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Fashion Consumers’ Purchase Intention on Cross-border Online Shopping

Joo Young Lee, Ho Jung Choo%, and Hyejoo Lee

Dept. of Textiles, Merchandising and Fashion Design, Seoul National University;, Seoul, Korea
! Research Institute of Human Ecology, Seoul National University; Seoul, Korea

Abstract : This study identified factors that influenced fashion consumers’ purchase intentions for cross-border online
shopping. This study utilized three outshopping motivation dimensions (utilitarian, social, and hedonic) to empirically ver-
ify research questions. The moderating effects of consumers’ perceived risks between cross-border online shopping moti-
vations and behavioral intention were also tested on Korean female consumers in their 20s to 40s who had experience
purchasing fashion goods through a cross-border online shopping channel within a year. The research are as follows. First,
the three motivations have positive effects on cross-border online shopping purchase intentions. Fashion consumers are
greatly influenced by hedonic motivation compared to utilitarian and social motivations. Second, perceived risks do not
negatively influence cross-border online shopping purchase intentions. Finally, there exists moderating effects of per-
ceived risks between utilitarian motivation and cross-border online shopping purchase intentions. This study reveals moti-
vational and moderating factors that influence fashion consumers to shop through a cross-border online shopping channel.
It contributes to prior studies by extending the research range of cross-border online shopping into fashion. Marketers
and retailers should note that fashion consumers are most influenced by hedonic motivation when shopping in cross-bor-

der online malls.

Key words : cross-border online shopping(2}21 3| ]2]%), shopping motivation(s:3 §71), perceived risk(1E *1zt)
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Aoz A PNA APe] AR Falel 20159 3820 Uol, A AEe] L2l a9)HT A

ARE] 25U7HA] 221 Aol A AT BHe| Y FE 3T F 201447 oF 149 /7 B 2kl 9
SR Holag A Slel AR AT W SEde AE, 7 A9 el B AES Pud Adel g 200-400)
Table 1. Demographics and cross-border online shopping usage
Measures Items Freq. Percent(%)
20~29 99 32.8
Age 30~39 103 34.1
40~49 100 33.1
High school or less 35 11.6
. Undergraduate student 36 11.9
Education
Undergraduate 204 67.5
Graduate/post-graduate 27 8.9
Less than 1,000,000 KRW 4 13
1,000,000~less than 2,000,000KRW 23 7.6
2,000,000~less than 3,000,000KRW 34 113
Average monthly 3,000,000~less than 4,000,000KRW 56 18.5
household income 4,000,000~less than 6,000,000KRW 97 32.1
6,000,000~less than 8,000,000KRW 49 16.2
8,000,000~less than 10,000,000KRW 20 6.6
More than 10,000,000KRW 19 6.2
Less than a year 14 4.6
1~less than 2 years 128 424
) 2~less than 3 years 48 159
Z;e;:ﬁinzi shopping 3~less than 4 years 33 10.9
4~less than 5 years 25 83
S5~less than 6 years 26 8.6
More than 6 years 28 9.3
Overseas online mall 115 20.9
Type of shopping channel Overseas open market 113 20.6
(multiple responses) Overseas purchase agency site 135 24.6
Overseas delivery agency site 186 339
Womenswear 166 30.0
Shoes 147 26.6
Fashion caFegories of Bags, leather goods 108 19.5
purchased items K
(multiple responses) Children’s wear 78 14.1
Etc. 30 54
Menswear 24 43
1 time 79 26.2
Frequency of purchasing 2 times 67 222
fashion products (2014) 3 times 73 242
4 times of mores 83 27.4
10,000~less than 100,000KRW 29 9.6
100,000~less than 200,000KRW 52 17.2
Total amount of purchasing 200,000~less than 300,000KRW 47 15.6
fashion products (2014) 300,000~less than 500,000KRW 55 18.2
500,000~less than 1,000,000KRW 67 222

More than 1,000,000KRW 52 17.2
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o] FAAE S A U, A AlEE sk S8l A T E719] A 7 2 Hgaho] H
gohe Lokl HIAT ALTS B SRS Aedle] 2 e 0 PAL B IR B4 ST 898
sision, i o AelE (150 A wel A8 A sk A AE 4T S vhel ad, Y A 2
g yepdth oA, 2aol sj9d7E Sa Tujsks oA M 89, Fedre @A 8o EEFon, 7+ 9919
AF FI= 5 SHeRE 34 ol')\}\—l— ‘011 2E(1667), Al A2t BFAdS Table 200 A8k zH @)l ¥ Q<14
Table 2. Explanatory factor analysis and reliability analysis
Eigenvalue s
Factor Measurement item Fact'or % of Variance Cronbach’s
loading o
(cumulated)
Using cross-border online shopping to shop fashion goods is enjoyable. .87
Hedonic Using cross-border online shopping to shop fashion goods is very entertainin, 86 549 96
motivation & PPIng P g very & ' 63.68 ’
Using cross-border online shopping to shop fashion goods is fun. .83
People who influence my behavior think that I should use cross-border online shopping 36
to shop fashion goods. ’
Social People whose opinions that I value prefer that I use cross-border online shopping to shop 34 l(fi 6 03
motivation fashion goods. (78.94)
People who are important to me think that I should use cross-border online shopping to 0
shop fashion goods. ’
Utilitarian Cross-border online shopping enables me to spend less money on fashion shopping. .90 9,7576 .
motivation I find cross-border online shopping useful for fashion shopping. 5 (Bé 50) ’
If I consider buying a fashion good through cross-border online shopping, I worry that 9
it will not meet my expectations because I cannot examine the actual products ’
L If I consider buying a fashion good through cross-border online shopping, I worry that 9
Risk in the it will not meet my expectations because I am unable to touch and feel the fashion item. ’ 4.66 95
Transaction N . . . ) . 66.60
If I consider buying a fashion good through cross-border online shopping, I worry that 39
it will not meet my expectations because I cannot try on clothing. ’
Size may be a problem with clothes purchased through cross-border online shopping. .88
Fashion shopping using cross-border online shopping is more risky than shopping in a 91
department store in Korea. ’
1.24
Risk in the Fashion shopping using cross-border online shopping is more risky than shopping in a g7 17.69 g7
Channel Korean online store. ’ ® 4:29) ’
My credit card number may not be secure when shopping fashion goods through cross- 78
border online shopping. ’
) I will always try to use cross-border online shopping to shop fashion goods in my daily
Behavioral Jife 96 1.85 0
intention 9239 ’

I plan to continue to use cross-border online shopping to shop fashion goods frequently. .96
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3] (hierarchical multiple regression)y A3t} E%}Eﬂ
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-5 3H(mean-centering)E AAI$H § THE3| AR A4
B THVIF<10).

FA7 4 ZA3(Table 3) 194 2dS 3 #2g 571,
284 570, AEA 5717 225 oA AlFe] 281 S
QAT PFort FoldE & Utk (F(3,298)=183.01, p

2

<.000). $18 Azke] WAl AHE AP A Aol FUH
2HA BdoA= Farel Hsht fod /iHERE HelR] &
RO (p=86) AE A7t AFES] FEAT YEPA] FUTt.
JEAR AR WAE 223 1Y B A3 AA) mde)
ZHEI= Folg MHEAE HolA FSk

7k Wpe] E3E FAAOE AEH, HA AFe 22l
AT AEowe] 65% 7t A F71, 28H TV, AEA
=70 9 AduEe & S Q) A Ej](ﬂ—47 p=<
000), B8% F71(p=24, p<.000), At&H F71(p=19, p<
000y ZHF A AlFe] 221 FAd T sl T4
¢l FFE R AoR YeRT o= 39| 20~400] 94
ZHIRPF HFE, &84, AE1A 5717F 2275 A AES
22l d9ar2 FslEE Qs Hole AL AYiE
th 53] g 3] A= A=Y F71, 284 571, AEE F

7] X2 JeRET, ol 221 fLATE o]&ste] i
AFS Fuist=d Slof AnREL A 5719 JEF§S 7t
Z A W= AL ou|dit),

A A7 \gFEe] F7H 29 Bhe 19A] B ¥
& R* 3+ Akt Wﬂ AF 221 T PFI=E
Arshs HA dge wspt glok 919 A7k iﬂf— A
g A3 (B=-02, p—s%M A 91 (B=.01, p=843) ZF I
A AE LTl FYAF Peelxel et JIS vHA| &
= Ze=E WAt ol =9 20~40t] o AHRE A7)
st 2R SleATe e 22 S TE o8gt H
A AE el S IRA S YvlEh, anjAkEe] 2

Table 3. Hierarchical multiple regression result for the effects of motivations and perceived risk on behavioral intention of cross-border online shopping

of fashion goods

Behavioral intention

Model 1 Model 2 Model 3
) -Hedonic motivation(HM) 470 A1 47
e 1. Tndependent variable Utiltarian motivation(UM) 24" 24" 24"
-Social motivation(SM) .19 .19 .20
Step 2. Moderating variable -Risk in the Channel(CR) -.02 -.00
main effect -Risk in the Transaction(TR) .01 -01
-HM*CR .02
-UM*CR -1
-SM*CR .02
Step 3. Moderation effect
-HM*TR .01
-UM*TR '
-SM*TR -.06
Overall F 183.01° 109.24™ 4996
F Change .86 54
R’ 65 65 66
R® Change .00 01

'p<1 ‘p=<.05 “p=<01 p=<.00I

a: fir
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Fig. 2. Interaction effect of utilitarian motivation and channel risk on
behavioral intention of cross-border online shopping of fashion goods.
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Fig. 3. Interaction effect of utilitarian motivation and transaction risk on
behavioral intention of cross-border online shopping of fashion goods.
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