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Abstract

This research not only determined the preference of fashion brand distribution channels
of active Korean and Chinese seniors who became major consumers in the fashion
industry, but also analyzed the effect on these preferences and choices of distribution
channels depending on personal consumption characteristics and differences between
the two groups. Data was collected by a professional survey firm. SPSS 24.0 and
AMOS 24.0 were used for empirical analysis, and frequency analysis, multiple response
analysis, EFA, reliability analysis, CFA, SEM, and multiple-group comparison analysis
were performed. As a result of multiple response analysis, the offline channel was
revealed as the preferred fashion distribution channel for active Korean and Chinese
seniors; the second most popular was the online channel. The results of multiple-group
comparison analysis reveal differences between two groups in seeking emotional
consumption via the offline channel; the effect was only evident for active Korean
seniors. A difference in seeking emotional consumption via preference for online
channel also existed, but only for active Chinese seniors. For these reasons, marketers
targeting active Korean seniors will be effective to not only offer brand information
by fashion display to let seniors understand the fashion brand, but also to have brand
events to form positive emotions toward the fashion brand. Moreover, targeting active
Chinese seniors will be necessary to transmit brand sensibility by utilizing metaverse
marketing comprising various factors, so that consumers can enjoy the fashion brand.

Keywords: active Korean and Chinese senior(eF&s WEJH X]L]0])  consumption

culture(£ B[S, consumption characteristics(525] £7), distribution
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I. Introduction

A AAA R 1173}t Ao Eoid 2E5d ol
7t A= AlYolEol dis] A4S Holw ohekgt
Ao] Y=L I o]of Ao & o]EfA F
Eolal gt o] AlYolEo] T Aldjof vlsl 2
5 AASHL gloH, 11 7t HiEA F7lstal Q7]

Zoltt. AtgoA o] A FEoH= E THE o]f
= U9 AY S TA ALS] £oA vo] E AR
= k4] B0 ' H|FolX AlYolEd HEA
Hot F55on @53 E4S AU 1, oF
o &30 FrofstA AbRlol SAEARI IFE F=
APS]9] Ao g H|FofX|aL 17] wjZo]Ttk(Shin,
2019). O] &2 E3t o A9l ARSI STt
HAE & FAot dFdt M= FFoke 3
55 Hol7|&E FhKim & Kim, 2021). o]2|3t B A
tjete] A5 FAISH MEE FFokal ohget
5ol Fofstr|E &7l ANAES AEHE AY
ofgial RETH IA9 AW A9 AvAERET A
Foi7t Bl ol 50604t &5t HEIE AJY
o5 AtF] A olro] WAS Holn A &5l 4
S0 g Bt oy} MEZS gA &%

= £74°] 7l (Rew, 2016), SHAAAIAE A
HH AYolEZ& F50511L 1o o]59 EA4Z v
Foto] ohaFst npAR A= ANk Sl Aol

SHH, s dAlolA Afst e nHARAS F
| @ol &85 e T2 fB5AY AR A
ZFo|gtal & 4 H(Kim & Hwang, 2014). o]= 3}
A iRl QeI g 7HA] fEAd
T2 tHA"S AR HAE Aldi7h = E
Oo|FRE Tt fEAdoe] &85 A&,
oo @ melat 221 FAZF FAF FHAH FF
7HA Y Adere &8 A" AZE AN 4%
ABEsE7] oY% 7] WEolth(Yu, 2019). AHAE
9] &5} 8 £F0] EorAH AH[AFEE ¥
3t Uehg =, AHRE2 fA8E T Al g
< 2 WEsto] g 279t &4, AHlA 55
Boll ApdstE AES otAA AaYOoRRE EARS
¥@7]%= stal(Kim, 2010), EA3FE T 3PsoflA Bl
ofuf F4gto v oz §82 IslelEAE A-f
B2 oA AHE sH71% fhek(Kim, 2018). 71
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sldsto] thoket $EAIS 83 v R Ae] A
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TEASE EA0 weh A Az e Y5 B

o7% 1ol WALl Bt TR np
JHg AAS 99 ol5e] BHS vt Aulg
2 AEske 3 2 AR Age] B4 uele $53
g oA A $35] A8} =skn Uk A
olct. Bt AN ThE AThe] m|x
Hoh 2njEL 223 9o A Sold 39
G LI Al Ao] 28|l BA
5ol o5 thoR 3 FEAY WARALS 5
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(Choi, Song, Zhang, Gao, & Shin, 2022; Joo, 2009;
Joo & Yang, 2008; Park, Lee, & Choi, 2018; Sul, Ro,
& Cho, 2010), A sjHAANA F8 AB[AZ 7
253 9 AEH AYolg oz FEHY vl
Aol anlaAgEol] vt ek Fohe A
£ ol g Aol Eet skt ohet Ha
5o} B Aol A BAS Holw] Theet uAY
Mol A7) AR F7 AR Aol S
gog o|5e] 2 B3 FEL L4510l ol
FRt FeAE AR AES AR A= oA Al
2 AR L 2ot 17 7]00 fb=ldt S590 HEE
AlUo] £HIAFE R 7 o] H83 4= Q=
Al e mABAZS sk AlsiM=
o5 LR T bt AFE HFste] o]59
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S7b0) A2 ohE AMAAR Q8] AulEslt Aol
A gAgslol 2uAAEl glo] Hol7k ehiy]
o], ol5E Aoz o uARAES +Ush]
SISAE 3 - F A8 Aole] A B4L Lot
BT 059 S4o] woiEl 2nAYES BASHE
o] Aaywojof Shrx Rok. 1g7]o] 2 Aol
L @ FF9 AP Aol oz A
B AVeIS9] Av] S4o] ABACOIN B
QEHQ AL Q.meelrt Lekol Ado] it
Mz 4e BEol X G W T Aulat Yol
o] Aol Yoluy, 7 Aol AP FEAY
SRR Yo 24ag AFtn s 2
ATE Fo) 2] Bajo] o5 GFL won] Aol
A BAE ST FHA AE Ao Lz
£9 Y5O Ao|F BAY & YL Aol AT 2
B}E vioR PN FHQ 2ul% Ao] At
How ALY 4 Qi WARA=S] $EAY v
gAY 712 42E AT + Y RO Bk
£ ATE B et A7k Qs s el
el Ao} Au|xHEE ohet A7t A9 Ay

$2 Lolu Rajo] whet olshA FHE Luld
=43 W50 HolF BAsle], AANN 28T
S 9k tHAYAY $EL 9 7% AR oh
2 g % oEln AUo] el 74 A7 71z Aw
£ AZSE | Qs Ak Lok

II. Theoretical Backgrounds
1. Active Korean and Chinese senior

BA =Qlahe TheA Avlst B3} 9 o)t 42
o 5H 0% ook ArlzbEe] glrkUu, 2021).

o1 YESA olrk A wAT AL - 7
A - 87 - 23kE e IS dot AL 5
BHAAE F2e 27 AMASE AEH A

Yo als goj2 AHojHtk(Ju, 2021). ‘YEE AY
opehe gole UL F7HE 140 A The
Meanings of Age’°l A 7P A& A=W EA7HA]
MEES F75h= AlYo] ABAES A5t R
A2l gol® AMEEH AL QUTk(Ju, 2021). o] 52 H]ofH]
= Aldiel #lold ABAE= FA A= 70thet 80Th

o9l - $xI% 87

o &dl= AHIAEZHA] AFA7F =7 oFR|T
(Sa, Lee, & Kim, 2017), ¥Ht& o 2= 5060 A )
o &5l= AH|IAE Yu]gth(Kang, 2016; Oh, Kim,
& Kim, 2015; Sa et al., 2017). F< AL A=
OhE A AHAEET HE B AlYojEof|A 5
ol =T, 11 olf= olE2 HE Al AHF
SRt B2 5 AAstaL glon 11 L7 A&A 0
2 F7Fskal Q7] wiZolth. ml=a Y29 AFfol=
HARE 1Y AP0 S0l o5& HFoE gt
ChFet Atgdo] A E o] AT o] HLol=
2000 EoiA QIF9] P3Pyt AAtEglom X
& Eo] 0]59] &7t A&F o7 Zrfska 9, 2025
doll= 18 QA7F AA JAFEY 20%E Ee 24
B Ao E0jd ACeE AYEHI Sl AHolt
(Han, 2023). =3} opxizix| 2 133} Q7 24
L& 37Kk e S99 Afole thE vt H
of WhE £ 2 113} ARl oo, AAET
Hl & oA A AlA 9 193} £ & FYst= 22
2 UEE 20250 AA] )19 30%E ¥4
= HSE AXE AR S rh(Feng, 2021).
olg2 W2 £& AT &4l oz}t o]ETHY] 55
gt E/0] Slo] sfAAdolA SR % St=H], o]
< 5640 E A &5 st AS Ast
Aot A7 AT, Aol BAHE F= ¢
o= AH FJEE oA PEo= Fth= E4o
AHLee & Yu, 2021). 052 E3t Z719] FAEHA
I A AR AR A7 RE A& stHA BE
SA5tglon 2F o|9o|k AA|EFo] HF2o=E
ZrofstH A AMEE & Aol J7E Shri(Lee
& Yu, 2021). ol&2 GFt AR WY e A
Aot ggsto] g A9 AHETRE & ol&d
o M2ES $85H= o AF20]1L fEL Zo] &
Aot TAS 2 A AES) B P Ko7
T 3tth(Rhee & Lee, 2017). 12 7]9] o|ggt o]&9]
£ BFE vHARBAES AAsH] HsiAlE o
AR AE F gt AHAE AlFsHAY BRHE
E= APAE 7He] 2340 IAE 34T 5 =
8elo] =3tE emeel i} thefet JHE Hot
Al glsty 48] P55 T 5 = 222 AE 5

A

o fAEHES] FEAE St &RAPsE &
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=)

= 363 -



88 A 2uAe] B AE @ 46] S40] BE SEAY g B MTAT  BARGAT

ElH AJUo] AHZE O R o]59 4H] E4E
gtgsto] f-EA el et AnAYES Hlwet A+
= WS B35 Aol g7 & AfoA= A
FAoA HoH B Aldiets FEEE YT &
45 Ad 50thet 60t 9] AHAES HE|E AU of
AH|ZFR AAEIYoH, 5060A4F o] SHelt Ft
A AHAE YO R 0|59 4] EAo] sjHEH
Tl emeRlyt 2eRld Aot A 5o vl
A= T 92 2F 79| f-8Agoll tigt P59 Ao]
Yot 12} Fict.

E

il

2. Consumption culture

AH|ESE A9 7310 /o=, 4o
| 7HE AAsiH 2RAEY] Pl AFHew
F&= "A= 2oHH(Quan, 2006). =3+ Tl
A9 4] PPz LAY JAF-EA A £/ o
2t ohFsiAl Yebd=d], AvjRke] ItEA s |
T 5 2HAYE 7MY 2A 9FE A= Haee
Av9 ARt FHolety & 4 ek WA, 2
A9 AFEATH W F Avlae] Aol e &
H) 50 Zfolo] glof AL AThe) £HAFEL ofn
JAE e Elo] Jake won Aushs ww
oll(Quan, 2006), AlUjo] £BIAEE 254 e 774
2 ANEA A A FFL wou] HYotel
710l 0] FEol glo] A A9 JFL W
Ao gl Foz ehtth B3 AEl8 AYolE
© ofgMRE FYPH A% T wakE 2
3 Axnlof oM AFH 2RI9 5= Ao
ofd A2& 291 T3 & 485t o]& 5ol WY
b E/g0] Atk & 4= QUth(Rew, 2016). AE[E
AlYolo] AREE ARG HEE A3 Rew(2016)9]
AFolA= A B AYol 52 A ALt o
A gA Ahe AS AFske £/401 Qlof 1mof| gk
Aol mif- won oF JRolA 22T 4% SNS
2 A43How AR STt AuES 2]
AEo] L VAL E 02 Rolomt AuR
o] SHAjo] glizd], ol Mt MR} S AFETE
et AT B4 59 AS - B9 8900
o wor Az B Babt YL, o9 4
o5t FHE Bt 2vAHEY Avl POl
e 97 WRolch. Sl SR AH|RE )

=

—_

Jor &HR} AR oA Q] AR|AHEES] At
ol &4t Li(2009)2] AtofA= AH|ARS] <]
AFEZ Il QlofA 7t - T AER; ZF HEEA O
S B e gl gate]| diek Q14)ef Apel7t EAet
ohal stgloH, Qe wijdo R oherdt
FEE de Ae A2l o AEe] dS wt
Fsto] Fuj S el v S5 &R
=< of JEAS EEsET= AAlol et
JEol| A8t 4H] FFg HATL SHFH. o]
T3t F 2HA 7] FEe] Aol A= S
‘Joldt AMFAANA 7190%t ALer, =2 F9
< IAFEH EA8DY] ¥ Lo AnESt
F=A e ot Fito] Peoll: IR
AFEF] 711 F9] AHIAES EAYTY] IF
Hohs 37l o8 Alede JEol wet £HEs)
7t FAEAL o]t B0l AP FolE Y=
TR @ Qe IF7]0] 2 AFellde Y%
& ESolA =7 A o] w2t olsHA J4dE
= S avES] IE A=l = A
ElE AlYo] &ulxlE ko] mjd Sl Higt &

£ Aolg opuazt ek

3. Consumption characteristics
aH] A4S AHAEY] 44| PEo] HIEHE 4
HIRFES] 503 7] Molch 4v] S4e Azt ol

FEALH B4 5 Aust FAo] wet ch2A 4

o FAEJ7] dzolztal & 4 ATh(Yu, 2017). &
= Ao &R Yok F ol A4S tdstA 49
st gt HElE AlYolE2 4o oA T =
53 S 348 o ot 4] 4H] FF
of FFE v|X= Ao = YEFGTHChae, 2020a; Jung
& Park, 1996; Kang, 2010; Kang, 2018). HE]H. A|Y
o] AH|AES EAGE dotiH o5 PFg £4
ot o2 Aol =& HEH AJYojo] 4H]
EALE o2 euERIA 9 &35 7P Aost
I, BAAR] e F85H sty A E= o
o] JoFE Wol W= 2o & It WA of

2 Fuff P52 B3 Chae(2020a)
of AFoIAE A Aol 43 A A% T

= 364 —
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A=tk shglon, A 7l Al
e 484, BA1 &g S30Hal st
ALt o1& E3F exeRlojAM 9] £HE S7]H H
o] tAZd ]9} 28| AEHJAWE] @olo] T
Al U}o] Holm AH|gkcta 31 TH(Chae, 2020a).
% - A% 28|A9] 4H] BT ASuigate] 1)
d

= —Er@ﬁl' Ko, Choi, Chung, and Jeon(2007)9] d
AL g Aol 2MAEES 3BE FR
Tefeky BATY /NS FAsk FeHe Heg

S5k E/do] AUtk shylth. Alyo] AH|AHe] 2
o|ZAEIAF £PAFO] WE P52 AT Kang
Q18| SFAAE Ao] LIS FUE £
stof, 4 7HA 9 AAA 7S Ftshe 540
ATFAL SkGlom, o]t i‘ﬂlz]"g«l E7gol 7 3
ol JFS vHTAL sl FASEE AE R
Aol &2 S 4Hsks H Slof f34e 19
St 2o YEton, ol HHEES AYsh= A
< Z71ANE & g3 HAT o)A An|Es ATt 3
Yo eRE JHE Agwon PFotes A AT
Ste Zo® BAFHAM 237 & dFolAEs A
PAToA =EH AEE AJYo]9] E"ég e 0}04
o]59] 4H| A4S sjHol ¥ilol qle
T 399, & ezl EAEE HA5oh
F73, Aulaet EARS At
A4 FAPOR Prgste], HEB
H] E/do] exeilat 289l f5Ad *49_9}
FE 1L A=A FHQA AEE AYo] 7o
H|ZHY59] ApolE dolH At gt

rl
¢ d rE

I :|o
M ofl

M re
Ol o, lrn

rlr
T ooy Fl

> o

5
5 H

Bt PBrorfroox

er

4, Distribution channels
47+ A o2 Qlsf HAE AR Hgto] A
oft oY YL Ao UAE V&S B8

of npARAZEE AL St o= HAE TleE

BEY A4S O DU YRE ARSI A
ALY 5 YT, AUAE EF A U Gash 47

glo]l HotA Apilo] Ysh= HHE S3HAA v
JArE S HE & W71 WEolth(He, 2013). ]|
T AAFeIA . ZEelofA AT 4 Q= vAB A

S 2| &A 07 £Fslo] AH|ASoA Bso] o
% 4ust ole] EES W BEA Al 4 9)
TE ot 281l fefd dEE Akl Aok

$x1% 89

et uﬂm Yesiol 79 oo 3E 53
AES Ao HAYES DY AR TohoAt
23 Welt AvAE EG B]0] Lol of
Ut b 71EH9 REAEY exetel 35AY
AeE HIH0T BT ek 5, HAAGNH
L 3@ Y 5L BNl nplPHEE A
Aol 0] ohd Sefdl 5 LAY £5
e B Fgste] 2uAERY HHS Walo)
U EL] EHE 1 tﬂﬁ} A x%_tcé AuA7IEA 332

= oxers am
A AHE

= =

3
Efuh= ﬁgi %*4 H

202002) oq;uﬂwt
ol emsiele Arém, S SNy
X],_E_O 0 =] =
390l & - QeIs) AY R ASUL o4
FERD T 2 24

k0142 F7A A SalAS e A%
S0l Wabgol o] Tulg Mashe AOR bt
Jout 484 AFY FSoke 484 o] o
o REALS MR Stk olHY AvlAol
weh ARAES Tl B HEste Ay
SEAYS AEsls AoR ek, frie
SO et YL BT HPATE 5
Ao Agrlo] anEe gaoz A9 AT,
AElB Aol 2HIAE] B4 Wgstel fEAE
of st et WEY WANS BAT ATE W)
© Bzsl AAolr} E3F AHRC] LA WE H|T
ATEE B 27k AMAE o FEAY
v thak AES BAG A7 thRel A
B 5 330l AL oI 5Ade
83 The SRS AT 1o, A
SBA 1l ot st 55 Av 95 R
o2 BAsH Ae Wastchy Hek. ol & A
A QU F7Q e Aol anlE By

o= ogo] MEshe EAIS Toha, 0|5

= 365 -
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&) 54o] A fEAE it FEol vAE 9

S Y| - EY5taA} it
. Methods

1. Research questions

=l Sl AEHE AYo] &HANE gL
2 olEo] Assh: WA FEAEL Yol o
o] 4] E40) w2 454 Az LAY P51
23 &v|Esto] weh Aol FAE ol FE
o] o] & o] fI7t £ A FAH ATE
A ohgat 2t

ATEA 1. BT} B A E Aol A

AFEA 2.
A=A 3. A=t F=]l AEE Aol &

ATLEA 4. FFAT
Aol A= @meel Ad A
57h 959 A 5o vHE

-1 OO

e Yohrrt.

ATEA 5. G FHQ A B Ao] v
Ao ABAES] Lokl A A
7 SEAG Ae o] HAE J
2 o},

ATEA 6. YA FHA AR A ole] &

H) E4o] WMHAEY £ - oxe}
Q $EAY HT @ Ae 5o u]

A= gape] Afolg Popurt.

2. Research model

Al F7 AEH Ao 2uzke] 4n] &
do] o2 i fEAY A5 9 AY P52 Dot
I T A 7 FF BE AolE EA5H] At &
A9 AR (Fig. D £t

3. Measures and procedures

A} F3Q] AelH AYolE oz ol
o] dzshe Wi FEALL Fohr T 059 4u
E4o] BjHBAES] REAHY A5 U A PFo
wlAE % 2231 2l et golsiA F4E F
Ak 7+ 2ulREe] 2ol Polry] 93t £ AT
L HEAES Agstel 1= gict AeE Ayole]
v EA B AEEFE Chae(2020b), Lee(2019),

= =

Bor

Desire
for
trendiness

Seeking
brand
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Seeking
emotional
consumpt ion

Preference
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channel

Preference

online
channel

for

Choice
of
distribution
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for

i
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national ity

<Fig. 1> A proposed research model
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Oh(2021), Rhee and Lee(2017), Yun, Lee, and Lee
(2017)9] A9 Holslo] 245}
Ak hgoz o - exelel fEAY Mot A
T AEEILS Cha(2016), Guo(2013), Li(2009),
Li2013), Yu(2017)9] A5 Fmsto] Z4aisio
o, 5% 73 dAE HER Zsech vz o
I3t 24, 98 B —Erf?}& EER R
AHEZ 2459 ol

pSh=R=t;

O A
2T Xq

2 448 ARAE %—%01 o AT S F
Q19 Wejnt ¥} HYS AR F ool ek
th 2 2AE AN A ST A AES
9ol el s Ao} Lulafe] &ok sotheh 60t
dlA 1052 GAOE o) RAS UASAIL, o]
2t A%E EE HEEGS 54 - nste] 2
S WA AT HE BERFLS LS

B ZAN= 20229 1€ 289 EE 20229 29 1097t
A AEZA} AR QA9 o] AR AR T2
H AERAL QA e 28l f 2 885t
o] AAlstgch. AERAL gAAHE HEAQl HejR
Alyol &vA; Agdlo] sfg== 50tiet 60t =
oly} ZHolog AMATIYTh HLAFHOoZE 9l
A} ARRY] A9 2020 7)1Z 291 FpEo] 2914

£ olgo] Bt 9 450 4308 9 olgo] Hvf 15
shw &9 olge) shelo] Sk sochsk coefel Bl

AH[ARRE T WoflA] 7EAE A50] TP B2 A
Q1 14 Ao AFESHH 7,000 919F 0]/d2] 450] 9l
I 155t £ ol shgo] e =l AHF
= 08 HERARE AAISHI
A28 98 Q5] SPSS 24.03+ AMOS 24.02 AME
BB, ESHEA, g4 aQlEA,
A, ZR1A QQIRA, YA HPEA,
g 5 A%, EAEEAS A
AL gAY IFEASHE EAE doth] ¢
= ‘ﬂEﬁrﬂ% A A3, =9l SEAE 3027
(48.9%)%1 ACR Uty £29 SHAE 3157
1. 5%)0?-_ ZRI=E At A AR Holo] E
A2 507} 3148(50.9%) 2.2 e 6oq17}
30378(49.1%) 0.8 FolEglon, Ade Axg
AJ0] 3097(50.1%), o]Ado] 30878 (49.9%)°C. & 3 ﬂE]
At ZAF giARRte] sHEL slolst Awl, nEshn
ZAL 1615(26.1%), T ZHL 3678(59.5%) 2

ogal -

$x18 91

2 UeERga, gahd 2L 897(14.5%) 0.8 EolE
Atk A A AT B4 Aye=
(Table 1)3} 2t}

V. Results & Discussion

1. Results of preference for distribution channels

Q13 F=9l HE|HE AYo7t ASste= mjAd
FEANEE Lot 7] sl A meh WS U
o] OF3EEAS AAISHIH =2l HEE AY
o7} Asste RA FEAEES dotr] 93 %
AAIRE A3t & SH2 426(100%)Q1 A
o= vt WA fEAE dzet i F &

Z ool FEAdE ASsitt= SHAE 2407
(56.3%)% Ao Yo, 2el fedS A
S SRR 186 (43.7%)9] A0 ® FolE|Q]
. §0R $3¢ AE o]} Hashe 4
FEAEE dot] A9 S8 TEAE dsil
ow, A FEHE Aol qﬁ_ T SES 488
(100%)%1 Ao & Uetgth i f-5xd Ao o
SHE S F oxEdl EAYS ASSitE &
A= 2687(54.9%)%1 ACE UERET, 289 45
AY e Mottt STab= 220 (45.1%)2 Aoz
SRIL QI &, HALRdolA FR5HA EEE= F
TH] feld F A=ldt S79 HEE Ao} =

<Table 1> Result of demographic information

Demographics Frequency (%)
Korean 302 (48.9)
Nationality
Chinese 315 (51.5)
50s 314 (50.9)
Age
60s 303 (49.1)
Male 309 (50.1)
Gender
Female 308 (49.9)
Graduation of highschool| 161 (26.1)
Educational | Graduation of university | 367 (59.5)
level
eve Graduation of the 89 (14.5)
graduate school '
Total 617 (100)

= 367 -
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T omeRel fEAEE 7MY ASsks AoE e
Wi, 1 thgo R 281l fEAEE ASsks Ao
2 I} =l S HEJH AU o] 4]
A7t St feAldS gotir] 9l thsddR
A& AASH AFE= (Table 2) 2 (Table 3)3} Zt.

2. Results of confirmatory factor analysis

F47hdel e 9 T2 4T e Qohn
7] Y3l &2l& Q 9lE A (confirmatory factor analysis)
o AASHYTE 1 A3}, CFI=936, TLI=.927, IFI=
937, NFI=.906, RFI=.892, GFI=.898, RMSEA=.055
123 SRMR=.0522 UERGt th20 & 7} 9919
A=dE glsty] flsl Al =iAE A Ay,
HE 80919 A8HIS dut A57t 713 oo =® U
Eh} 2t 29 BE Alggo] Ik Ao v,
574 HRlojA 9 mE A Helo] #ES} ASE &
olst A3} H%F 557 o]AFO 2 UENG, Fornell and
Larcker(1981)7} A|QIst Z4]02 A HE: AF
(composite reliability)E AARE 2342 = 2% 707
ooz e} Q7Ree] Hehy 9 SerEol
B4/ gl Ao s,

theoz WHEEIG T E AZ517] Q6] Hair, William,
Barry, and Rolph(2020)7} A|Qst 4]0 2 HEAL
Z=Z(average variance extracted)gt2 AARSH 21}, B
= 8219] AVEgIo] 457 o3 o & Ueith T3 4

<Table 2> Result of multiple response analysis on
active Korean seniors

Preference for distribution channel | Frequency (%)
Offline channel preference 240 (56.3)
Online channel preference 186 (43.7)

Total 426 (100)

<Table 3> Result of multiple response analysis on
active Chinese seniors

Preference for distribution channel | Frequency (%)
Offline channel preference 268 (54.9)
Online channel preference 220 (45.1)

Total 488 (100)

U g g0l ol Ax gEE FHoE FRIFY]
ot ZR14 8184 9 gk A A= (Table
4y 9 (Table 5)°} Zt}.

3. Result of structural equation modeling

AFRYe] F2HRE HAs] ) T2
RYRAS Ak WA, AEE Ao} Av]z)
o) Al 714 4H] E4o] @xalel fEAE Ao 5]
ilh YL Bletsich. 1 A3} AelB Aol o

A aulAe EAE 27 4 exatel f5AY
o folule ogf'»g—w HlAA e Ao ek
A= P 2T 4% B9

Lore e 8o o
fo 19 }ol'
° [H m
T
>
i
i)
19

Shal 954 AT SOl AL o)
A0 Uehon], gaan] #7 4 w3 ox

9 §EAY Mzl FouIG JFLS VA Ao
2 Sl gick. of oxetel RN L 4
A WEY A9, wlglos e A Aurg A
B8 5 U8 B ohiek B Sl nalmel 45
o Azuhth e AMS AN} BY Aol
L G olzel S 54 o5 Sl 3

2e Fug sugjelA] AT A pHBAS
o w29 Auetx ¥ 4 9t

o2 oEn AUo] TA 2u|Ae] A 74 4
i) E4o] £ok9l 9EAY Mo mAL AFS &
k. 1 g5k EQE 27 470l Lk 73
Ad Mzo] folulat e AL Aoz ekt
o} oEE AUojo] HAE WA 27 4 £3 &

l:
2l FE5Ad Aol Fovlgt 9§

FE A= AL
2 Yepgou, fAd4n 7 A3 Aeole 28
QA Ao fougt IFE vAA] Y= Aoz
SMEP*E} Z, dgB *11401 4H] I~—94 ﬁ% E

AR
=2 E%E W ske ReAlldS 7 AlFske
Aoz SASUT. SHAT AAd4H] 7 AT A
ElE AJYolo] Ffols BHES WIS o dof
42 53l ATHE El= AHA B HHEE 4
H Aot #AE 34T =+ AUe 2l 54
duke Adoshe Zos YEdt ol dEE AlY
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<Table 4> Results of confirmatory factor analysis

Factor Item S. Est. Est. SE t Cronbach’s CR
alpha

I usually dress-up well. 664 747 042 17.856™"
I usually wear trendy clothes. 807 | 1.023 | .044 | 23.411™

I usually discover fashion trendy by .
myself. .848 1.124 .045 25.242 873 819

I usually have an interest in fashion. .848 1.077 .043 25.259"™"

I usually prefer clothes that highlight
my individuality.

Desire for
trendiness

644 .839 .049 17.183™

I preferentially consider familiar
fashion brands when purchasing 674 673 040 | 16.689™
fashion products.

Seeking brand

: 713 707
reputation

I importantly consider brand awareness

when purchasing fashion products. 71 828 044 18918

I preferentially consider fashion brands

that sell high quality products. 394 579 040 14.362

I preferentially consider purchasing
fashion products from fashion brands
that allow me to experience pleasant
emotions.

751 812 041 19.781°

Seeking
emotional
consumption

I preferentially consider purchasing
fashion from brands that offer services | .777 .827 .040 20.660""
that make me happy.

764 746

I preferentially consider purchasing
fashion from brands that can help me | .647 .684 .042 16397
to form positive relationships.

I prefer shopping for offline fashion
brands for which I can obtain brand
information instantly from the
salesperson.

719 881 044 | 20.099™"

I prefer shopping from offline fashion
brands for which I can check fashion .827 1.011 .041 24608
merchandises by myself.

I prefer shopping from offline fashion
brands that allow me to not only
experience the fashion brand but also
Preference for | make my purchase instantly.

offline channel| | prefer shopping from offline fashion
brands that offer expeditious customer
service and allow me to obtain services
after purchase.

.839 995 .040 25.161™"

914 .883

.838 1.022 | .041 25.108™"

I prefer purchasing from offline fashion
brands for which I can check the 820 | 927 | .038 | 24305
quality of the merchandises by myself.

I prefer purchasing from offline fashion
brands through which I can identify
fashion trends and choose among
products.

761 .899 041 21.765™"

= 369 -
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<Table 4> Continued

W AR §EHE AS L AH] EX] uk

Factor

Item

S. Est.

Est.

SE

Cronbach’s
alpha

Preference for
online channel

I prefer fashion brands’ online channels
that can allow me to make decisions by
checking reviews of other consumers.

677

793

.043

18.389""

I prefer fashion brands’ online channels
that can allow me to compare fashion
products easily on various online sites.

811

.987

.042

23.668""

I prefer fashion brands’ online channels
that allow me to confirm both fashion
products' information and brand
information at once.

.863

1.027

.039

26.033"™"

I prefer fashion brands’ online channels
that can allow me to compare various
fashion products on my computer
screen.

753

961

.045

21.232™

I prefer fashion brands’ online channels
that allow me to obtain fashion
products by delivery or return them
conveniently after purchasing.

157

927

.043

21.325™

I prefer fashion brands’ online channels
that can allow me to shop conveniently
at home.

139

.907

.044

20.615™"

.898

.853

Choice of
distribution
channel

I will preferentially choose fashion
brands’ distribution channels that are
familiar to me when I purchase fashion
products.

782

813

.039

20.882"""

I will preferentially choose fashion
brands’ distribution channels that are
familiar to me when I search for
information on fashion products.

743

755

.039

19.212™

I will continuously choose fashion
brands’ distribution channels that are
familiar to me when I purchase fashion
products.

788

.828

.038

21.518"™

I will introduce fashion brands’
distribution channels that I prefer to
my acquaintances.

.622

785

.050

15.714™"

I will purchase fashion products from
fashion brands’ distribution channels
that 1 prefer with.

557

.690

13.598™

.832

185

Hk

p<.001

o5 TIe AEET BAE A= A
9 (Choi & Lee, 2020), 2oz A7 P4

gk olye}t PEo| e JFE nE
A(Lee & Yu, 2021)0] ¥t= Axetn & 4= 9
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<Table 5> Results of discriminant validity
Desire for | Seeking brand Seelfmg Preference for | Preference for C.ho.l ° .Of
. . emotional . . distribution
trendiness reputation . offline channel|online channel
consumption channel
Desire for trendiness 589 - - - - -
Seeking l?rand A388b 457 i i i i
reputation 151
Seeking for emotional .535° .502° 529
consumption 286° 2520 ’
Preference for offline .250° 351° 331° 643
channel .063° 123 110° :
Preference for online 415° 328 337° -.051* 501
channel 172° .108° d14° .003° ’
Choice of distribution 487° 4427 .522° 2517 .507° 496
channel 237° 195 272° .063° 257° )

Diagonal values in bold represent the AVE.
* Correlations of variables.
® Squared correlations of variables.

282 s, BEt FHHOR GAR A% U o
S8 ot WEOJE Jeg vlAchs S
219191 =gl o]Z(Extended Fishbein’s model)S A A]

Sk A0E & 4 Qo R4 1
29l AIE (Table 6)3F Zrt.

FLEREEE)

4. Results of multiple-group comparison analysis

1) Results of invariance tests

JEYREAS BEol] - F AEH Aol
WA 2ulA] 48] B4o] & - oxalel REAY
A5 SEAQY e nxx JgFo] xjo]E o}
ur A % Rde] 2% 594 75 ANS
7 A, A9uFa SAAFRY 1+ 229 Kol
84.074(28, p<.001)Z UElE, § 2F9o ZJo|7} &
ot Ao g IRIFo] AFrPH FEAF =Yg 7t
o 24 5Y4 B35S At 1 A AjE
Pt BEAFRY 7 229 Aol 14911(12, p>
05)2 Upergom £ 23] olrh §ol5kA e

Aoz glvlo] thEAURAS AN U8l HF
Hog RuActngg Awsiych A

Y A5 A= (Table 7)3F 2

=%

2) Results of multiple-group comparison analysis

QAT F9 el Aol A Lol A
H) E4o] t2 omelel Ad Lokel Y Mt
SEAG Aeo] nlxE o] Xo|g Tops]
o e ATEAS UAsch 1 A gl §
9l AP Ao]o] EAE 7 o] 9xmefal
A Azol WA Gl YolAE T Ak 1k 5]
ujg Aol7h gl AOE vehget. & - F AeE A
Yojo] BAE WA AT Aol 2xetel Y AT
of u]A P Holo] IHE T ek 1k Hol 7k
Qe Ao FAUE Tt & - 5 AEm AUole] 4
K] 27 o] 9xelel Ad Azo WAL o
ol QoA 5 ek 7k folulst Zol7t Yl Ao
2 ehdeh PR A Gl e AYol
o ASol A4H] £7 AFS omelel Ad A
so] 3449 G AL RO UehdAT, F
291 Q|8 AUolo] ol 7PAu] 2T 4
o] emetel Ad Hzo] YA JF& vAE 7
o= epgon, el el Ayole] H9ofu
R4 27 o] Qmel A Azo] fou]
% Ao A ol HHLASO| oxefol
gl A AFEE AUl ogo] & - F dEn
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<Table 6> Result of structural equation modeling
; .
Structural path S and'ardlzed Estimate SE t
estimate
Desire for trendiness
—Preference for offline channel 008 009 061 140
Seeking brand reputation .
—Preference for offline channel 323 489 A4 4.352
Seeking emotional consumption .
—Preference for offline channel A75 228 102 2.238
Desire for trendiness . 391 345 064 5.428""
—Preference for online channel
Seeking brand reputatlor'l 189 297 108 5 738"
—Preference for online channel
Secking emotional c0n51'1mpt10n 088 117 099 1174
—Preference for online channel
Preference for offline channel .
—Choice of distribution channel 268 257 038 6.689
Preference for online channel -
—Choice of distribution channel 575 4 044 12.173
T p<05, 7 p<01, 7T p<.001
<Table 7> Results of invariance tests
2 df | x* difference | df difference | p-value CF1 TLI RMSEA
Free model 1,373.548 660 - - 927 917 .042
Full restricted model 1,457.622 688 84.074 p<.001 922 914 .043
Partial restricted model| 1,388.459 672 14.911 p>.05 927 | 918 .042
Ao} 249 14% of w1 jgpo] glo} Mgk 2t & T RO Aol G5 Ao 2k

Zpol7} gt AdgATLe] AikLee & Yu, 2021)9F

e Az ettt w3t &
159] gefo] gt
S} o] 27} o 4 SlEke BHkel AElE Ao
AH|AFO] E4(Lee, 2019)0] BtFE ZAxpeta & 4
SIck. SRR £ AUAES A4 T} A 2}
o ohge A WSl st A
Tf= Shim and Geum(2013)9] A4teb= 44 HE X}

t 94 28 Ao
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Yol aujzte] AJz=gt fofm|st A
ol 27 3o it Az o
gt AAH<L o] Q=oll= &
Aog UEhd =l AEE AJYoio] EA(Kim,
2015 AE FHE B IS Fotke 59
AB|ARES] E40] FAFF | ool S
&= "At= E*é(Zhang, 2019) & AH]of] 9o
e d8Ae FRIteE S5 AlYolE
73 (Feng, 2021)°] E‘_P%‘% ANz & 5 ek -
HE|H AJYol9 ozl g ASVF S&5Ad A
2o mA= FF2 AolE RISt 23 F AT 2

ofN [t

kil 97

T FoulRt Ao s yYebgou A 7 Zfol=
Aoz FRIHAt vpAgte 2 =0l Zi“’ o
ElE AJyo] &Hrte] 22l Ad o7t f8Ad
A= FE AolE At A, xRl
Ad A7t =l S=9 AEE Ao} o 4
HZke] fEAE AEf mAle I¥H A=
T Ade Az 2E fouet Alor yEhgo,
Y 7 2ol Qe Aoz ERIHAY. HSidw
Mol FAA A= (Fig. 2) 9 (Fig. 3) 123
(Table 8)3} Zt}.

Desire
for
trendiness

Preference
for
offline
channel

Preference
for
online
channel

Seeking
emotional
consumpt ion

Seeking Choice
brand of
reputation distribution
channel

*p<.05, =K .01, *p<!

<Fig. 2> A resulted model of active Korean seniors

Desire
for
trendiness

Preference
for
offline
channel

Seeking

Seeking
emotional
consumpt ion

brand of
reputation distribution
channel

Preference

online
channel

Choice

*p<.05, =01, ~p<.001

<Fig. 3> A resulted model of active Chinese seniors
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<Table 8> Result of multiple-group comparison analysis
Active Korean senior |Active Chinese senior 2 ) )
1
(n=302) (n=315) * g 140
Structural path
Stand. Stand.
t t 1,584.013 | 675 -
coeff. coeff. ’ 7
Desire for trendiness
— Preference of offline channel 127 1.733 .085 953 1,587.444 | 676 3.431
Secking brand reputation 291 | 3538 | 696 | 3.016" |1,587.268 | 676 | 3.255
—Preference for offline channel
Secking emotional consumption 224 | 279" | -280 | -1.195 |1,589.543 | 676 | 5.53°
—Preference for offline channel
Desire for trendiness 231 | 3.0547 228 | 2906 |1,584.175 | 676 | .162
—Preference for online channel
ki tati .
Seeking brand reputation 165 | 2.039 156 958 | 1,584.049 | 676 | .036
—Preference for online channel
Secking emotional consumption ~096 | -1.199 457 | 2471 | 1,591.622 | 676 | 7.609"
—Preference for online channel
Preference for offline channel 208 | 3.849"° | 297 | 4.687" | 1,584.131 | 676 | .118
—Choice of distribution channel
Preference for online channel 480 | 8302 | 668 | 7.695 | 1,585.612 | 676 | 1.599
—Choice of distribution channel
T p<05, T p<0l
V. Conclusion =3 Zo| A st gt
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