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The Influence Relationship among Consumers’ Characteristics, Information Search, and
Purchase Decision in On/Offline Retailing Environment

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

Abstract : This study analyzed the effects of consumers’ characteristic variables on information search and purchase
decisions in a decision-making process that validated the path model in purchasing apparel products. In constructing a
structural equation model using AMOS 19.0., the variables including enjoyment pursuit, price pursuit, product involve-
ment and product risk were selected as consumers’ characteristic variables affecting the stage of information search. A
questionnaire was distributed to consumers over 20 years old who purchased apparel products using offline and online
channels within one year; consequently, we were able to analyze 468 effective data. The results were as follows. First,
the path model of this research proved to be the appropriate model explaining the effects of consumers’ characteristic vari-
ables on the stage of purchase decision-making. Second, enjoyment pursuit had a significant positive influence on offline
information search; in addition, price pursuit and product risk affected the online information search significantly. Product
involvement affected online information search as well as offline information search. Third, the offline information search
affected offline purchase and online information search affected online purchase. However, consumer’s channel switching
behavior between the stage of information search and the stage of purchase decision was not proven. The findings suggest
that companies need to develop distribution strategies according to consumers’ characteristic factors that effect con-

sumer’s purchase decision-making.

Key words: consumer’s characteristic variable (&H] 254 ¥<7), information search (g 2&4¥), purchase decision (7+
ujA%]), offline channel (22Z#}1 A'd), online channel (22} Ad)
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£ AQde HAEH2l A'd(Traditional channel)z} Fr|t]e] Ad
(New media channe)Z@ E/F3l], AFH< AdzE x2Ql
HXEBrick and mortar store), FHITIo] delE= PC7T IR
Holgki sigict. Frrlvlo] Ado] T4%t &, MRS AF
& s eaelel Hael ekl AES WER o

Stk 719 )R Fukel] 9ls) gELe

3!

Ao} 714, HAl {AFRE AA| oftiMu; A 2S¢
Lol Ads B sk e A AES B Sde
Qxelel XS FI%® sk, 2 el Aol FFel F
AL g3 F glomw AAR Qxalel IS wHEele] A
=5 RN YojEE T AFS FAT Foll 22l Ad
Sl FulsllE gtk HZel ekl HEoA AFS A
T 22Kl Ardol AlES FeislE 4279 (Showrooming)

=l 1oz & F Fuj=
oA = o &F Y (Reverse showrooming) &
A2 (Gong, 2019), tF-E2] x'd@z3k ol
g ATE dlde] BX d%Z JFHe] &
A3 JeRd A4S & & Jth(Choi & Yang, 2016:

[elh= =1
18: Yi & Yeom, 2016). ¥ AoMe A dHFS
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o sto] FujAbEAY Ay F ARG A O
A exeRla el Alde] Adzs Pt A Tda|
d=zol o534 et A=E A Bz} 39t

TEgh olefdt R FujdA e o]2= HAdl JEF§FS
e 2918 FAA7L? Kim et al.(2007) AH|RFe] AR
A oA ellM ARIREA, AFEA, L]al il Al
o] A8 gt wgEe] TS vRITkaL 31813, Dholakia
et al. (2005 A|FEFE o} ARREA ] 4% Ad S
Aelslal ARg-shed S23 Fakaclolgal stk ARRE
A 5 AT SR AEE, A, 2Kz i
slalar e @l AEeIA tAld FuiAlEe] WHelshe 8
£ oldlsl=dl wl$ 783k Mo|n(Lee & Kim, 2008), &
H|z}5o] RS o] gsly pulAldS Mgl 54 FEE
MEslE 5o Pl shet] Aot FFE F= FoE o
FHTHKim et al, 2007; Lumpkin, 1985; Shim & Kotsiopulos,
1993). AlFol| gt HoJx Tgk AH|RES] e JFF
S F+= 29dYe] A I(Kim et al, 2007; Lee et al, 2004),
AFS i o X3k AFFIE A FIFES F
T2 R UE3 Qlth(lee & Rha, 2012; Schoenbachler &
Gordon, 2002; Sundaram & Taylor, 1998). ©]2]3} TjH-Ee
ATEe] Ao FFE Al AHRES] B4 WA,
Addge] S F= 2AES H9) Jon, olejdm
oAb A F 7F DAl YFE FE slES el |
T-E=0°] AthBaek, 2016; Kim et al., 2007; Park & Kim, 2016).

2y RAES FE o JEFeclozRE FuiEge
o|Z7|7R 9 RS AZE AT A gle Zlem &
Arleg tald fE53E0A aREe] YFAIES st
7] f1gk A A T AR gl JEE v
Ao dEye AHAEY 208 FASe] 1 IS A
HEy, A% DA o|l2E HRE AEsaal sl
o]& F3f o fRlEe] AHIAESY fEAE el FEe
FeA BAEhaL, AR Fularg 2 FellA o=
ZHIRFES] Adols s Tefsie] 2R, e xRl
FEAEE 293l lolr] Zadt fEdE ua Mud
ko] ZAE AlFstarat gt

2. 0|EX u{iEd 71

2.1, MEEA gl Fofiid Meiof] ¥EkE olxl= 29!

Engel et al.(1995)°] Aet Fujejrldsy 37d 5 AR
AN AHIAEE AlES TFolel] Holl thkst Ardde
2HE a3 ARE I8l Fhste A& AR, 7o)
@A 7P At AFS FolEk] s S A4
gitt, ARREe] AR Fo] FFE wXE alld #sgt
ATF-E0] o]FoA gt} Jarvenpaa and Todd(1997)y= ZH]|=;
Eo] 22l AEg A9 o] dF 820S AFEA, 4|

Aol gk MBS, nlate] g, AlFel tiE A2k

3 5ol aclojgla AT Kim et al.(2007) TAIA]
S T Al AR FujekAo|A 2akela)l o Zalel Al
Aele)] QEFe F= 92107 AHAEA, AFEEA, AL
ZEA ) et WEE AHRESY] 47 @
3 X)), FulE 3 Fre| o ENEFo] o
Tgsra e, AFEAL e MeEE FulAlE
Foxe} AF det AXE AP st 2
=31t Lee and Rha(2012)= &H|A7}F AR E
S g o Adel] gk AAE AF a0 FeiAd RS
AR DS AdT w JIS mAH AXE o] S5
=

ohFet AAdS BT stk Lee et al.(2012)y2 4aH]
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HX= HEE QIFEAE W, &
BT, 2PA AEAES A A FEEE AREY
FEE MHe 29159 Aol7) UL
< US3ITE Baek(2016)2 FAIES Wz 7h ot
A HE2 Agdage] 9 T 8910 Ade) uigh =4,
olg} 722 ATE Tl I 2UE SoME ANREA
2 AFolA MRS g 9 F=
FEO gt MRS 8R1F aBTHAE AP
Boll F23 IS vA e, HEET aYIRE
HER S 2aolo g Jusles 31|
HFHL, HolFpe} Aw|F £W/RE eazEel g
Al & omaElelo g g 7FeAdE ol AoE UEl
WTHKim et al., 2007). Kim et al(2007)2] Aol AE2
e} QIAE ES AFEAol e UFE RO, B
AT LM Fask Adste AEu B HEE 9y
s (Mittal, 1989), AlFoAd 54 AlFel disl] ¥R &
83 Azl At & F Qdth ARk Al Se)
THE ATl g BAETF 2E5E o B JRE FAE]
u, EAEA Al BAISIAS AldHH oz #x] xEHoZ I
of we} el s AASA Hrh(Lee et al, 2004).
Tgk JIXE AFS AR B AE T we] EFAe
Z 23l AZsk=s Y1820 Z (Murray, 1991), Schoenbachler
and Gordon(2002)2 #|Z<| Fu|pgol|x] 2Rz} sl
fgo] R el ez g Sof FFS wHtar 519
ok AZE 7o) 255 AAbe AREAE o gl 3t
Al H37(Sundaram & Taylor, 1998), £2}¢1 HBEM W Tl=
2=l gL ¢ ks A7-EIE JtH(Tan, 1999). 53
FAIES AFEARY Hey &AE A B 2R83)] Ho}
of Aglet M-S & F Jornz AF g AztE ES
AR g mE Zo7 o ZHU)
2 Ao s AR AFAIES sk
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2 S FHuAEe] dFeE A4
wol Zeljsim, wiide] AXE 271
3 t}(Bellenger & Korgaonkar, 1980).

o ‘?}'H Rohm and Swaminathan(2004)S &2}1 2jE|dz]
41w F7hlA AFS A A3k Al

Zheied, g shet] A17HS
£l =l

18 2uIEaIA ATV oA k2] AslS 2k
ZAAES #R15R Zo] ofele Lol stk Eldle]

o] &-&]7] AAFEH 3-%}7101]‘” 221 Ad2 AnRlEe] H83
QA BoE SENATE ANERE o] &H] AES 770l
2 Aoz HIkEA o (Benjamin & Wigand, 1995), &
A 22l AR 221 Aol A TRE FsiH,
s ZHUIS’} éﬂ%ﬂ ZHREE] W] W FEE v

=5 U] 11 alt}(Babm & Attaway, 2000).

St 2HRfEe] exeRel FEqA <] %‘*ﬁ“% g 7rse
S AFZ Kim et al.2007)> TAAIES ol Al Au|E

%“f?éF 2HLAGFE e}l Aol ARE ST vs

=i ¥ ?‘i_’ Balasubramanian et al.(2005)2 2|79}

2o ARA AFQ] 7= AvREe] FHiE s7] dell HE

oA HH AFE BAske v Foa stk 22l <l
Bl

g

O

o] ZmAelA] BT AFPNE BF5h el A
Agel T At 9, AA P 5

HT o=

l5-akA] Ret
th= B35 Uch(Peterson, 1997; Schwartz, 1997/1999). ©]2]
ol %= Dawson et al.(1990)> 3ol that Swje} Ao] ge
/\H]Z}l——_ 1:}0(}:6} ;G_L‘:‘g_ E}A_lllsl 7].‘:%40] u}ouq ga]_o] Py
& okl 35t o|e} ko] AmRlEoe] &7
& uf AnE Feke A9 2Rl Ade] o] B ¢
X L*Ql ST ol 1 SHA| ﬂﬂ:

_L]E_‘ \:ﬂ—o] O]

H1-1: XHUH%L 7= 9;43}?1 el Jaks v A
ot}
H1-2: Au|FF 7= &

2.12. 7H4FT 7

ZeH|ARE0] AlETlel] HEE FRE T o 7P Bol
HAsk= agQlo] 7HAd g KXol (Detlor et al., 2003),
Hwang and Kim(2008)2 A®3 7Ho 2 AFES Frlsl7]

dote avake B2 FRE EAsia H]JLU]’ELL sk 5
3] QIEUl AF} Av]2el A€ 7P B JRE AFst
= (Noble et al, 2005), Jarvenpaa and Todd(1997)= 4:H]
A7t 2Rl A S olgstd £ w vHske 7P Fa%
[R]le] 7HolgaL STt 2ERlde] 7HAHIAL Al|EE A
F 1o 7HARRE 8] AlFshe AHIRES 22 A
o] 7HAe] AHE Aolgkz 7IHE 2L 2ERIEe] 7Hula

Ale|Eol FhAuIELE Sl He, ol 2ukel kel 3t
Wz gat = 2= Qo) oxgel el xpEEy eiw
283 = SlthPark, 2000a). Z2EE oL} FLE B9 o]
&8 IE Yok HES AW HHo Foiskas she
HAFT JE 2HAEE SelF A5k 1ES ) A%
AHENS. Fe=2 & Ao|r)

Hal: VAR TRl 2ol usal 998 a2
ol

H2-2: 7HASF 7= &

Of

Al BrEAe] FFS v Aotk

1&04% from Jaolld B4 el sl 7iele] e
A z¥ehe AE=Z ou|githAntil, 1984). A&l thek AH]=}e]
FAzrt Bl A2 1 AFl Uish BAlo] Bon AF
TFujAbAg ol wi- F83FE n|SlRRE AFHAT) =
oW 2 AF tist F25717F AXTH(Choi & Choi, 2002).
Balabanis and Reynolds(2001)= A& 3k A7t =& 4
Hizb= ogil wihe 25 WHEs 04 S A7E =
g Ex8)of golx Bl AFS A B FRIs] 9
ste] QzElel wig g o}?ﬁb 50 o] EU 3t Kim
et al.(2007)S EAAES ZHRE o AED
ALy} S48 9 mgle) XHH% E3l AHEM 71540 =
S °'56}°M

HAeE ZlAL olsiAEe] ol 20 gle
9,] 23_1,:_ 6]—

{o
_4

oX, _l

kvl No]L].
2Tk Lee et al.(2004)2 ZAH|Z7} 2}
o A Xﬂﬁﬂ st Hrr} 2o E TS AR
T 319901, Lee(1997)% AH|ARY] Hojwr) =8
she AR o} AreRke] Wi 8l 18
Eo Uigt AFHAE ozl 28kl AL
FFS wA Floltt

H3-1: AlEdole eZ)] Hrekle) ks mE Zlolo).
H3-2: AlFgeds 2l Frge JakS vz Zo|tt.

oy > ofy
Lﬂijﬂimﬁko
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x
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1z
=2

ZHe 912 19601 o] = MR E-S skt o]
= 801] 0101 Hl—x@—g].‘:_ i
shAdS ou|gtiaL gk Murray(1991)
2 4 A5 dHEFE 2
A BN E FEn. AHAES AES
W w2 AFES A EH=Hl(Cox, 1967), A2+
$18e A7 A (financial), #|3%/3 ZH(product performance), A}3]
2] (social), 4214 (psychological), 7154 (physical), 17+ 2]d
<=4 (time/convenience loss)?] 6210 % HEFE O] AFEo] &
Tt(Jacoby & Kaplan, 1972; Mitchell, 1992; Schiffman &
Kanuk, 1994). o]ZolA AEFA IS A|Fou} Ba=rt
7P F2e vxA] £E o ZEe SR Hojd
Th(Horton, 1976). F+uiA7¢] that E&E/do = <13 A7H€
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AP 7o) 5575 LHAEY AR E50] o grir
HyE vl 13 (Capon & Davis, 1984; Sundaram & Taylor,
1998), 2HAES 441 HES e dBUlS o8-8
FAIGHe] R g S0t}

e AHIES 2ER] QLS Bl AES BT o,
AA| Aol Alo] BA, BAl 58 AEs] Adtar]ol
A7 dema Fuf § AlFo] 7l F2 tE
the A8 AT Aol webd 2Rl ARG 9o o
2l QS o83 RGNS & Z1o = S} Shin and
Park(2006y =gl gzt 22kl Ad 7ke] ARE A|FE
ARE Adsts Wl Jdolx 22 Afe] o] dleng
2HIREE Tl Al AZtEE H8S A7) S8 o2 A
9g B3 AR S5 i 381t Fei2018)= AlEo]
A A Z53 v} tE F AeS fElske 715E AEe 2
Rl £ o] A7tE 7Hx|$} AlF]e] B ge mzivkaL &
32, Forsythe and Shi2003)= &H|AFEo] 2211 +lE 3
A e olfE A7 93 7% 5 AFEH A3s P

Bol AFFrkr A5 ‘:]' o]9} Zro] LH|RFEC] AFAIF

S 7l Al AEEER AEEE S 2 JAF TRl
Briy ddHER AF JJr Age] ezEl Adz 22l
AL o] &g Arhlo] nXe g Ars ARy
3k

H4-1: AT 18-S ozl AR J3k5 v A

olet.

ol

)
;9, rr

ol mIO

H4-2: A543 9182 22Q] Frehel] g2 vd Zloldh

22 HMEEMI F0faE M

Ward and Morganosky(2000y= FHEEA Aldx) Fejad
Zre] BAE AEHA AT FRE g Afdo] Fuj
Adel FIE FoL STk Yl oA BRE FAE)
3 FPske AL ezl FHAE AollX AF ] F71
& A5 Aol (Bellenger & Korgaonkar 1980), 221 |
g gk SHRRE] fAl Haste] ezl AdoxE o
Lol ARE g Hud 4 °‘__E(Lynch & Ariely,
2000), A= 1G] Tl F71E AT Aotk

24 Song and Yeo(2001)E &2H|IAFELS A|ES Fuls)]
Ao IEYle R FRE Flske 7] Bo, AU §
g FRE o] ulg QIEUl PR AZEA= =Tl sk
t}. Cheema and Papatla(2010)= 22}Q1 Foflol] G2 F+=
AR FREY FAEE olslste AL Fad], 22kl A
g9 29she 7192 22l e 2Rl RS T o
= Argo] Fujo] o S MXETIE Helehs Zlo] e
sithar 3}“‘:}

ol

El ~
= XHLE% o8-t xﬂ'ﬁ"i Tk "é‘i*c}% S35k Yo

Bhattacharjya et al. 2016y 24 S sh= ZGollx AM=}

E9] 4FH o] Bol VR ol sigict. &aFH
HIZR7L shke] AdollA] ot 21 M| AE Bl |
oA FulE oz < FolHI= FEA
(Kalyanam & Tsay, 2013) 2] 2}o]d(fiee riding) 352 3+
210 2 AolEo]ATHChiu et al, 2011). £2FH-E SAE A
Fol tge FHES T WiET e vhidE #E53E 9]
Al & 9=, Verhoef et al 2015y AHIAFES ohA)
g oA AFel B ARE B st 7 AldoelA
Azste seE A&dsiy 7P HZe HAegs FFacta
314tk Jang et al.(2014)S 7to|HA FFE3HE A ‘3;8 A
Q7 ARE e=ZEl wiFeA A E1L 3§
TFole 22l LS T3 A MM At she ﬁﬁg—
] FAajo) iZC}EHElj T} 31T} Ha et al. 2015y Q3
1wl A AFE Bl 2eRInfgeda FulE ske &aF
o] Bol UrE‘rUF U 7heH 2RI Al
T xRl migelA Frjshe o &FH A%
iAok skt

o} o] AHAES AR T AR sk #ol
A exERlo® AWE g & ool Fuf, e 289l
THE % 3, 2ERICE AHE B T 2l Ff
Te el g IE & Aot s *H]x}ﬂ 9
FAFS e o AR T AFS Flisks AR
A ZHRFEe] Mesle exElly 229l Ad AR 9
FAAE FA skt st

H5-1: 22l gale o=l Jujjo] Jge nE 7o)

tlo t
4
py

o

}_,
>

2

f
mlm

Hs2: 930l gale eefel Fulo] 9L v Zolck,
Ho-1: 2211 §a)e osrelel Pule] arg m2 olth.
H62: 220l gl 2ol o] JaRe mA olo,

31, ay
thild §587A0A LS| ARAES Fujshs A
T ARG Ao} A 24 dAld] F3e mx|Ele) o

ZEE 2MA5Y WSS PHL oS WrES FuE)
WA, A BAR ololAe ATRYLS Fig. 15} o] T

sle] Z7te) ARg WFHIA AT APs &
HIZIEA] bR E APATEL 7|22 JRERN] 9GRS )
At ASEe AviFT- 7RIS 7HFT 71, o FAlEl
& zulRe] AFBol) AFAT AP AP 77te]
JPe) Y=g WFhA ek B R F o)
=°| MZAE she @AM A olF BRE dofslaL
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Consumer’s characteristics

Enjoyment
pursuit

performance
risk

Fig. 1. Conceptual research model.

S0 Be ARA FHE Ot Lok AT AHE A
FS e A DI 4% AAE 21T 470z s

EARE Fohe AR 7R A olStaL Baek(2016), Chae
(2019), Kim et al.(2007)2] A+E FA2 458S AASA
th 7HEFEE 7R AEE 7R AFE s sl
Aol FE, IAEE o83 BAF Mg sl 2AE
¢ 7IX|E A5t Ha et al(2015), Kim et al.(2007)] &
HA2 3RS AASAL AFTAE B &
gt Suje} Hilo] War oFd tigk JRE Fol U U=
AEZE n|sH, Ryou(1991)2] G722 F = 383k XA}
AL, AF P gk o FAIFe] Zve At tEA
U A7 43 0528 9Eshe AE2 Chae(2019), Shin
and Park(2006)¢] A5 FAI= 3EFS MAPsIATH
Hued Ads) Faid Age] tist £33 Min(2008)]
AFE FAZ AFAE NS 32 2zt Atk &
Zalol gyl 2ajo) Hugdog RBisle] 92zl 3
weRe g oxgle]l HEE A WEsle] AFHRE A
A A8, 22l HRENE AFol| gk ARE
Q7] SJal A § AR|EE o]8dh= AR sl T

¢

i

rr

Table 1. Consumers’ demographic variables

Information search

Purchase decision

Offline
purchase

Online
purchase

ARAES ol A F2 Yzhbke oo}
9 AL} 7, ekl FEES W] Trlske AR 4

L, eeiel s F2 RS Qe 23] 9,
2okl AL Bl T2 sk A Yolsact. o1l
H IAE Az sk

el o = 5

ATEAGNA SHozE AY, AY, Y, N4, AFAL
5, AFAE TS

33 RESY Y MUY

AR DA o] Bt e Leel APL o)t

20199 12€e]] 28Rl HAEAZANS AAEIIT 22l
2ol AP olgs] H2 19 ool JFAES Tl
ol e AHAE UdeE 2AE Fgsiglon, £44
SHOE dAdE AL A% F 46852 & L
Ao ARSI AR AN HETE AR oAl
oF Fuldd Al o2& FRA FREHS TSN,
AMOS 19.0 packageZ AME-3}3ATH
FEO EAS AuEd Table 13 2t}

FO{I
e
o

Variables Frequency(%) Variables Frequency(%)
20s 93 (19.9) Management 23 (4.9)
30s 94 (20.1) Specialist 32 (6.8)
A 40s 92 (19.7) Office worker 177 (37.8)
e
£ . Sales & Service workers 41 (8.8)
50s 93 (19.9) Occupation
Self-employment 38 (8.1)
60s 96 (20.5) Student 29 (6.2)
Male 234 (50.0) House wife 56 (12.0)
Gender
Female 234 (50.0) Others 72 (15.4)
. Less than 2 million 31 (6.6)
High School 83 (17.7) .
2-less than 4 million 148 (31.6)
. Monthly e
Education Undergraduate 24 ( 5.1) Income 4-less than 6 million 145 (31.0)
Graduate 307 (65.6) 6-less than 8 million 110 (23.5)
Advanced degree 54 (11.5) More than 8 million 34 (7.3)
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=

. ElMDt Eted 2N
2 A7 dTEEZE sk WgEe] AN A=
3171 S8l ZEuksl ¢3K(Cronbach's S 13}
e AFs] 8 HeEHE o8 14 8llEA
(Confimatory Factor Analysis: CFA)YS A3t 2
29} 7}, Agksl dukgto] it 70 o) gdelal & A
JHpRle] 60 oo ERIE|Y] 7} AMTES] WH
go] FREUTE

14 2R A3 By AgEE Adsketle ot
Ao 2 GFI(Goodness of fit index: .90 ©]’d ®}¥H2]), AGFI
(Adjusted Goodness of fit index: .90 ©]’3 W}4]), CFI(Com-

parative fit index: .90 ©]4 ®}H4]), TLI(Turker-Lewis index:

&
I
oo

Approximation: .05 ©]3FH wlj-- £ 08 °]3} vlEHA), X5
ol HE pRr(05 o)3e] wia)) 5e] A2 o] &3 THHair
et al, 2010; Lee & Lim, 2011; Yu, 2012). & d7R&E<
BAATL 47 =595.097(df=247, p=.000), GFI= 907, CFI=.943,
TLI=.931, NFI=.907, RMR= 058, RMSEA = .055& e}
vl AElt . wEE AT X5E S5 UEATL e
Aoz Yeptorn, BAEX]4(Averege Variance Extracted:
AVE)E .50 o4, 713412 % (Construct Reliability: CR)E .70
o)g Sl FFE Tt dRE K Hair et al, 2010).

TSk PAUTES] HARNFEA T BE WA A
A AR ZA eRaL Slo} shHeRA o] YEEUTH
(Table 3).

42 ATZYO| A2 HS

90 o]’ wkg]), NFI(Normed Fit Index: .90 ©%d BlH4)), AFEA NN AT QAT A BEARE 72
RMR(Root Mean Square Residual: .05 ©]3} HFE2], 10 ©] 2, 72 B¥S o]835le] xrdel AHFAlS B3
st 8 w3, RMSEA(Root Mean Square Error of 3, AR ARE ASIIATE P2 28-S gy
Table 2. The result of confirmatory factor analysis
Construct Items li:(citi(r)lfg t Cronzach’s AVE CR
I am much interested in shopping. 897 21.346
Enioyment | enjoy looking around shops to buy clothes. 825 19.365
}iui/suit I enjoy eye-shopping even though I have nothing to buy. 7199 18.610 89 679 894
It is a pleasure for me to buy clothes. 786 -
I try to buy clothes on sale as possible as I can. .807 13.351
Price pursuit I try to use promotional coupon in buying clothes. .826 13.417 798 .665 855
I tend to choose the lowest price for my clothes after searching enough.  .649 -
It is interesting to spend time in thinking about clothes. 872 18.209
infgfvi‘:stem I am much interested in clothes. 830 17581 857 731 890
I have enough information about apparel product. 751 -
I worried that I might not be satisfied with the purchased clothes. 187 -
perfo l:;)::::; risk The purchased clothes might be different from those that 1 expected. 816 15.967 827 .665 .856
The purchased clothes might have defects. 753 15.305
I go to store to see product before I purchase. 682 8.029
Offline search I often look around stores to research information about clothes. 697 8.070 639 507 77
I tend to get information about clothes besides internet: recommendation of 467 )
friend/family, TV/newspaper ad. etc.
I usually use internet to search for apparel product 877 15.727
Online search 1 get information of clothes using internet. 703 13.907 .805 624 831
I usually research my clothes using web-site. 723 -
Specific stores occur to me whenever I purchase clothes. .885 17.589
Offline purchase I have a store which I often use in purchasing clothes. .888 17.610 .865 .693 .870
I tend to buy clothes in stores. 716 -
I usually buy my clothes using online. 932 20.050
Online purchase I buy clothes using internet when I need. .886 19.605 .889 688  .868
I have a several shopping malls to visit whenever I purchase clothes. 747 -

¥ =595.097 (df=247, p=.000), CMIN/DF = 2.409, GFI=.907, CFI=.943, TLI=.931, NFI =.907, RMR = .058, RMSEA =.055
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Table 3. The squared correlations and AVE of variables

Ergsi/stliim Price pursuit in\forl(z/(:rlrcl::nt perfotrrr(l);:lr?ccg risk Offline searchOnline search p(zrijzlki:e pfl)rr::lkllre:ze
Enjoyment pursuit 679"
Price pursuit 064° 665
Product involvement 494 .029 731
Product performance risk .036 .148 .028 .665
Offline search 205 .060 144 017 507
Online search 110 271 .109 176 012 .624
Offline purchase 072 .000 .080 .002 353 .002 .693
Online purchase .098 077 .108 .082 .004 214 .004 .688

a: Values at diagonal represent AVE of constructs
b: Values beneath AVE represent the squared correlation between construct

FollA EAY AR o FH= 544 AGHAE HE o](Kim et al, 2007; Peterson, 1997; Schwartz, 1997/1999),
| fragh 7S el 24 A FxRde] A% 3ol Slofx AL Fske Avle el S 4

HooL
e 0 4

=635.311(df=257, p=.000), GFI=.899, CFI=.938, 7 MRSl A ELS galEl=y e Fe Qoz YEEY
=928, NFI=.901, RMR =.067, RMSEA = 05622 U}E} ). whel] 3] ti AU e TRE e AllE o
2

o

TL
v 23] A3tws 83 veiria Aot o] 347 @3S w|ZIth 3 Babin and Attaway(2000),
2 dFere FREA By dubdo R AR E Szymanski and Hise(2000)2] "?ﬂ?@i’}g}b AR e 4
st ARSEE el Bldeshe Al CRE ]85t =2 e o] FAES ol Al ZHUI she IS
TFAMNEZR] 1A TS AR S AEATE £ 2 oyl AIX I AES w‘Lﬁ 3ol A EolA AEA
AR URE o] AAXU) HER o] 385 F A¢ A g she AEH 7IAE § 271 FoR diadE o
THEER 78 4= 7] w2l ghel 1.9601d¢1H, p=.05
FollA AAZE Adehar FERATHRho, 2003). L A A% 422. 7FAFF 77 ARG Ade|] = 4T
g 127019 7Md & $7e] 7Hdo] A= ATk Table 4, Fig. 2). H2-19] 7HE3FF 7Hx]e ezl Z*HW“OH T = A
olthke 7175, H2-2¢8] 7HAST 7HlE &Eiel A
42.1. A FT 77 ARG Ao = dgF o dFE = Zolvke AYEHA. ot FE T o1&
HI-19] Am|EF 7iE 222l Frehle] 438 & A st A7PAC R AFS Fufetat ke 7HXE Lzl
olthe A=A, HI-29| AnFF 7] 28] HEE drvhs 22l Adele) o] d3E vXe AR e
o IS &= Zolvks 71Z4EIAh AYAFENA AGAR t}. Park(2000b)2] oA FeHd JxHTE §83 7|7}

Table 4. The result of path analysis

H Path S.RE. S.E. CR. Sig. Result
HI1-1 Enjoyment pursuit — Offline search 324 .056 3.626 " accepted
H1-2 Enjoyment pursuit — Online search 071 .065 996 319 denied
H2-1 Price pursuit — Offline search 109 .054 1.703 .089 denied
H2-2 Price pursuit — Online search 385 074 6.362 o accepted
H3-1 Product involvement — Offline search 172 .058 2.030 ' accepted
H3-2 Product involvement — Online search 195 .072 2.718 ” accepted
H4-1 Product performance risk — Offline search .010 .041 .168 .867 denied
H4-2 Product performance risk — Online search 236 052 4.362 " accepted
H5-1 Offline search - Offline purchase 628 133 7.203 accepted
H5-2 Offline search — Online purchase .019 .098 353 124 denied
He6-1 Online search — Offline purchase —-.154 054 -2.996 ” accepted
He6-2 Online search — Online purchase 485 073 8.374 " accepted

p<.05, “p<.01, "p<.001
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risk GFI=.899, CFI=.938, TLI=.928,
PR3 753 *p<.05, **p<.01, ***p<.001 NFI=.901, RMR=.067, RMSEA=.056
Fig. 2. Path model.
QI RG] fgEe] FHHoE o 2 JFL vk 424, AFA AFo] AR A & 9T
3 Bs 7a,+91rc x|l Azoln], AFY o7} 2 7 H4-19] AlFA2 3o] ezl Jugse] 93 & 2
A AEQ A AR B2 AHRIEC] A TES} oltke 71ZHE AL, H4-29] AlF4+ 3ol 22l Hreh
go i) ) eTeloire] Fulgo] Etky @ A ol BS Z Zolvhs AUHA AE P exelel
(2015H A2 2|R)5K= A7}olt}. Benjamin and Wigand(1995) AEEAC S & Flolgta d S o, folgh 93y
€ dEYlo] o] 857 AR 2710l LAk 83 2 o] gle o= YFHUTE 7 anjAkEo] AlFel ZIdshe
[E ISAATE ADolAL 7ML YT BAEA vie} EAE REThE Bzl St} sjats AREM o
thal 19leu), Bilgihan et al(2014)S QEZolE &1l & Aol @ Zajel wias 2 WHEsle] el e FE

HIZAERE 39 S5 Av|et 22 484 7IXE F7¢
oL it ey B AFAIE ods] 7HFT 7ER7F &
21 Ao @3S FoL e WA, ARET R e
Q1 go] dkgRloR yepgth AadATelr 22l AR
B SFEO ERA -gE A AEH FEL ErE= o
23 §87 e 21sls BEX A HReEk Zmo) ¢
o}l 31%+=1 (Hoffman & Novak, 1996 Raman & Leckenby,
1998), & AFXe LBRFEe] AFS Fulshr] A AlEl

e NP SRl S5 @ A 87 A9 ol
£ BEAYH PR SHo] e A%z FEdc
423, AT} A A0 2 A

H3-19] AlFHel7t ezl AR J3s = Aotk
oF H3-29] AFHA7T 221 XOE Aol JFe = Aolvke
BT QA=) AlFel tg Hodert oW R 5717t
ZskE . gg)Ee] Bkl ¢ A AT(Choi & Choi, 2002:
Lee, 1997: Lee et al., 2004; Ryou, 1991)E A|A|sk= ZA}o]
th 2 BR OB gk e xRl iﬁ]“’] =3
RE LS o83t ARG F Foldk TS F= T8

W5elo] YU

BT

)

rot

& & 9Itk. Forsythe and Shi2003y= £2}2l A o] &AL
ARE IS= B2 (browsers)2} TP AH(moderate shoppers,
heavy shoppers)= 73] QIA|sh= —‘Hfﬂ«l ZHE2 24819
=, AF fel A A AFS el AH(moderate
shoppers)”t A&l thgt A Huk B203E x| (browers) T} T B
o] QR|3le ke Ao Uepdtia vl = g Xﬂ
o] F4o] 7ol & mA7L ¥ A= AEFET 3

Heb ARt el o 93 s & 9 =
Aot} & AFoME AFH AFE AR sk LHARE
22l HEEA ox miis Ay et AlFS IR
Zolgal dSste] FFAAE BP0, AlFol g £
21Ao] Qlthal sto] FREA THAoA] o2kl dL B
A= ¥e AR NT F vk 2Y AFE Fulske

WA AFA gdo] exelel, wi eetel Ad Age
A QPHe 35 oA gEslor & Bask 9 Aol

425, AR Aol ol Al T Qe
8

Hs-1: ©3zeke) Anuehe oselel oo Jae vld 2
ofthe AN, Hs2: ek gL efel o]
Qa2 T8 Aok /1A= He-l: 28] ARgAe ©
ool ool JFL 01 Flolrhs} He-2: ekl HREAE
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