EY Fi&o] 955 w2 A& Y
EFthH(Ministry of Science and ICT[MSIT], 2019).
ojZ|3t AL At A5 AHAENA 11719 w1
ALEY o AdE 2912 AYAFEo] =53
AAFR a1 U} T 2104 AES ERIsH
A(ER) oA FE StAY A miolA FES
AlRMGRE) S &, 22l oA FEste EFUF
I ABEYZE HR gt o] E3F 2RI
] FHE AASHAN T A4ES FRIsH] ot &
ok Aol s AHFEolE & 4 Jlth olF
Adg &8oks 2HPe2 7|4 SHoA BHE
9] I ARUACIA Ao o] EA9 &
Qlo] &= AT UARE AIZHY 374 FHog <l
S wulj7]3]o] &4 Z"ﬂi@f T ATHKim, 2019).
& ZZ9] o AdolA 7H3 Hetsta, wrEAEE
TFiEHE S AH|RoA FHSHA sho BEE AEH
= E95E 20| F85ith AES IRl g2 A
2Tl Afo|Eof] AAE| o] = AF HERICRE F
ufo] =HsHs AHRY] A dEole A uiolA
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o= & JAEA 9] wAYE] 2-EstaL
ojtt. 53], ‘A& gl 4 k= A
ot AR ES] Het ZA, i R vk -
VA 5 2 dAdolA e FHER s A ol
Hls A =7]le B)E, & AZE el
ol Qo] Hep & ¥ mA=et weEnt
(Hoffman, Novak, & Peralta, 1999; Jarvenpaa & Todd,
1997: Nam & Lee, 2009).

OJAY AHAY] EQHE S{AA7E Ao] 2
Ad 7HAe] F837F a4aYo= Sk, o] &
o|E4 £ oM AES] AETE AL HZY &
o AF7HA] 22l Ado] et AY A= 221l
ARG 9 A7, o] §AHY QI AT ST 2%
A XHHOWJ axH| A%, 22l Ado|A 9 St

S 7199 EFolut AnApe] AubAQl S Ey
%— £§/~ﬂi°ﬂ et A7t “}0*‘4 L E A 2
ZHel oA o] ol wet A7 o] Al
ZSUAIE, HiFEo] 2EA AH|AF s WA
T AFeH, dutFoR AE hElaLdd
7ol ¢ Oq—"rLb HZ Z0] ﬁdélolt}- E5] 22l A
oA 9] i ddE Falj ol Bt A= oA
Azdpz c} o]F0ix]|7]&= Fout, o|22 Edir}
oFsto] A7mdo] SaAo] Bugk Zo] @ AlAoltt.
olme BN FAL F71=1pel vt el
2710] Th2Eo] SEALY 4ot AR wet &
BZ}F QAAA ] A - 57} 7|$2o] HHATH(Greenleaf
& Lehmann, 1995). 18|2& HEo] g, A= 7}
Bl AHAEE0] nAA HE BAo] Hast
o A miAe AR o HALE FHAEY A
3 AFolM = HAYFS LEFEET A
o TS FRAEE HAWHZA Pl A Lura
Eo| u)a) B 919 A2 P2t Rojxlck Wt
(Kouyama & Takagi, 1990; Winakor, Canten, & Wolins,
1980). 18 BE ZAAAES FFstn IJ& gAY
o] 2l Aol QUolA Anmte] iy 845
45| mofsts AL Ho o 8% dolgt &
UL

£ 2ol WAgES T8 A7gge 4
ool obyel 2l Aol & olf+= AA, A
AY yAd g4 2 221 Ad A9 &, &
271 Ade @il gholx AEdof 7P Y
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84 =Rl Aol sl aulo] Bt el 24 g AT

e, AAL HdLee] yAE FoedS A
ool ot 22l AdelA HE B4 Aolz=
2, WA, 22l AdolA e madE el

AT oL ToR9I Y o2 wAS Avn
7) Sf8l e el 9 BheA, Bl AHat 7]
A 59 BEARE B 237 SEATANE
FooEel A TE, FEAD % AEE 7o
d, 28l Lokl Aol MY WAYE 2o Est
A o4 1A AT Eet vidno] B4
o WHAE FAY PHOE BHH 1B SHAL
olEigt ATHUE AH vhoR B kRolA A
orste PR TR AEEES Attt

£ AT0] BAL oFo} Hopunt ofuje), thoy
s} Hopol A 7HAL oIS £Y 4TS B
AAB el A ke WHAYE Lokl o] B
TP AL AAH O FelFoas R
B A7) gdolA] 71Eo] Hi o2 Y B2
gJok Holeh. B3 £ A7E B3} WALE L)
Aol wek TG TRE chepd THONA A
T QA Eostosn aan] delo hHRel @
Fof Aol A2stgom, ARe] QolHE uf
249 W) 47t FE FAEecle 3 o
of getel A upAY Ake] AAES Atk
L HolA A9 Ba 9ot ieka & 4 ek
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ol rOl'
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Il. Theoretical Reviews

1. Characteristics of fashion consumption

<ol Wdolg= Quie FRAT Bors =9
Sh= &olz AR EOIAAL AR, 2 =R H
He o= dozn Yt kelskuA dck

2HAYEEL A PHE 8T ATIIo
2 A7 cepst anRelAEd mdo] ol
k. s ool A= avzte] whS-S A5} 9
o ‘ATBABA 29 EE AHEH 8w 2L
F3slE A7t oj2oj AT YA oFYE WAs
HjAE 2o W) Eali Qe ATAE WA gL
Aol @Aolth. AEH o] Bl 2uAYFE
3 AL AYFES] 2 Aol He AnlAte] 4o
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G % % oAk WAL
3 Tt opet, A
wrolof e}, fHER
. st 0] Y ool x
% (clothing behavior)o] 4] A& A
2 AA7E HZHolgt & 4 fith(Park, 2015).
Chambers and Moulton(1961)°]] &J5}d oJ& Luj
QAL A4l PTF= HA= 8R1C =N FINU|&,
S HE, Hey, AR AYEE, &4 Jd, Jd
71, &8 49, 71 28, AR, ‘BAES, 7H4,
FE AL D §E, 28R ) et T2 PEeto
82l gJol= w2, A7 #Y, okgtZol gt
g2, NRJAFAE, FA), AB(EE, w17, ¥
29, R 2y, MUAREET H 87, 7F
2 58, A B, A S8 22 8RlsS 2
3olal Qlt}. Shim and Bicker(1994)+= o4 AB|AE
Fo R g o EFu) A 5= SHo] Bt At
oflA AN, ‘ArS]A A 9P, ujF AR, o dA
g, A, Utk 7158 ZAEA, AIFA
W, I RE, ‘A=) 59 9714 AHde =E&S)
t}. o] Qo % Lee and Lee(1999)+= “F-3§43°, ‘A&
P, AR, BAS R BT E o g9l
H55F13L, Hwang(2003)2 otids o=
Ao F2 VE F, 7B =, M F
L APAN FE 5 5719 oE FEE e a7l
FEoIt T T AFolA= HATIEY A
AEuo]] Au| Ao #IF AH[RES ot
o8 x o] AAE AST Al Uch(Lee & Jang,
2018). o] Aol M= “AulA =, THJRE F=,
Aot FE ] 37HA] FEE 391S FEotd,
o] 82150l o] &oxo mA& FFS HSSIAUTh
23, ‘Au)A s} Aoty =’ Q1]
opo]] AH|A o]-gojko] & FFS H|A|
UEbth olgdt AFATES 7iQle] w7
o] Agj3] SHo] Fuj2A Al =8 QaRlo] ®
& AAst sl

Hines and O’Neal(1995)2 4+t E2 d4fjo|2&
Erjz ool Woke} jele] X Abolo] EAjsH-
QIR A FZE AT 152 A= AHHE &
SA el £ A7to] et MR AS FEIT,

ol ‘TAA oM FEE +E] WY WA &
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J-2E2-ARIHY 4gAR BRsle] 4w
2AsGc An, 247 g 24 wA 4E
NS0 UEEL, 7P F4EQ dAcIAE
Aoteg, ASld Wt 24 59 AH7|ze] B2
9tk olgt fARE AH¥E AWSH Abn and Park
(2003)9] @7 AWML OBl Belg sS40
T, A(EE), ARet Fu, A 24 5o a4t
GAElo] YT, B 50w AEA, WA,
824 59 a4vt WAsel A Aoz WA
TG B9 AT By, 484, 444 1ol
EEH A AL Ao, 294, 47
4, AEHel A4 59 247} WAHA olee
Ane vgoz Bed S48 2 7|
5, mA A3, EEE 4] 580z 9
BEAY7L B9 AR LYo ANt S
A dafolee EjR & ATSNN FET AL o
2o £42 GAHOR P A4 Fu 7}
240 35S HolF1 ek Holth o/ 4%
A9 Held aglo] ojmo] Brist 6] YoiAl
29 aglo] Hrk A4S AL Yk

AYATE] Ao RolFRo] wiu4RE
Bl AR5 E0] Bk A A8k ohek, A o)
o Bt 229] W o] AEIATIA 11
Slok Qehe A2 & & 9k ol AL Ut AEY
qloiAle] amlapaso] s WANE Fofo]
AvAREY ojay meAATt e A
St A2 onjeitt. w5 7 9 Edso
gFololA] nlzte] SAo] Fufo] 2
Aok, olefdt WAoIN HAAE oJA4a%
Fi 99 9 Avd EHS B AT B
olel, oAbAH WY F ARTN T
Qe Y Aol FFL v
Aoz Azt %, o B
ol AR o A A
T} A7 89150] Lol
29102 %gste] AAY S4o
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2. Purchase risks
Autg oz AvAe

AES 915 AR A2 o]
A A A 58L B o)X

b2 192 ANT 9

o

ot
o0
W

oh 2 O etk @ SRa, TSI e ®
YRAZo] o8| A Wete 4%chBetman,
1970). AHIAFERAA A 2Bzt AZE 7
ujgi5lo]eks A e QT AL Bauer(1960)0]c}.
Baer7} AH|2 Y52 A% APRG FFO2A
QA olF, A2E THAGY AL 204 FF
A7 oA A Aol Gxh AR iR of
1A TSIl Y - Tl Tt ole) A o
72 dgoz PR BAR, 74 a4 EF
Yo thro] Aol Hele @ ol2H 1ES

ot

rlo

1) Extensions of risk studies

SJoleie Aol A Moz kojd e
19417] 2 AIske] Al Rujo] A|zolch 27] 9]
¥ Nd-E& F45 BASA= Haynes(1895)8 A&t
2 1 % Willett(1901)2} Knight(1921)0] <]} 937}
ESAAGO A TIE A7} olR AU FD
oto] HoA® A9 A= HAS SHeE sk
AE HEof oA F8 IA F PR D) 3t
o} o]F 919 AT S thget HokR Sl
3, 2HZF P Aol A= 1960 o]l Bauerol] ©]3]
A A2 2 (perceived risk)olZh= /HEOl =UR
o 919 /g2 she tidolu A+t F ol wet o
2 MHE 2=t B3 AEE QA4S =AY 7HA
T 2 o] wEtA = ohrgt Qfulrt AAEo] gt

Bauer(1960)°] SJ3H% 91g-e ol4she ZA9] o
ol SJaA A 9 (objective risk)' T} FpA
A3 (subjective risk)’ 0.2 FLET 4 Ut ATA 9
A2 &8l 7ol We SAAH e AANY
(actual risk)9] 7'd’ 0= AdpofA LAY 5= AA| &
S]] A (the degree of actual loss)?] &2 =
wat, 28 aas el Azshe Ael
=844 (uncertainty)’ o], 7HQ19] Ag Ao oz}
o274 &A=t 513t Slovie, Fischhoff, and
Lichtenstein(1980)% 9j3lo] AA2 WPsh= <9
2Ql &g o AA| &of7F PSR ghote Bt
A AA oA 7= EQHY W8 o' EREHL
shieh AR &8fin]E2 THATHE B V4R E
of o|27|74A] thFsitt. EFE B9 v B4
goll Ao 24 of7|E= SA1A - HAA 174
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86 =2kl AdolAfel wid Aulo] #e

SJalH g AAFA W] Hadhs M B
FU4 AL Yorlt ASA Bg o Lt
2240 o) A9 o8] A B
o4 HAHe] Szl o]2A Rokw, WEEH 44
sl Sfste] A58 4 g B 29 %S orlshy
et

A

2) Subjective essence of perceived risk

Baner(19601 £5172H9] FSIHE 4 7o
A AEEE dEsha Ra Bae 429 2
Ao A Y ste A’ o2 AHolsky, 4AH]
A2 Aol et sictan sisick A2t

° AR Ex BEH YL FEH, AL
= 93lo] £AFTL Hw A4} 1 H
Mo A7k A9elw AL Hrkn F
Bauero] o]of X|Zhel 9949] Fo4 gl ¥
A3t AZAE ZF Cox(1967)= 3o F7|=
7F 7HA Q= v A SHA] 25t Aol 7]Qlsh=
o] a7’} ‘vlASHA] AL ATE 2Tt
of it A B9 R sttt
T el 74 gdo] AYEHAA= A& A
Skl o] % A7 ¥ FHAolANL &4 7]
(expectation of losses)Z 4 T ol= ALRE 543
t}(Dholakia, 1997).

gHE, A44E 989 e ¥ BrEA] o
g 2= -9 A& 9ok Slovic et al.(1980)
o] AtolAE B7F A7 AE7Hexpert) A B A
E'7‘f(1ay people)IZ[of] whe} 919 7t M7t QL
2 oheh 91 A2 Yol Ffol7} Yk
steick. £3), MARAY] A48 9 Sol Fela
€l (heuristics)0] gt 0 & Z}& Hlo]o] A (bias)7} 7]
Yot &S AstAH

Hisrich, Dornoff, and Kcrnan(1972)°]] 9J5}#, 4174
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ol

o= 7147 A A2E SRS g AT
A 99 FEsty YA, 99 FR7 BT
A% Aol AT WoolE Aol FAE

o] A R8T A o ol M2k U
9] 7 AJ3gof| o] 71l ZFAIZ (confidence), 9
3 ]-B(risk tolerance), X124 *J¥(innate propensity),
A A9l A I (position of wealth) Sof Wt 9] 3
7t g2g&= AL AAEE dF= Itk (Dowling,

FolIgel P24 Ad AT s
1986). ﬂ-?% Eﬁ ATNAE A2t o] 73

3) Components of purchase risk

2312099} 2|2k5] 91e] Zolo] Bfod, Cunningham
(196720 “BEA Aol A5G Fes] mEs 4
Z TotH, AIEL2 7heAe AYs| 91 Q= A%
ojgt & 4= Utk(p. 103).72haL FAHAE, g A
=EolA o]AES FHLE WIEA] PSR

Bauer(1960)°]] 2J5}H, AxH| =19 117 T ‘_rL“H-HOJ 2
B3I (uncertainty) T} 2|5t ATl(adverse consequences)
o % A4 a4z PHEGT @ olE EAR
AR Cox(19670 £W|A7E TAHARE 715
= Y2 i F3of gt EAAe] Al st
oL Bl M AgoRt O T BE &
A9 £, @ | 0%94 ’5‘1‘5—‘10] X $2
& AR el=Ao] et &5 T = *314'7]'

L or
1- o

Ak

9 AQF(FER) 59 2ty AT Taylor
(1974 AZH= %LUHH%]% T A ¥ (outcome
risk)@ Lo & 23 (consequences risk) 0.2 TLET
of 93S Ao EgAgeR ""—943]‘1 Ut tHh
A A2 AEd Aao] digt &
ol AT BAH FAR, 7o F AR
OS] Az AnAoz WAL 4]
ESHAGoR 459 At o]k Hro] &AHS &
A7 FAE T syl
o] 59| A= FHiHES et B4
L % aao) gaw Hosn Yot Tt B
QL i ZAAol AolA o] Eet Ayfold, B
.‘9__ o] E;1]0]— 7—1J,]-7]_ _,_aHo]— _%jq-x% _Q_J'.gi B %\%
Holdt
olelg A\zkE TS A3kl BHAHoletn
HE As7F &= std, E o2 A= Qlch Peter
and Ryan(1976)2 93]S E% EHE=9] JFufjof
WS Al £49] 7|t (expectation of losses) T
£ "] 889 7|d(expectations of disutility)2t1 F%F

i

- 500 -



Vol. 27, No. 5

c‘)_}_

FHct. o] Adfl= Stone and Winter(1987)0] SJ3jA] T
& AR 252 &4l o F4 FE=
Aol o] Fuf Yol Bt o =9} &
2 "oy AY AEHA Atk AE AFATE
ASoFAH. I8 Ad7ZEHE EYE AeE
B AT S| Ehs el VR Hie
Zo] Fedolgt AEX

o|e} Zo] LAl 4 840 T = o
A7 s, sEdos B AYEol) o
e o] @Aolth. }2kE PueIRe] Adst 1 7
d Qo] B/ @2 A7 IR A9 HEE
4 2P0 g Yehlid ok} Zo] AT ¢
THDowling, 1986).

O FHAE=Eg44

@ FRAF=EZA =31}

® FAE FAE=2(EZAEAETH

@ FAA =2 &4 71

® FAA FAP=2(EA 7hxEA

il

o)

3874)

4) Classification dimension of purchase risk

A2kl o olge T Ao 24 (outcome risk)
o} Fuf 9] B AF(consequences risk)E EHFT
At o A AT (outcome risky= SJAMEAA At
o] Begolo], oL e AR S
St Zolt}. i & F] A F(consequences risk)E ZE
5 ol 240) Ak BT S0 vher B2HaAol
o, A9 A7} ol H=9 7HH =400
3t Zolth(Taylor, 1974). Y¥tA o g AH|AYE
wopol el Fui o d+ts HREE T A faa
SHLE o]FojA 1L Ut (Fig. 1)
© Taylor(1974)9] o2& "lgtog AH|RJALAS
oA Fujdy dgol Yehvts Ful el $A
£ & AFoA AT 1ol

A=
5g

< o
£AS

(outcome risk)S

&

1o,

87

(1) Two-dimensional type of perceived purchase risk

BEAYY AvAEEs HES AARE Bettman
(1970)Z &H|AZE 275k S /(WA 2™
(inherent risk)¥} 22} 2]¥(handled risk), °|EA F+
7HA fEox 2R 1§ 92 A8AE £
AlFH ol Bt AR} gl A9, 1L AIFS] #Fol
o “7l= 2459 ¢ €It =& 992 1F
AL ARHER)SH] YsiA FEE sk 1A
oA A7]= AL E ot AFHST Wol £t o
2 HHE FojlA EA BHEE AT H ol 7]
= 259 Folgt & 4 Attt Dowling and Staelin
(1990 A Zte G 1 -Z Bettman(1970)3} AR
NEl F 7HA f32 & BERote] A5 A+E o3l
o} o2 AHRPF B AEHF Sk AES
A o JAEM)E Y= AFE HF A (product
category risk)’ ¥} Bt A|lF Mo &) Q= e Al
F Es BHHEE A9 o 47 AE &7 98
(product-specific risk)’& At Qi o] Loz
QA Fu AP o|A AFFE e Zro] Bauer
(1960) 3 X|Zte 98- ESAd Zt9 g
2 Ho, A - AYE 9 s Ade F 7HA
FRoE R

r, R rlr

i)

(2) Multi-dimensional type of perceived purchase risk

ojx¢d A L2 E ARt AFAE
7 2 Ee LA AL 2 E AT
Cunningham(1967b)2 A2t 93S Al&slsto] A
31 99, AHA A, AAA A9, AR 99, A
4 199 53 ERHS AAISHATE T Jacoby
and Kaplan(1972)% A% £4Z Bof FHHHTE=Z 5
AAAEA 9, 454 A, A9A A, AAA
A8, A8d f8)oz BEFst9nt $HH, Roselius
(197)E AZE oS AI7F &4 (time loss), 9

Evaluation
of
Alternatives

Information
Search

Needs
Awareness

\. Outcome risk

H !
H !
i Post :

%Urc_h_f"se | purchase || Disposal
ecision ' ; i
;| Evaluation i
i |

<Fig. 1> Locations of purchase risk in the purchasing
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88 eetel Aol WA Anlo] Bk TlelEe] FEA Y AT 2R5AT

3] £A(hazard loss), Ao} €= (ego loss), &4 £4
(money loss)@ &3} tt.

o|e} Zo] i 4o #HAEE= NdH 4
To] FolE EH, A2tH Y] 484 EHN £
AT EA7|Ho] Bt =9, 19 Apde] W3t 1=
ool A AAol wheh thE ASE HolH, i E
o] g4 7t BEstA =l A= Fut 1%
A9t 7] 744 Ad A= EA =A0NA= F&
2 A9E et 5 At & AHl 7y 41
ot EHHUH S0 Bt G ATFSIH BAE
A7 FHACE 7l Y A} ERAZ
o Qlo1A Hol7h WAYE L glou, Anlate] B
T= AEY &40 et A% RE 35H Y
B Aolgh= AAREE Tsklth

3. Types of purchase risk by product and sales
channel

1) Review of purchase risk studies by product
properties

Aztel FuifIde] AgA o] FHRAW 27
o] AF HAE AA AFolH AU 482
ZAeret wAl ARl oA 9] Fuj ol Bt A
T AAS] AFEQI AE 13 Rl T A+
= Y EopollA QHEe thFolA & Jolth
Copeland(1923)= 4B[Z}] &3 534S Aot o
oA AE 332 T E(convenience goods), ATl
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2) Review of purchase risk studies on fashion
products
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4) Review of purchase risk studies on fashion
products of online channels
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on Fashion Consumption in Online Channel
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<Fig. 2> Structure of purchase risk of fashion consumption in online channel
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