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Abstract The purpose of this study is to understand the effect of product characteristics,
purchase transactions and logistics characteristics on purchase behavior and satisfaction in the
omnichannel, focusing on clothing products. A survey was conducted on consumers with experience
in purchasing clothing products, and research problems were analyzed through structural equations,
focusing on the hypotheses established in this study. As a result of the study, in the case of
consumers with experience in internet shopping, product factors such as aesthetic, diversity, price
and purchase transaction factors had a positive (+) effect on customer satisfaction, and customer
satisfaction had a positive (+) effect on consumer purchasing behavior. In the case of consumers
with omnichannel experience, price among product factors had a positive (+) effect on customer
satisfaction. Based on this, it is expected that factors that can activate omni—channels that were
not previously discussed can be derived and implications can be provided.

Keywords: Omni-channel, Clothing Product Attribute, Purchasing Behavior, Satisfaction, Buy
Online Pick—up In Store(BOPS)
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Table 1 Measurement Item
Factor Measurement Item Reference
Design preference .
Aesthetic Style preference Kim et al., 2010
Fashion trend Hong and Na, 2007
New product
Variety Seasonal product Chung and Kim, 2020
Pro.duct Product variety
attribute _ Product quality Kim et al, 2010
Quality Convenience of management
Product size Hong and Na, 2007
Reasonable price
Price Low cost Chung and Kim, 2020

Cost effectiveness

Purchase transaction

Product reviews

. Convenience of payment Park, 2020
(Transaction) Customer service
e : Refund policy
Log1st1c§ éerwce Product return process Park, 2020
(Logistics) Delivery quality
Satisfaction with online shopping mall
Satisfaction Satisfaction with shopping convenience Chung and Kim, 2020

Satisfaction with products

Purchasing behavior
(Purchasing)

Repurchasing possibility
Purchasing possibility in the future
Recommendation to frien

Chung and Kim, 2020
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Table 2 Demographic Information

Item Categories N % Item Categories N %
Male 100 50% Seoul 50 25%
Gender
Female 100 50% Busan 14 7%
20’'s 50 25% Daegu 12 6%
30’'s 50 25% Incheon 19 10%
Age
40’s 50 25% Gwangju 5 3%
50’'s 50 25% Daejeon 5 3%
Cosmetics 167 84% Ulsan 3 2%
Health food 159 80% Gyeonggi-do 52 26%
Online Clothing 200 100% Resid Gangwon-do 3 2%
esidence
Purchase Stationery 120 60% Chungcheongbuk-do 2 1%
Products Electronics 155 78% Chungcheongnam-do 3 2%
Kitchenware 140 70% Jeollabuk—do 5 3%
Alcohol 52 26% Jeollanam—do 4 2%
Omni Yes 82 41% Gyeongsangbuk-do 8 4%
Experience No 118 59% Gyeongsangnam-do 11 6%
4 tlmesme(\) r\éveek or 1 1% Jeju-do 1 19
2-3 times a week 5 3% Sejong 3 2%
L th
once a week 16 8% o thatl 1 6%
Number of 1 million¥
Clothing ) 1 million ¥ -
Purchase 2-3 times a month 37 19% 9 million W 3 2%
2 million W -
once a month 127 64% m ,pn 29 15%
3 million W
Tlion W -
None 14 7% Total 3 million 37 19%
monthly 4 million ¥
. . income of 4 million ¥ -
T-shirts, shirts 119 60% household 5 million W 32 16%
5 million ¥ -
Knits 9 5% mon 29 15%
6 million W
Recently Jackets, jumpers, 99 11% 6 million ¥ - 20 10%
purchased coats ’ 7 million ¥ ?
Casual More than
Clothing Pants 40 20% 7 million 39 20%
Type
Skirt 9 1o Survey Consumers with experience in purchasing
irts
? subjects clothing by online
Total
One-piece 8 4% number of 200
samples
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o4 1009 (50%) A= 11207294 50
(25%), RF30739A41 507 (25%), =r40749A4 50+
(25%), 507594 5078 (25%) o= R of
S8 Th

=Y A o] g Agd ud SH2> HFo]
ATk 827 (41%), $ith7F 1187 (59%)= 7
ol 9itt7t o wA Yewch @l o 3
o] Y= ATL FH Mulon APHEYon 3
FE 1678 (84%), 172 F 1599 (80%), ©lF
200‘34(100%, T 12078 (60%), HAFAF 155
(78%), W83 1409 (70%), & 529 (26%) o2
2480, A5 AE T et ol 13
A% 1278 (64%)7F P wekeh A 7R
MFd o7 F5= B2, M= 119%(60%) 7}
7HE gkt AFAE AE 50%(25%)9 7]
T 52W(26%)7F M €EH T A5 FHe
3009H1 o]/ 4005+ wRE 377 (19%)<F 7004
o]k 397 (20%)7F 7HE k)

fob ot g

T2 2 dE (structural equation modelling)
=

e AAREE TE AT oY We e 4
94 - 004 QRUAL BN EAT F 3

(Kwahk, 2019).

=43+
SAE FAHFY
(structural model)
g = &4

=
ZA45

o PN
(o5

(measurement model) ]
JNApAAE A8k T
2 pAEC. QurAo

2 914% 4 (confirmatory factor analysis)S AM&

du, FEeAAL A2 Ao A7 wdel 4P

S

o]

5 Bde o]yt A 2kl g o] 2t
1 st SHRde] AP Zhzte] A
W=7l e g 91 % P (single factor model)ell 9]
3 & AFEH AR Frrsth A ke 4 FH
=7 FAsE L xRS dAviy 245}6‘}
A 2k glo] FA J=AE HERATH
EQ] ] E/\ﬂ %_]H]—X%og

Al
TR A= 5 Al# =(composite reliability,
¢ FARF AFETL &
tH(Bagozzi and Yi, 1988).
2 A4 = IBM SPSS Statistics & IBM
SPSS Amos26< AM&3dte] TE2UAAELY S
Sl AT dFAAE HAA AT

Table 3 Fit Index of Internet shopping
Hypothesis Test

Fit Index Result Criterion
x? 13.123 -
df 6
D 0.041 >0.05
x*/df 2.187 <3
RMR 0.013 <0.05
GFI 0.984 >0.8
TLI 0.936 >0.9
CFI 0.986 >0.9
RMSEA 0.077 <0.1

(0.01570.135)

B ATNAE dgZen TAE WE 2o
#AE Ay o2 T2E FAss] 9
gad g9 24 A% By s
B4 AFel ZHk & AL MEFIY
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Table 4 Loadings and Composite Reliability

. Unstandar Standardize Composite
Variable Factor . C.R. L
dized A d A reliability
Design preference -> 4712 1.795  0.073 0.821
Style preference -> Aesthetic 4516 1.795  0.073 0.818 0.454 0.658
Fashion trend -> 1 0.138
New product -> 0.948 7.379 ook 0.628
Seasonal product -> Variety 1.08 8.299 Hk 0.743 0.479 0.733
Product variety -> 1 0.701
Product quality -> 0.982 8.688 Hk 0.72
Convenience of .
> Quality 0.712 5.716 Hokok 0.455 0.409 0.667
management
Product size -> 1 0.708
Reasonable price -> 0.944 10.929 Hk 0.75
Low cost -> Price 1.054 11.854 % 0.819 0.642 0.843
Cost effectiveness -> 1 0.833
Product reviews -> 0.673 5.338 HxkK 0.458
. Purchase
Convenience of payment -> ) 1.165 7.446 ok 0.718 0.391 0.650
transaction
Customer service -> 1 0.668
Refund policy -> 1.468 8.339 ok 0.791
Logistics
Product return process -> . 1.699 8.561 Hkk 0.88 0.589 0.808
Service
Delivery quality -> 1 0.605
Satisfaction with online
. - 0.87 10582 s 0.746
shopping mall
Satisfaction with . .
. . -> Satisfaction 0.808 9.992 Hokk 0.708 0.559 0.791
shopping convenience
Satisfaction with
> 1 0.786
products
Repurchasing possibility —> 1.21 8.355 ook 0.815
Purchasi bility i .
urchasing possibility in Purchasing 1349 2,604 s 0.88 . 081
the future behavior . .
Recommendation to
) -> 1 0.587
friend
% P<0.001
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C.R.(Critical ratio) @te] p<0.05 71+ 1
oli HF HEEY HF 7l ZTIA#
05 o], HHFEAF%(AVE: Average Variance
Extracted) 0.5 °]/, ZEAZZ 0.7 o]t
A% BlgA #S A3 Table 49 #oh 2
5 T AFAdL 075 9
O‘/P nARdA, F4, 79 9= 06-0.701%1
71 el wad 8 The

o= =
W gYEE HSe7] fste daaA A
% AVE#RS vl #4389 tHChoi and You,

&
+E 1‘411% 2l
BAS? gt AVERS mug A

Ayl
1l

4, AF #4249 b, FdEd wHSE
5 AVEZET Fith meja] BEdos
A
TEYAA By AHPEE Fldli Table
T A7 AR 7l el AN
b wela B odolHE EBlgEiA Ady X
a0 ook FA 2y gYE 24S
Al mEo Hgxm A Ay xVdf 1.878,
RMR 0.043, GFI 0.851, TLI 0.877, CFI 0.900,
RMSEA 0.066(0.05770.076)% A &% A F7F 7]
= el A

I

42 Jtd A3

B AT AR M AL A T2
442 FEAAT fAFE Bl A

AW

Table 634 2tk 7bd1 el AFe] del&A,
TFufAY, EFARE 22AL WEHLo| Fo
J(nel FFE vA Rolnke) a9l 67 A
3 712 ‘mErE o 593k A (+)9
| Aolthe] & 79 7} F 5749

rot

o] AVE%,%EE} Aot AF A ¥R 7] 2t =] Lo
Table 5 Discriminant Validity Result
A A% Q PT LS S PB AVE
Aesthetic 1.000 0.454
Variety 0.449 1.000 0.479
Quality 0.709 0.433 1.000 0.409
Price 0.035 0.051 0.080 1.000 0.642
Purch
Hrenase 0061 0187 0263 0214  1.000 0.391
transaction
Logistics
. 0.135 0.185 0.314 0.098 0.450 1.000 0.589
service
Satisfaction 0.167 0.221 0.136 0.433 0.321 0.104 1.000 0.559

Purchasing

0.164 0.305 0.158 0.187

behavior

0.180 0.061 0.684 1.000 0.594
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WEEe (1o GPe vAE 2de AE
el MAEAY, ey, A4 FuiAd &
oA WA AF 2 FAN BFAY A
898 wEES] Fo% P v 2k
07 WEEE 294 FrE] (e 3P
2 AE Aoz vhey

SUA Adel 2t 2uA $HE Koz
ARENE AN FPor], fAFE 5%l A
A3t Table 77 2ok 7HAL OF AE A
g2y, FoAd, BRANE 29 WEno
Fol@ Aolthel 39l 6

A(+)e] 9 nA A

N A PE NS EE s

A0 d&S v A Aolth e F 79 7 F

2702l 7hAde]l AeE o, 57/ 7] ZbE Aok
]

< WA= Ao® YERTH

22 AA Sel gk pA AE o R
HadS wf A2ujza A4 S 4§ 1 v
e AN TS A= 80 AF 8
AN mARAA, F, 7HA I el 8200l
o F4 Ad Aol e auAe] A9 Al
F 221 AT 9 v Hy A HFrvt
2B P Ee] H(+)e dFS vAE Ao
= et
5 4 B

B AfE ofgE A4de 27HE AE
A el A 9% AL AL gyade geder £t ¥ B2
AE 2]l el W AlE 291 7 AEo EA Tul A, EF EAF Auz
AR, bFd, F24% FAY, =R mtEw ol LulgE 7he] #AZ meotsls] 98
Qe R Fod FFS vAA Lkt o] 7854}
wA REEE 2 e @sel 409 9% w oage ARA AAES olde gk
Table 6 Hypothesis Test Result of E-commerce Channel
Estimate  SE. CR. P Hypothesis
test
Aesthetic -> Satisfaction 0.151 0.074 2.046 0.041 Accepted
Variety -> Satisfaction 0.173 0.065 2.646 0.008 Accepted
Quality -> Satisfaction -0.069 0.072 -0.955 0.34 Rejected
Price -> Satisfaction 0.359 0.048 7.555 Hkok Accepted
Purchase transaction -> Satisfaction 0.223 0.061 3.668 Hokok Accepted
Logistics service -> Satisfaction -0.029 0.057 -0.508 0.611 Rejected
Satisfaction -> Purchasing behavior 0.695 0.056 12.333 w3k Accepted
wxx P<0.001
Table 7 Hypothesis Test Result of Omni-channel
Estimate SE. C.R. P Hypothesis
test
Aesthetic -> Satisfaction 0.189 0.116 1.637 0.102 Rejected
Variety -> Satisfaction -0.044 0.121 -0.364 0.716 Rejected
Quality -> Satisfaction 0.06 0.111 0.541 0.588 Rejected
Price -> Satisfaction 0.37 0.073 5.072 sokox Accepted
Purchase transaction -> Satisfaction 0.181 0.096 1.882 0.06 Rejected
Logistics service -> Satisfaction 0.08 0.091 0.875 0.382 Rejected
Satisfaction ->  Purchasing behavior 0.697 0.083 8.347 ok Accepted
s P<0.001
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