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A Study on Consumer’s Channel Transition Behavior in the Information Search and
Purchase Channel

Jin Mie Chae'
School of Global Fashion Industry, Hansung University: Seoul, Korea

Abstract: This study investigates differences in demographic characteristics, shopping orientation, perceived risk, and sat-
isfaction after purchase among consumer types. This study classifies consumer types according to their channel transition
behaviors between the online and offline channels with a focus on the steps of information research and buying decision in
buying decision-making process. The four consumer groups are as follows: off-off type (offline research-offline purchase), on-
on type (online research-online purchase), on-off type (online research-offline purchase) and on/off-off type (online and offline
research-offline purchase), off-on type (offline research-online purchase) and on/off-on type (online and offline research-online
purchase). Data were collected from adults over 20 years old who had bought clothes within one year. The questionnaire was
carried out from July, 2019 using a professional internet research panel; in addition, 500 sets of useful data were analyzed by
descriptive statistics, factor analysis, reliability analysis, chi-squared test, ANOVA and Duncan-test using SPSS 21.0. The find-
ings showed significant differences among the classified consumer groups for consumer demographics, shopping orientation,
perceived risk, and purchase after satisfaction. The results imply that consumers show a variety of channel transition behaviors
based on demographic variables, shopping orientation, and perceived risk. Understanding and adapting to consumer purchase
behaviors will allow company distribution channels to be effectively managed and eventually increase consumer satisfaction

as well as company sales volume.
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Ack(Statistics Korea, 2019). &< A3 TA#Z B 2u}
o) &el AR 319)0] 201 ME—Ei 10% o] 4HES 7]

Sel glov, 2019d0) el AE RoR dysis
dl, 53] T7™&E MD ﬂ:«i} %‘— 19 2E7E Je FH=
=233 AF, IPTV A A48 52 58 T3 A3 4
2o o011 oS 3 Ao 7]EHE1E}(Jung, 2019).

el A
GRS

o] w3HE opz}t 7|E
EHﬁU]—E, l——zﬁ 3}o) uHx]— o%pj} q_oka,
glo] /MR HEH 5 2 dEHﬂ tFstEe] 2o R %
Ade] A5 Azt & . ololl w2} ThFst ele
e HPHoR o] oSFc ”éﬂxﬂé 2H7E F7hstaL A=
ZAIth. A'd (Channel)o & AB]zke} 7o) A5 2-83 = ¢l
=2 HEY & JdE ui7fAlo]H (Neslin et al.,, 2006), HE]X]
g 223 (Multi-channel shopping)o]® 4Bz S 7)) o)<
w1, & AdS ARESte] £33 o]n| Sl (Schoenbachler &
Gordon, 2002).
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g4s Aulsh Hed], JEEA dAleM = AFS Fulsh]
Aol FA8E 3] $al 2ost YHE oy FRADS 5
3 2= Ao, 1 Al E sk AFS i vt
 Adet f8AEd S 24k "o dAle oS A5l
o] B3R AMELS AART B FEAEY FRE T
A S g A FHAeH, ezl Ady 281 A
< B3O Aget] AHE S S ok AR
AW d 23 (Corss-channel shoppingye 3t} AB|RELS ZH7}9)
oo} e mel s AdeA FRE FAEte] FA
T T oslal, ks Ad S BEEoR o] 8dte] g4l
sl Pl A Ie s, @A Ajdde o Aol
TE sk 5 AR E she AP0k ARAeH
Fo] MHsA dojdt.

Verhoef et al.2015x2 HEJA'Gol| thal] Asoj Fa3t
FAR 7199 BH=C oA HEAEe] 7o x, AH|RES
Faz2Aqd g5, 282 AR2AE 7k % Y2(Retailing
mix)23L AT o]FollA 53] Auxte] AdolEe] &
AL o] o]Fozl HuU As FREAT Fuad 7k
oA T ARG 7he] ZolE KBt SigiT
(Choi, 2004; Kim et al, 2007; Park & Kim, 2016). Z&L} 7]
o] exERlg 7uket AHY Qollx 2218 7nket Ju
o] TRE tsiH, 2RAEL AnfE E9 Ao Z QA
oAty fA dest ARE S & A HAUT 222
2 Tes] Rk Afdols S 2l AR/ Zet
Ql Tyt =il Frehl /el el Aushs A
Al-olA Agdo] R Flo|th

olo] & AFelMe 4HA} AFAFS T 7Y A
BAY 243 g dAlOAM Adols fES A5HeR
273832} 813tk Liang and Huang(1998)2 o]&$} 74o] A
Hebanko 2= AFS Agsh IRIsH] Eaks AaAl 4
T Adols dol o Wol dojdriar ek Bk AniE
Z9] UF3E gl ARAELS AFol #AIRle] &4A 22
Q BREAS 513 9lorE Preda Jujad dele] X
o] Wojxl v Adols dFo] EltslA o]Fojd o= 4
ZHEZ, Adels FFe o 2Rl exeRlS BF
gae & Faad S deshs AH|AES ARSI ZH
2HIAES] AR YFS Bt FAH R oFE Havt
AL B}, 2nRkEe] | FAIES e wfe] YRkt
T olx ] Adols Ajel S T JTE BRI,
TR JHE e AFEARY B4 848, A2 9
o] zelE ghelH, nRHe R LH|REe] AEE AdelE
A} Tl AEel s o= Hdo] 7P} wEhE =7EA]
£ We]azat sisitt. olF Bl AR dAlelA o] At
Adols HEE 71Eo R 3 froAld M2E EEdty, A=
2Ad MRS S] S-S olalfste] HEAE fEdellA o
AR} AlEstel] gist 2AE A AIBIALAL SFATE
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2.1. BEME oA AoiMe| oS #S
2M|AES] A4 34L Engel et al.(1995)°] A3
A1, AREA oot 7y, el Ay, e & yEe] se
Tl A Iy mYR AnElejxitt e Pl &
A7t AFE s Hell e ARE ot AR
BN Akl Hgoln, 2HAES B HARES Wl
Brkehs & A AR S e k. 22kl fEAd
o] Wk AnxlEo] S 918 ARG Sk Z oA

o

X F

A
5

—=

o

B 9FS U, Ao 2arREe 712 ezl ARE
A olel= QIEfUle] HAALE], ZEAR WAl E, 7L
Hu B2 55 B3l &5 2ad Jue g5e =i
EE 2l Ade] SAstE AAES Qzeiql A of
Yk TV, 8, 2k 53 22 oekst Ad S Sl
A dad AFS Tiske BEAE &9 52 Holi 3irk

LB S L P e i P e B e g = S
23 2Rl AdS o7 FRE BAs s ARs
o g dt) 2ERlE S8 AFEe] HlaL 4] gold
ol wet, ezl migelx AFS AE o Fule 2
giloz AFPshe £, AF] e RS 22RldA 7

g It § xRl wielA Fajshs GaFr, ezl
I 2RI EFEl] AME e BE AldoM ARE 3
ske T tFE AHEES 7R 22918 L9 (Crossover
shopper)E°] 53313 THGong, 2019). Kim(2014)S £F9 £

HH e gEo] Ry IFY) avdee] =i e
=0
=

I i

olsh Bste] NYATEL UTIRM PR FYS 2
FpALh, 22kl Tolgh ool o) Mol A Aule) F
7], FuidE 54, Al tigk wEH FHE 55 ATEA
U(Kim, 2014; Lee & Rha, 2012; Shanker et al., 2003), A
2309 et FEAd Aee] AEAsE S4ol e
&2 ZelE AT A7t titkEolth(Cha, 2016; Kumar &
Venkatesan, 2005; Lee et al., 2012; Venkatesan et al., 2007).

T AR pujgAoA o] e Zaiels} 2efele] A
dolE el gk A VA B2, Ju014)y= SRIAE
o g e Aee] get wreeiely, aren
2RIY, &7, PE SFUYPCRE TRl LHIAEEH
495719 Aol & Arsieh. ezeiel FuhgRo s el
2 £2RYASE SA% 571, BN S/} k. o)

AL, 221 iRl e srRelEe PR ¥,
2

vl e e ereRlEe 7HAE 5717t &Y
FL AR 5717 Tk sk

Choi(2004)2} Kim et al.2007)2 HREA} Fofzid &A
ol e] AdelE 8-S 289l AR 2aR] (),



oxElQl RPN o ]l Fuj(x e x) 2ol HHg
Az} 9 srEle] u)(93T) @ Elel HHERNTL 2ol Jruj
LxZ2)Z BRI AFE BFATE Choi(2004)2] A-+-A 3o
w2 200, & o AR HEjAde] o] go] e uk
A, 500 o, I, AAE AHRLTE Tl xRl Ad
9] o]go] W& o= YRt QIEYl &FEEe] SlojA=
| 292 F3o Hjs] Aeple] Az g disl]
84 wkbeS BN, 22 f3L 222 {3 Hja] <l
3 01218 BT LA T %
4E xR’ o gA7t HE| Q3R] o] gAle) Hlg H]
o]3 Zgel] Tl BES YERITE Jun2013) &
] PR, 22y} A~

=
Ad FPRQE, o2 2ex)oz FHsl] A olF

ool WaE A4 2919

o]¢} 7o AMHPATEL B, LuRFEC] Lol @ =g}
1S ol FalHA FRPAY Hejad AA S sk Aol ol
3 AFHAOY AuAEe] HHEAS 2Ejly SRS
FAld 3 5 FuE el e o ZEloA § LRiAtE
o tigk B} FAIFQ Adols F3el e A2 IHHA
BUT 2B ER E AolME FREA wAel ujad A
g DA ] SRAFE TFuiES] Adols FFel tig &
vz B4 AFHoE ws|aat stk AR oL )
Ad ARAlRIA 2812, e, 2|3 HElAE o8 &
HIAE Zholle A%, A, &5 SollA Zo]7t o] waeiA
S B2 (Choi, 2004), ¥-FH ¥R} F3ol wE} A7+5A T

5499] Aol7k gleA AT,
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2} SRS JIFFEAITA B oluEl MEshe o
o, Melshs AR, ks AXFE Tl 5%l 2t
°]Z YehN == (Shim & Kotsiopulos, 1992), ZR|AE2] o)
£BAATE Folshe 22 AHRsle f5Ad dEge 9
sl 83 M2 el Shim and Kotsiopulos(1992)
ol we} £ uTe], HFYFAA, HolF1 R
g & olg3le FEA FERT
Tk
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Pl 2

AE WA, aB8Fl wet LHRE f3skete] e
7ke] ol Ee] AjolE uEl AFEo] o]Fo At Jung
and Chung(2004)2 QIE|Yl Zmjzte] s &3S A
T, FAFT, AAA LB oR we|w, HAAES ol i
she Mwte] Bt Yko|u} At kel HeEte)k f
83 o] =Ythar 319t Kim and Choi(2009)E TA]
g Ao sgEs EAEe] A 2B WEFT, 73

T, ARAFT, AR, ASHFT, TEH ABFTE
RS & 2 JeS f3gete] fad R 883 A
EdE #Ee] IAE A9 Lee and Rha(2012)=
Elald 3 slellre] HAAIE AHIAE teE HRBHA
Tof wEh 2El B, ozl B FElAd e,
Ad A Joko g fFslelar, Hek 7k &gl xjo]
£ AT SRS AR, HAEA, AR
g, RN, HelX| o] thE et Hs) HElAE I
kol SlojM 7 =2 A2 Vet Chae(2015) =1}
A & LHIRR] £9AES AT B fAFT, HAA B
TFF, BARFF, RAFT, T AR ERA
2R Jehs FEskeE &, AHRF ek HE 2akd Ans
EAo] HAAE Fufejrel Fofdh Y-S RS uRTh
o} Zro] &g AR AFY] THY FEAE

7, Pl 2
WSS DU WAV} dgo] YFHe] %, DelAd

Ehal
7 slelr] aHREe] SRl sl e vIE Zlolrt

23. Xzt 2IE

2812 PES Asyt s Bauer(1960)= X12He
(Perceived risk)e]3 71dS Aol =d, A9 99
HIZ7E el AA el ek 345 58 gls u =
Fgolx zEjEle AFAY, oy A9, g A
FGlM Azeke TR @ otk (Baver, 1960). A17HE
F349 /ELeZ Stone and Grenhaug(1993)2 #|zHd
& AEjzu A EFelA FA8AR1 QS v ¢ e
Aol e AmRke] Beokto g $alo) tidk ekl o
712 skt

EA R ANR7F AFF Al A7k
3t Jacoby and Kaplan(1972)y2 A2 93¢

(Performance risk), A173%] | (Financial ris
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(Psychological risk), AF8]4 9] ¥ (Social risk), 21A14
(Physical risk), A7+ 93 (Time risk) 22002 A3}
Jarvenpaa and Todd(1996)= 2211 Afjellxe] Xztd 919
sl LebHl AAA A8, 715 A3, ARE AE 9o &

Ql & sgelM Wi = A= QI 8T ZetolwA] ¢
S 71819 Ryou and Cho(2005)= olFA|Ee] 2l
T Al AZbE AL AAA 9, AREA AE, B22A 9
3, Zeto|wA] 913, vide] ¥, AAle] 91, w2 e
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Aoz BH3Th

ol9jollm B AFAEC] MMt A 7tehe A 89S
A8 ), AAATE Bl AaHRke] X|zkE fFo] )
Ad Adeel] JaFs wRe ¢ 4 AUk Schoenbacher and
Gordon(2002)& ZH]R= Ba=9l 71¢], QElle] et 314
g, AlE ARz 24 9 714, FR g AL bAel
gk X7k AES A =9 olefgt fES FuAd A
o] §3S MFTAL 34T} Liang and Huang(1998)2 Z:H|=}
Eo] 2E91g o]&al FERAE SIARE FudAllA] 2
ERI3A] Egt AlF gk 183 Ae] EgAFoR s
221 s Fstoiar st Kim et al.(2007)= &
Hlzke] Al gk AzkE $o] HEEA A|oA FTFS
T2 eARE, Fuiaid Mol FES FATHL ArEEA
A5 Sof AnrtEe] 28] FREA HH A 2)ztH F
< w7 =Rl g AsH "ok st
ZHRFEe] AF Tl Al H9S AzkeAl =H, ol
HE A2AFV] Qe AR de ARE o Bo| 2As)
78S Btk Shin and Park(2006)S 2}¢l3} Q Ta}ol
B 7Hzbe] 3 BAo] oM AFFRE Heshe W
o gloir A 7] Afol7} YUl BB|HA AH|RELS T
Ndgelx JAAE 7S AA717] S8 vt AR
455 s Foar St o] HayAT AHES 38l
BE ezl X74E 98 29e FojAED g, ol
Adel we} 2pol7t AeS & S YA, FulEH DAl

3 A o= o EHL B A
TFoM el AzbE e 2ElAld Felel e=ekel Ad ¢
S

et [ 1

o

il

Fs v

ot -l 7ol At AES A $o] AF
ZZo) gt H7lo]H (Anderson & Sullivan, 1993), Westbrook
and Oliver(1991)y= 524 Tujaegls} A-dste] Meish 9o 4
714 szl S3ATt. Hong(2012)2 o 5RE-S ufed of
o] 7zt ol & 283k Fo] AAd T gk 1A ¥
7HE gk A AR Ageldint AHAlE 58S
e o) AjFo] zh= 7154 54 Sl vkl AREAEA,
AEH aR1oF <l HrIE P HER AF F v
ke T Hell 7Ead Zehell xR £ 7ksAde] Bk &
| 22l AN=E A8l Feligh o)Ee] A, A3 B 283
1A ok AejollM et HERE o] do 7B AlE
71zt the] AlFS] F4ol oA BES AP 7ol
=0 £ dAFolMe TS 7 F AEFS ERlsks #o
Aol QIAH el 2% SAHA MR B, vhdet &
GRSl Alel] AR ARG el A
< sh= #FGolA Mdelsk= Adols F3o ot 7l & v
Z7¥e] Zpol7t A=A el ALz} Skt

N

ol

3.1. A=A
FAFE FAAA HGoM FREAF FufeA oA
)=}

o zule] A o)F fPol Wk WA BHAT LR
A el Aol g BASIA THe e ATRAT 43

ATRA 1: Aol 3 7o) ATEAGLA 54| Hol

QEA| 2 Adols £ ol £GP olE B
AEA| 3 Aol 44 o] A2 199) AolE 24
st

Bel, oA, 294 g A9, Pl F U, Q9%
Aska S50 tig BRER TSIt A TR o)F
A el B Ane] fY3 FuALS B3 24
S 7] Slste] A2 19 ool FulE IRAEE 7]

AP ARAS @EFlelS FE o]g,
‘egjols F o]fr /9 uElS 7he AT o]f Fo
A AeEEE 319tk Lee and Rha(2012), Lee et al.(2012)
9] A7E Fue =kl AR airE dgaA e} of
Aol 2, TVRIAEA B3, 7150 4 52 o
ANZ FQL, 2E0] R e LERIaEE HHe} Tl
71, 7HAMI AL ALl E, XEALO|ES] A AHA B2t AR
YE], SNS 58 A2 Foh. gt Ad-2 el A
Mk, P ERNA, ol PaIIA, EFEATH, A1
7 gl AEQRIEUPC, E47, wuldad)S 39 8%
Fol A Folld et A Mesies o

£ ge ARAEZE Tl W A & AT ¢
ol1 7] £3Fe] Chae(2015), Lee and Rha(2012), Lee et al.
(2012)°] A+E FI 2 2474 B LFAAE &
713 &S Folshe AT LB, Aldely FES o %
ke 5 A7HAE Fske A7 A, §9 B 22
F2E omeitia AZbela FHEAEE MSshs BHils A
g, ool o] B EAUS o8-8 sk {8 A,
Ao glo= rlgol] EW Hske S5l A, aBshe
Hl Al =g 7]E0la Ao kA a HEghe ke
HYAF &S =gt A7k 91892 Kim et al.(2007),
Ryou and Cho(2005), Shin et al.(2004)°] <1

o

<]
k. AlFo] 71 A3 vag fHshe ¥4 dd 9
Solut ash, wEolA #AIZE L7t ¥ sk Al dd



g, Blo] Ak ofnle] HAFeHA k27t v Selshe A
2 919 b SARAE o
A7} Agstel w

3.3 XtE Y 2o

220l |MA] HE 7] Ad S o83l 20199 78%
Qb 22l AREAZRAE TSI 1d ool TrX1l%E
Tk el e 200) o) AHRIS tEeE ST F
5009 & FES B ARSSIGITE HE J%‘iﬁlﬂﬂ
BEXE= 20tHollA 60th7kA] 7+ A=EtiE R 1008 0|,
W Z17F 250 et HFE e &R EE)0] 330‘11
(66.0%)2.% 714 Bty vE o]a} 859 (17.0%), thehl o
2+ 597 (11.8%), tHEHEE 269 (5.2%) &=o]Att. Y-S A3
o] 192%(384%) 22 7Y B, AY - A4 607 (12.0%),
5 609 (12.0%), TR 427 (8.4%), AFAS 399 (7.8%)
oItk T FFUL 200~4009H m]Ho] 157 (31.4%),
400~6007+) w]Rko] 1527 (30.4%), 600~10007+) w]wto] 120
H(24.0%), 10009+ o3 36 (7,2%), 2009+ U]TF 357 (7.0%)
01013}

[e]

|

)]1

s;

welo] el o FAIFS T FAIE Idste] SHE
= -8}911 FE S udo] s ezeRls F=
S F=2 o]_Q.’ ‘2/QIElolS 7R AHrF o]fr
g Pdom FRIYS, TS DS el Adsh,
A, okedl, FUH Sl 2RI QB F4
3 18-

3, BAER )l §OE BRAG B a7e] A Aug
A WAk el AGEANAL] Lol A o5l glo]

A RER THA oA AH|RE ia}Ol L= 9mgle] A
wEmoE aly] urke eelln eselele BE gas
£ 2AEe] S TRslel viastig sglone Yus
geAst FoRAAe] AdelF Ee <ezerl YREAy
O3 ig].o] ?‘UH(O SL/Q ST 4)’ ‘_Q_E]. -IEEI—/\H/iﬂ,o] :,LUH(Q_/Q)’
eglo] HREN/Q Talo] Pul(&/QZy, <9 ZTaje] HrE)
feelel Tl (@), Lo zelel /e Telel (e
329y, eoxelel Pughleetel Ful(@eT/2ye 6
Aeom R,

BRY A% oxme Qe Nest oz ve 1)
HeRt, exEklo R YResty Lalglo e pulsh 4]
4] 7%, B0 ealom Pujshs AN L)
Augo] $A0 o|old Aol BE Aoz sl
0/ §Y 0I5 be] FRo| WHAA B

w=
& Atk ALt e FFoA Lefelo e A rEE)
I exERleg gk
3]

>

r

AR 7S, e xERle|A Fujs)
FgelM ezE]l JHEH o] FAlo oo Tk B
o gong HAFHom ourleldx Augsy ozl
o= ke 87 22kl Aredsia 2eeles
ks fES A2AE 2R 48 o, AR )

ARG P 2lol] Aol 2]z g A ]

Table 1. Consumer types on the path-to-purchase

Group Frequency (%) Group Frequency (%)
off/off 148 (29.6) off/off 148 (29.6)
on/on 156 (31.2) on/on 156 (31.2)
on/off 45 (9.0
on, on-off/off 141 (28.2)
on-off/off 96 (19.2)
off/on 14 ( 2.8)
off, on-off/on 55 (11.0)
on-off/on 41 ( 8.2)
Total 500 (100.0) Total 500 (100.0)

A AR Lkl oxElelS SATE F3E =
22 2HAE B 2230 e tisii e /e
9} QI /Q I 2 Ty :ruﬂo}*r €9 /03] <@ Q000 T}
7 dete] BAE JAdske Aew AA5HAth(Table 1).
SPSS 21225 o]8-5te] R4, alE4, *@Ji—
2] (Cronbach’s o), W2HEA, LY kil Ea

STt

o

mlm

RELE =
SRS
AR A

=

H

4.1. Mol RE 71e| eITSAHEN 4 Xlo|
%%El Zﬂﬁol% FH QJATFFAGH 5L Aolg &
A&t 7&4 , 734, AGelA Felet xto]7t ek th(Table
). Aol —E— Zpol2 HH @ E/Q3 fe 50, 60l
oo’ Lfﬂ %/ﬁ’—"— 200h7F 7P Be Alow Yepton A8
zaAd /18 F HEE 2, Oﬁﬁ‘r"bﬂ/‘i BT AAstia 22t
0107 Fushs ‘X, 293/ {32 30, 40th7} 7Y B
St} 30, 40t *c}ﬂl@_é == 0‘3%‘1‘4101] vls] Ad2Ad &
PR Grgdol Jufjof] gloja 22R1¥} QxRS F
olgsle TR AR2Ad aBe e Zo= &
“ﬂoiﬂ' ol9} 7+e A= Joines et al.(2003)2] AT-ollA B
2 Axgde] Anzpt JEYl TS Bol sl AuHoE &

(¢}

]

&

2 AdFYE 2ERICE FHE Bg & o xRl s &
£ Aol v 3 A3t Choi2004)2] ATolx 20th7t
el AMgo] A B 50th o) Tl e =Elel A
g olgo] Brial g Ao} REHOT UX|gi).

Aol W2 xjolS B QI/OI 0L (2 LQI/QI G
ol FAdo] Bk, <2/ QI L0 x/eo0ME o
go] e ZloF Yeht on B BF AR thAlelA
© 2ERly exERlE B o]gaial ot ool vlal &
gL el | o] slar AL el | o]
B2 Aos BAMEQt A HE A A4Y, JEHS AR
HAg 2 ox REA 1ol e ZERIA Fulshs ol

ule- FA EREAL, AFFAE 2/ fio] B Ao
Ebgth AR @2 /0 T S8o) AFo g Wo] EI}
Qo{ 0121—7— OJZI:'L EEJHL% /\H]EE]v— /\]:L HH 2~
HolA] iz os Be BEE Bl 3ot a5Me &



748 SR SIR] A21H A6s., 2019K

Table 2. Differences of demographics according to channel transition types

Variable Ttem off/off on/on on, on-off/off  off, on-off/on Total X

20s 198(29.6") 40(31.2) 30(28.2) 11(11.0) 100

Age 30s/40s 55(59.2) 62(62.4) 58(56.4) 25(22.0) 200 12.593"
50s/60s 74(59.2) 54(62.4) 53(56.4) 19(22.0) 200

Male 82(74.0) 63(78.0) 80(70.5) 25(27.5) 250 .

Gender 10.514
Female 66(74.0) 93(78.0) 61(70.5) 30(27.5) 250
Management / professional 18(17.8) 12(18.7) 26(16.9) 4(6.6) 60
Office job 43(56.8) 70(59.9) 59(54.1) 20(21.1) 192
Sales / service 12(12.4) 10(13.1) 13(11.8) 7(4.6) 42

Occupation Self- employment 19(11.5) 8(12.2) 7(11.0) 5(4.3) 39 31.007"
Student 9(9.2) 9(9.7) 8(8.7) 5(3.4) 31
Housewife 23(17.8) 21(18.7) 9(16.9) 7(6.6) 60
Etc. 24(22.5) 26(23.7) 19(21.4( 7(8.4) 76
Less than 2 million won 9(10.4) 11(10.9) 9(9.9) 6(6.9) 35
2-4 million won 41(46.5) 57(49.0) 45(44.3) 14(17.3) 157

I\i/rllzgtr}rllg 4-6 million won 51(45.0) 47(47.4) 39(42.9) 15(16.7) 152 13.944
6-10million won 31(35.5) 36(37.4) 36(33.8) 17(13.2) 120
More than 10 million won 16(10.7) 5(11.2) 12(10.2) 3(4.0) 36
Total 148 156 141 55 500

*p<.05 / * Observation frequency, >, Expected frequency
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Table 3. Factor analysis of shopping orientation

ARG FoEo) Lol] AFoNE LI HE A7 49

Factor Variables Factor loading Eigen value Variance (%) Cronbach’s o
I try to buy clothes on sale. .802
I tend to choose the lowest price for my clothes after searching enough. 75
I will invest my time and effort to find lower price for my clothes. 763
Economic I research a promotional coupon when I buy clothes. 747 5.452 22.717 .853
I search a lot of information related with the clothes which I want to buy. 673
Price is an important element when I buy clothes. 671
I do comparative buying to find the most appropriate clothes. .603
I am very interested in new trend. .805
I consider fashionable style in buying clothes. 771
Trend/pleasureI V.vould .r'flther buy trendy items. 731 3.880 16.168 865
It is exciting for me to buy clothes 673 (38.885)
I like shopping. .643
I enjoy eye-shopping. .633
I prefer buying famous brands in spite of the high price. 812
Brand It is important for me to buy famous brand for my clothes. 786 2997 9279 831
pursuit  Famous brand means a good quality. 781 (48.165)
I am willing to pay more for famous brand’s clothes. 726
I often buy clothes even though it is not necessary. .825
Impulse . . . 7.649
buying I tend to buy clothes impulsively without any purchase plan. .805 1.836 (55.814) .828
I sometimes buy clothes because I like it. .800
I want to save time and efforts for shopping. 674
Convenience I do not like wasting t‘ime to go shopping. .654 1350 5.624 587
I usually use a convenient place when I purchase clothes. .648 (61.439)
I want to buy clothes immediately as soon as I need them. 595

Table 4. Difference of shopping orientation according to channel transition types

Channel transition types off/oft (n=148) on/on (n=156) on, on-off/off (n=141) off, on-offfon (n=55) F-value
Economic 364 B 400 A 373 B 391 A 11.1937
Trend/pleasure 3.14 B 307 B 332 A 332 A 3.828"
Brand pursuit 3.10 A 279 B 3.19 A 299 B 7551
Impulse buying 2.77 276 2.87 2.81 518
Convenience 348 347 3.36 3.38 1.349
"p<.01, "p<.001 / Duncan Test: A>B
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Table 5. Factor analysis of perceived risk

Factor Variables Factor loading Eigen value Variance (%) Cronbach’s o
This clothes will not be as same as my expectation. 793
The quality of clothes will be different from my thought. 789
uality of | worried that purchased clothes might have defects. 126
P?Odugty risk 1 worried that I might have a wrong decision in purchasing. 726 o8 42729 S
This clothes might not be worth with the price. .561
I worried that I bought the clothes more expensive than other stores. .526
I worried that purchased clothes might be lost during delievery. .846
Channel Payment system might not be safe. .820 11.868
risk It might take much time for exchange of clothes. 750 o6l (54.597) 1
It might be a problem to refund the clothes. .698
1 worried that purchased clothes might not be suitable for my age. 855
I worried that purchased clothes might not be suitable for my status. .808 10.085
Social risk 1.412 .836
I worried that purchased clothes might not be appropriate for my image. 788 (64.682)
I worried that I might buy too much expensive clothes. .606

Table 6. Difference of perceived risk according to channel transition types

Channel transition types oft/off (n=148) on/on (n=156) on, on-off/oft (n=141) off, on-off/on (n=55) F-value
Quality of product 312 C 349 A 3.26 BC 3.36 AB 7692°"
Channel 2.63 2.75 2.77 2.90 1.566
Social 3.22 3.18 3.21 3.40 1.250
""p<.001 / Duncan Test: A>B>C
Table 7. Difference of satisfaction according to channel transition type
Channel transition types  off/off (n=148) on/on (n=156) on, on-off/off (n=141) off, on-off/on (n=55) F-value
Satisfaction 3.80 A 3.61 B 3.72 AB 3.66 AB 2941

'p<.05 / Duncan Test: A>B
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