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Abstract

This study identified types of information source, and explored a path model for consumer information
search by shopping attributes in the context of online decision making. Participants completed self-
administered questionnaires during regularly scheduled classes. A total of 219 usable questionnaires were
obtained from respondents who enroll at universities in the southwestern region of the United States. For data
analysis, factor analysis and path model estimation were used. Consumer information source was classified
into three types for online clothing purchases: Online source, Offline retail source, and Mass media.
Consumers were more likely to rely on offline retail source for online clothing purchases, than other sources.
In consumer information search by shopping attributes, online sources were more likely to be related to
transaction-related attributes(e.g., incentive service), whereas offline retail source(e.g., displays in stores,
manufacturer’s catalogs and pamphlets) were more likely to be related to product and market related
attributes(e.g., aesthetics, price) when purchasing clothing online. Also, the path model emphasizes the effect
of shopping attributes on traditional retailer search behavior, leading to online purchase intention for clothing.

This study supports consumer information search by attributes, and discusses a managerial implication of
multi-channel retailing for apparel.

Key words: Clothing, Information source, Online shopping attribute, Online purchases; 25, 29,
29l g4, 2l )

1. Introduction

Understanding consumers’ information search
behavior is critical to firms’ strategic decision making
in the online marketplace. Although there are similarities
between consumers’ information searches in online
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store and those in traditional physical stores, there
are differences in terms of information sources,
important shopping attributes, and perceived risks
(Lukosius et al., 2001). An important aspect of online
information searches is the large volume and variety
of product information available, opportunity for
direct comparisons, and reduced consumer search
costs(Alba et al., 1997). Given the paucity of existing
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research on consumer information searches, clearly
researchers have just begun to identify patterns of
online information search. Peterson and Merino
(2003) suggested that the Internet is not a “consumer
information panacea” and will not appreciably increase
the amount of pre-purchase information consumers
acquire when evaluating alternatives and making
purchase decisions.

Increasing numbers of consumers are purchasing
clothing online, which represents a significant growth
of online sales. Despite limitations such as inability
to physically try on and touch a garment in the online
shopping realm, U.S. spending on online clothing
sales increased 32% during the third quarter 2006
versus 2005(Nolan, 2006). More recently, the emer-
gence of multi-channel retailing has importantly led
the debate over whether new channels compliment the
existing channel or whether they merely increase
sales from existing channels for the apparel sector
(Zendor Group, 2006). At this point, several apparel
retailers(e.g., Maycs.com, Sears.com, LandsEnd.com)
already have implemented multi-channel strategies
(Payne, 2004; Reda, 2005), which enable them to
reach more “cross-shoppers’” who use multiple channels
of a particular retailer with appropriate offers(Dholakia
et al., 2005). For instance, consumers who do not
intend to purchase online are just using retailers’
websites to browse and decide what to buy. Other
consumers utilize the Internet for purchasing online
while using conventional retailers to search for
information(Peterson et al., 1997; Pulliam, 1999).
Therefore, it seems logical to assume that the tradi-
tional information search will remain intact even in
the context of consumer information searches and
decision making for online clothing purchases.
Nevertheless, there is little study on consumer infor-
mation search incorporating online and traditional
information sources in an online context.

The purpose of this study is to (1) identify a typol-
ogy of consumer information sources including online
and conventional sources for enline clothing purchases
and (2) examine the effect of shopping attributes on
consumer information sources for online clothing pur-
chases, and (3) estimate a path model for examining
the relationships among shopping attributes, con-

sumer information sources, and online purchase inten-
tion for clothing. This study will be useful data for
fashion marketers to develop direct marketing strate-
gies. This study also will provide managerial impli-
cations into multi-channel retailing for successful
positioning in the competitive e-marketplaces.

I1. Literature Review

1. Consumer Information Sources for Online
Purchases

Today, consumers’ information search processes
might be interactively involving a complexity of
sources including commercial advertisements and the
Internet. Most notably, younger consumers ranked
cyber-space advertising as the number one medium
replacing television. Print media including magazines
and newspapers ranked a distant third, while catalog
and direct mail ranked last(Brackett & Carr 2001).
Indeed, consumers endeavor to acquire information
from websites as well as traditional sources (Klein &
Ford, 2003; Peterson & Merino, 2003). The Internet
provides a forum to gain personal information from
online consumer networks, so that information from
other consumers particularly becomes important to
online decision making for specific products, such as
travel(Bei et al., 2004). In addition, potential sources
of information include consumers’ own previous
experiences with a product or brand, recommenda-
tions from family, friends, and colleagues, and previ-
ous imprinting as a result of promotions, usually in
association with specific brands (Klein & Ford 2003;
Peterson & Merino 2003). Therefore, information for
consumers’ online decision making may be sought
from electronic and traditional sources as followings:

« Electronic sources(e.g., dealer websites, online
bulletin board-chat sources);

* Mass media(e.g., magazines, newspapers, televi-
sion, radio);

* Word-of-mouth communication(e.g., friends, sales-
people);

« Offline retailers(e.g., store display, catalogs); and

« Consumers’ Ow1 previous experiences.
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Another consideration in information source
relative to purchase decisions involves in the nature
of the products(Bei et al., 2004; Rowley, 2002).
“Feel-and-touch” products may differ in a number of
essential ways to seek for information regarding
product-related performance(e.g., quality, fabric, style,
color, design, size, etc.). Moreover, clothing is a high
involvement product for which consumers are willing
to exert considerable time and effort in the purchase
process(O’Cass, 2004). Thus, consumers rely on
various information sources(i.e., mass media, person-
to-person word-of-mouth communication, expert reports
and opinions, store-based product displays) in online
shopping for clothing(Bei et al., 2004; Peterson &
Merino, 2003). According to Peck and Childers(2003),
consumers are likely to have the “need for touch
(NFT)” when purchasing clothing(e.g., sweater), which
tends to involve the use of haptic(i.e., using the hands)
information to determine the product’s desirability.
As aforementioned, consumers may use online infor-
mation sources as well as conventional information
sources, such as traditional retail stores, catalog, and
mass media(e.g., magazine, newspaper, television,
radio) for clothing.

2. Consumer Information Search by Shopping
Attributes

Information search is defined as the stage of the
decision-making process wherein consumers actively
collect and integrate information from numerous
sources, both internal and external, prior to making a
choice(Blackwell et al., 2001). Traditionally, two major
types of search processes include (1) searching by
brand and (2) searching by attributes(Hoyer &
Maclnnis, 1997). In the information processing, con-
sumers who conduct information searches by
attributes tend to gradually reduce their uncertainty
about decision making(Jacob et al., 1978). In the
context of online, information searching by attributes
was found to encourage consumers’ purchase intention
(Bei et al., 2004; Watchravesringkan & Shim, 2003).
For instance, Watchravesringkan and Shim(2003)
suggested that perceived importance of transaction-
related attributes are critical to encourage consumers’

search activities to purchase online. That is, the speed
of the process and secure transactions significantly
encouraged consumers to use online information
sources for online clothing purchases. Lower prices
than those found in traditional stores were motivation
for online information searches because consumers
easily compared price information at a variety of
possible suppliers(Ray, 2001). This implies that con-
sumers tend to engage in online search to obtain
information regarding transaction services, or pro-
motional incentives for clothing purchases over the
Internet.

Otherwise, consumers want to acquire full infor-
mation prior to purchasing specific products - clothing,
jewelry, or accessories - that are dominated by sensory
attributes, such as color, design, fabric, and fit(Bei et
al., 2004; Park & Stoel, 2005). For successful apparel
e-retailing, Then and Delong (1999) also suggested
the importance of visual aesthetics including images
of the product in its closest representation of end use,
displays in conjunction with similar items, and views
from various angles such as front and back, which
can offset limitation of online search for clothing.
Rha(2002) supported the impor-tance of in-store
“feel and touch” information to acquire sufficient
information prior to purchasing experiential sensory
products, such as clothing. In Degeratu et al.(2000)’s
study, sensory search attributes, particularly visual cues
(e.g., design) about the product have lower impact on
choice online than offline. Bei et al.(2004) also
suggested that consumers used not only online retail
sources(e.g., retailer’s, manufacturer’s websites), but
also traditional retail sources(e.g., store visits, inter-
actions with sales personnel) to search for additional
information about aesthetic attributes prior to online
purchasing of clothing products. Thus, it is expected
that consumers search for more information available
about sensory attributes from offline source than
online, when making the weights of importance for
sensory attributes. In addition to sensory attributes,
price information was sought as the most important
information for purchasing clothing online as much
as in brick-and-mortar stores(Ha & Stoel, 2004;
Laroche et al., 2000).

Given uncertainty in information processing over
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the Internet, brand name is one of information in
online apparel shopping. For instance, consumers use
well-known brand names as substitutes for product
information when making online purchase decisions
(Rowley, 2004; Ward & Lee, 2000). Park and Stoel
(2005) also suggested that consumers perceived less
risk in purchasing over the Internet when they were
familiar with the brand of clothing. Although the
study of online information search for clothing is in
its infancy stage, it is assumed that various consumer
information searches may be undertaken in the con-
text of online clothing purchases. Particularly, tradi-
tional information sources are still used as important
media for purchasing clothing. It seems likely that
consumers will rely on different information sources
by their perceived importance of online shopping
attributes for clothing. However, the literature does
not provide findings on the directions of the differ-
ences, and thus the following hypotheses were devel-
oped:

Hypothesis 1: Consumers’ information sources
will be affected by their perceived
importance of shopping attributes
for online clothing purchases (1a).
However, sensory attributes will
have higher effect on offline source,
while transaction-related attributes
will have higher effect on online
source (1b).

3. Effects of Consumer Information Search on
Online Purchase Intention

Information search plays a key role in encouraging
consumer decision making. As pre-purchase search,
external search to collect additional information from
environment drives consumer to make a purchase
decision(Blackwell et al., 2001). In the context of
Internet, previous studies showed that consumers’
Internet browsing was likely to lead to information
search(Rowley, 2002) and eventually purchasing
(Bonn et al., 1999). That is, online purchase intention
increased as a function of the amount of online
search intention for product information. In television
shopping, Kim and Lennon(2000) also found that

consumers’ information search influenced their
purchase intentions for apparel. In the internet
context, Watchravesringkan and Shim(2003) suggested
that information search was the most important
predictor of online purchase intention for apparel
products. This finding supported a notion that infor-
mation search is significantly related to future purchase
intention by decreasing perceived risk levels associated
with online shopping(Shim et al., 2001). On the other
hands, because consumers are highly involved in
clothing product selection, information search from
offline sources is more likely to decreasing uncertainty
of product information on sensory products such as
clothing, which leads to consumers’ online purchase
intentions(Kim & Park, 2005; O’Cass, 2004). When
consumers have enough information about a pro-
duct(e.g., size, color, price, and function) they will
make a decision as to the purchase of that product(Ha
& Stoel, 2004). As indicated in the literature, it is
expected that consumers’ reliance on online search
influences consumers’ purchase intention by the
Internet. Thus, the following hypotheses were develo-

ped:

Hypothesis 2: Consumers’ information source reli-
ance will increase the intention to
purchase clothing online (2a), but
the effect on online purchase inten-
tion will be differed by types of
information source (2b).

II1. Methods
1. Sample and Data Collection

Data were collected from college students at uni-
versities in the southwestern region of the United
States. Participants completed self-administered ques-
tionnaires during regularly scheduled classes and
were informed in writing that completing the survey
was voluntary, anonymous, and that there were no
penalties for not participating. A total of 219 usable
questionnaires were obtained from respondents who
represented more female(59.4%) than male(40.6%)
students. Average age of the respondents was 21.6
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years old, ranging from 19 to 25 years. Respondents
were online an average of 2.36 hours per day and
spent US$30.14 per month for online purchases.

2. Measures

A questionnaire was developed from the relevant
literature review and consisted of three main con-
structs: Consumers’ informatjon sources, online pur-
chase intentions, and online shopping attributes. In
addition, respondent’s demographic characteristics
{e.g., gender, age) and Internet-related variables(e.g.,
computer expertise, hours spent online per day, dol-
lars spent per month for online purchases) were
included for descriptive purpose. Consumers’ infor-
mation source was measured by a 10-item scale
(Klein & Ford 2003; Moorthy et al., 1997). Respon-
dents were asked, “How likely are you to rely on
each of the following information sources for pur-

Table 1. Factor analysis of online shopping attributes for clothing

chasing clothing online?” on a 7-point rating scale
(1=very unlikely, 7=very likely). For online shopping
attributes, an 18-item scale was comprised of
clothing-related and online transaction attributes
(Kim & Kim 2004; Watchravsringkan & Shim 2003).
Respondents were asked “How important is each of
the following items to you when purchasing clothing
by the Internet?” on a 7-point rating scale(l=very
unimportant, 7=very important). Ounline purchase
intention for clothing was measured with the ques-
tion “How likely would you be to purchase clothing
via the Internet in future?” on a 7-point rating scale
(1=very unlikely, 7=very likely).

Preliminarily, exploratory factor analysis with
varimax rotation revealed five factors, which
accounted for 83.2% of the total variance. Factor
loadings ranged from .63 to .91. Aesthetics consisted
of seven items related to intrinsic attributes(e.g.,
design, color, style, fabric, and pattern). Secure

L ;. toadi
Aesthetics(0:=.95) 5.49 32.11
Color .87 (32.11)
Design .87
Pattern .86
Style 84
Photo Image 82
Fit .68
Fabric(fiber contents) 63
Secure Transaction((=.93) 2.78 16.36
Security system 91 (48.47)
Privacy 90
Ease of ordering 3
Incentive Service(0=.80) 2.25 13.29
Incentive services(e.g., Membership benefits or visitor points) 81 (61.76)
Promotional incentives(e.g., Free gifts, Prizes) 79
Payment options available .64
Brand(0=.90) 1.91 11.25
Brand name .88 (73.01)
Brand reputation 81
Price(0=.88) 1.74 10.26
On sale .82 (83.27)
Reasonable price 70
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transaction included three items related to security
and privacy concerns. Incentive service included
three items regarding incentive program and cus-
tomer service, such as payment options. Brand con-
tained two items regarding brand name and
reputation. Price included two items related to sales
and reasonable price(Table 1).

3. Data Analysis

An exploratory factor analysis using principal
component analysis with varimax rotation was con-
ducted to identify underlying dimensions of online
shopping attributes and information source. Reliability
was assessed through Confirmatory Factor Analysis
(CFA) and the calculation of Cronbach’s alpha
coefficients. A hypothetical path model using correlation
matrixes was estimated for examining causal relation-
ships among online shopping attributes, consumer
information source, and online purchase intention for
clothing by LISREL 8.53(Joreskog & Soérbom 2002).
Opverall, model fit was assessed by statistic indexes:
Chi—square(xz) value, Goodness of Fit Index(GFI),
Adjusted Goodness of Fit Index (AGFI), and Root
mean squared residual(RMR).

Table 2. Confirmatory factor analysis of information sources in online purchasing for clothing

IV. Results and Discussions
1. Typology of Consumer Information Sources

An initial 10 items of information sources were
analyzed by factor analysis, using principal compo-
nent with varimax rotation. Two items were deleted
due to factor loadings below .60. Three factors were
extracted and rotated, which accounted for 75% of
the variance. Next, a confirmatory factor analysis
was conducted for validating the factor structure of
information source driven from exploratory factor
analysis. Factor loadings ranged from .68 to .92, which
were significant at the .001 level. Overall, model fit of
the three-factor structure was within an acceptable
range(x2=64.86, df=17, p<.001; GFI=.93; AGFI=.84;
RMR=.049). Cronbach’s alpha coefficients ranged
from .78 to .85. Thus, measurements were deemed to
be reliable and valid for further analysis.

As shown in <Table 2>, the consumer information
source in online purchasing for clothing was classi-
fied into three types: Online source, offline retail
source, and mass media. Factor 1, Online Source
includes online external sources(e.g., web-shopping
sites, online word-of-mouth(WOM), posted consum-
ers’ opinions), and internal sources(e.g., previous

’ Ih‘fgjlmation Source Fack) lpad' s
" Online Source(0=85; VE=64) 334 159
Other Web-shopping sites related to my purchases 91 (16.22) 3.49 1.96 4
Previous online purchase experience or knowledge .88 (15.56) 4.31 2.14 1
Other consumers’ opinions posted on the Web 72 (11.39) 291 1.77 6
Talking to a salesperson on the Web or telephone .68 (10.65) 2.66 1.80 7
Offline Retail Source(0=.83; VE=.73) 3.96 1.82
Displays in stores .81 (12.98) 4.02 1.94 2
Manufacturers’ catalogs and pamphlets .90 (14.96) 3.90 2.01
Mass Media(0=.78, VE=.70) 3.00 1.49
TV advertisements .92 (14.85) 344 1.79 5
Radio advertisement 75 (11.48) 2.55 1.50

a: all significant at .001
b: Rank of mean score

Goodness of Fit Statistics: Chi—square(xz)=64‘86(df=17, p<.001), GFI(Goodness of Fit Index)=.93, AGFI(Adjusted Goodness
of Fit Index)=.84, RMR(Root Mean Square Residual)=.049, NFI(Normed Fit Index)=.96.
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online purchase experiences or knowledge). This
finding is not consistent with Klein and Ford(2003)’s
study that classified online information sources into
more distinct groups, such as online neutral, online
direct and online WOM. For clothing, however,
different online sources were unified regardless of
personal and impersonal or external and internal
sources for clothing. Factor 2, Offline Retail Source
contained two items regarding visits to traditional
retail stores or dealers including store displays or the
examination of catalogs. Factor 3, Mass Media,
included two items related to information from
advertising and other types of marketer-produced
communication, such as television or radio advertise-
ments. Consumer information source for online
clothing purchases is multidimensional including
electronic and traditional sources, supporting the idea
that consumers tended to rely on traditional direct
information sources, such as retail store visits along
with online independent sources(Bei et al. 2004).

For descriptive analysis, the mean of offline retail
source was the highest(M=3.97), followed by online
source(M=3.44), and mass media(M=3.00). More
specifically, online internal source(i.e., previous online
purchase experience or knowledge) was the most

highly used(M=4.31), followed by offline retail sources,
such as store displays(M=4.02), manufacturer’s cata-
logs(M=3.90), and other web-shopping sites(M=
3.49). Offline retail search tended to be the most
frequent form of search when purchasing clothing
online, followed by online search. This finding
supports the interactivity of information between
online and offline(Ariely, 1999) in the online decision
making process.

2. Path Model of Consumer Information
Search for Online Clothing Purchases

A path analysis was undertaken to examine the
relationships among shopping attributes, information
sources, and purchase intentions for clothing in the
context of online shopping by using LISREL 8.53. In
a hypothetical path model, the five factor scores of
online shopping attributes(e.g., aesthetics, secure
transaction, incentive service, brand, price) served as
independent variables(X1-X5). Three factor scores
of each information source, such as online source
(Y1), offline retail source(Y2) and mass media(Y3),
and online purchase intention for clothing(Y4) served
as dependent variable(Fig. 1).

Aesthetics
(X1) (o~ 21
Online Source 25%*%
Secure 25%x* (YD)
Transaction (X2) I R DqEkE
305 !
Incentive Service Offline Retail Online Purchase
k%
(X3) TR Source (Y2) 43— oiention (Y4)
20***
k%
]?;-?:)d /.19 5%
Q1% Mass Media /
Y3)
Price (
(X5)

Goodness of Fit Statistics: Chi—square(x2)=15.l7(df=4, p=.034), Goodness of Fit Index (GFI)=.98, Adjusted Goodness of Fit

Index (AGFI)=.90, Root Mean Square Residual (RMR)=.037
**p<.01, ***p<.001

Fig. 1. Path diagram for consumer information search in online clothing purchases.
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The initial estimation of the path model demon-
strated that the chi square value of 32.64 was signifi-
cant(df=8, p=.00). Other fit statistics(GFI=.97; AGFI
=.81; RMR=.05) are marginal to accept data(Hair et
al., 1998). We also considered maximum modifica-
tion index to improve the hypothetical model by add-
ing the direct effect of aesthetics on online purchase
intention for clothing. This supports the idea that aes-
thetic virtual image is critical to encourage consum-
ers to purchase clothing online(Verton, 2001). The
revised model indicated that the chi-square value of
15.17 was acceptable(df=7, p=.034) by Hair et al.
(1995)’s recommended level. The difference of chi
square values between the proposed and modified
models was significant(Ay’=17.47, df=1, p<.001),
implying that the freed parameter(ys1) imposed in the
path model significantly contributed to improve the
model. Other fit statistics were within acceptable
ranges(GFI=98; AGFI=90; RMR=.037), and the
path model was acceptable for testing the hypothe-
ses. The path model illustrated in <Fig. 1> demon-
strated that online shopping attributes were significant
predictors in determining type of consumers’ infor-
mation search for online clothing purchases. In addi-
tion, the information search was more likely to
encourage online purchase intentions for clothing.

1) Consumer Information Source by Online
Shopping Attributes
As shown in <Fig. 1>, the consumer information
source was partially related to online shopping
attributes for online clothing purchases. Specifically,
the online source was significantly affected by two

factors of shopping attributes, aesthetics(y1; =.21, p<
.01) and incentive services(ys1=.30, p<.001). With
respect to traditional information sources, offline
retail source was significantly affected by all five
factors of shopping attributes. More specifically, the
secure transaction had the highest effect on offline
retail source(y,,=.30, p<.001), followed by aesthetics
(y12=.25, p<.001), price(ys>=.21, p<.001), brand(ys
=.19, p<.01), and incentive services(ys=.16, p<.01).
In addition, mass media was significantly affected by
incentive service(ys=.20, p<.001), suggesting that
respondents who consider incentives for online shop-
ping were likely to rely on additional information
sources(e.g., television and radio advertisements).
The findings suggested that online consumers engaged
in various information search activities using online
and offline sources by the perceived importance of
shopping attributes in online decision making for
clothing. Thus, hypothesis 1a was supported.
Consumers who concern incentive benefits are
more likely to engage in online search, whereas con-
sumers concerning security or privacy are more
likely to rely on traditional retail source when pur-
chasing clothing online. As expected, for aesthetic
attributes, consumers are likely to use both informa-
tion sources, i.e., online and offline. However, the
effect of aesthetic attribute was slightly higher on
offline retail source than online source. Additionally,
the aesthetic factor had a direct effect on online pur-
chase intention for clothing(ys =25, p<.001). This
implies that an aesthetically well-developed website
may lead to consumers’ simplified information pro-
cessing by reducing search cost for making an online

Table 3. Total effects of online shopping attributes on information search

Aesthetics(X1) 21 (3.28)** 25 (4.07)** .02 (0.32)
Secure transaction(X2) 11 (1.65) 30 (4.87)yxx* .08 (1.18)
Incentive service(X3) .30 (4.68)*** 16 (2.64)** 20 (4.67)***
Brand(X4) .09 (1.36) .19 (3.19)** .05 (0.70)
Price(X5) .02 (0.35) 21 (3.39y** .00 (0.07)

R for structural equations .16 .26 .04

*pe 01, #4%p< 001
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purchase decision for clothing.

Compared with other traditional information sources
(e.g., mass media and offline retail source), online
source was highly affected by transaction related fac-
tors, such as incentive services(e.g., membership
benefits, or visitor points), promotional incentives
(e.g., free gifts, prizes) or payment options available
for making a purchase decision on the Internet. Inter-
estingly, price attribute was significantly related to
only offline retail source, supporting the idea that
price sensitive consumers are likely to visit tradi-
tional retail stores or use manufacturers’ printed
sources for price comparison-shopping(Ray, 2001).
Aesthetic attributes, particularly, had greater effects
on offline retail source than online source, supporting
Rowley(2002)’s suggestion that traditional informa-
tion sources more than electronic sources were used
for purchasing products(e.g., clothing) via the Inter-
net. Thus, hypothesis 1b was supported(Table 3).

2) Effects of Consumer Information Source on
Online Purchase Intention

Online purchase intention for clothing was signifi-
cantly influenced by three factors of consumer infor-
mation source. Consumers’ reliance on offline retail
source, had the most robust effect on online purchase
intention(B4,=43, p<.001), followed by online source
(B41=.24, p<.001), and mass media(Bs3=.15, p<.01).
This result is consistent with previous findings that
the consumer information search is more likely to
encourage online purchase intention for clothing
(Watchravesringkan & Shim 2003). Thus, hypothesis
2a was supported. Specifically, consumers’ reliance
on offline retail source was more likely to increase
online purchase intentions for clothing, than was that
online source or mass media. Thus, hypothesis 2b
was supported, suggesting that consumers’ tradi-
tional information search by attributes plays an
important role in encouraging purchase intentions for
clothing.

V. Conclusions and Implications

This study explores consumer’s multi-channel
information search behavior by shopping attributes,
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and its effects on purchase intention for clothing in
online decision making. In the online context,
consumer information source was classified into
three types: Online source, Offline retail source, and
Mass media. From the information processing per-
spective, this finding supports previous findings that
consumers use the Internet and traditional retail
channels differently in two stages of the shopper
decision process(Peterson et al., 1997; Pulliam, 1999).
Given substantially limited information for sensory
products, such as clothing over the web, the traditional
information search(i.e., using retailer or manufacturer
sources) is becoming an even greater necessity as
much as the online search for clothing-specific infor—
mation(e.g., aesthetics), supporting the information
interactivity between online and traditional sources
(Alba et al., 1997; Ariely, 1999; Klein & Ford 2003;
Schlosser, 2000). Furthermore, this study found a
similar pattern in information search for clothing
purchases between online and offline. Aesthetic and
incentive service was sought as the most important
information for purchasing clothing online as much
as brick-and-mortar store. This finding is consistent
with previous results(Ha & Stoel, 2004; Laroche et
al., 2000). Therefore, the findings support the synergy
in multi-channel retailing for clothing in terms of
consumers’ information search process(Bei et al.,
2004; Haubl & Trifts, 1999).

From a managerial perspective, this study provides
implications for multi-channel retailing for apparel.
A multi-channel retailer with online presence has to
strive harder to ensure that the needs of the custom-
ers are met. For online clothing purchases, traditional
retailer was found as one of sources for online con-
sumers to obtain information regarding aesthetic,
incentives, brand, or price. In particular, the per-
ceived importance of aesthetic attributes did have a
significant impact on online search as well as offline
retail search, eventually leading to online purchase
intentions. This suggests the importance of “experi-
ential approach” to visual merchandising for decreas-
ing uncertainty of product information on style, size,
and fabric through comparison-shopping between
online and offline. In fact, consumers are increas-
ingly using various channels and approaches in the
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process of obtaining information and making a pur-
chase(Wind & Mahajan, 2002). In the context of
online shopping, security or privacy issue is critical
to consumers’ reliance on traditional retail source,
suggesting an emphasis on a risk-free image with in a
website. One possible way is to encourage credit
card companies to make consumer protection assur-
ances in order to reduce consumers’ security and pri-
vacy risk. For feel-and-touch products(e.g., clothing),
therefore retailers who synchronize across channels
will be better positioned for success in competitive
environment.

In addition, online retailers need to strike a balance
between offering all positive value about shopping
online and saving the shopping cost required by the
consumers. For instance, incentive service attributes
(membership benefits, free gifts, etc.) were most
important predictor of consumers’ reliance on online
sources. E-retailers should emphasize “‘economic
approach” to sales promotion over the Internet,
which can capture web browsers or to retain existing
customers on their shopping sites — especially given
that online apparel shoppers tend to revisit them for
information search and multiple transactions(Reich-
held et al., 2000). At the same time, multi-channel
retailers(i.e., traditional, catalog, or online retailers)
can provides opportunities for strategic development.
It allows for coordinating merchandising and cus-
tomer service program across channels to present and
have a similar shopping experience with a certain
apparel brand across the multi-channels. Therefore,
they can include (a) advertising online transaction
services on the mass media(e.g., television and radio)
to attract newcomers by emphasizing incentive pro-
grams(e.g., first-time buyer discounts), accurate deli-
very, or ease of payment options; (b) developing
brick-and-mortar retailers’ relationship with online
consumers by accepting returns that were purchased
through their online channel; and (c) site designs to
create a consumer-centric online shopping experi-
ence by employing advanced technological applica-
tions(e.g., 3D virtual dressing room), which reduce
perceived risks and minimize consumers’ search
costs.

The findings of this study should be interpreted
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with caution due to the sampling limitation. We also
recommend that, for future studies, information
agents - expertise(e.g., prior experience or knowl-
edge), perceived risks, and situations(i.e., holiday,
time pressure) - be examined to ascertain how those
variables influence the degree of external search for
online decision making(Bhatnagar & Ghose, 2004;
Kulviwat et al., 2004). In addition, demographics,
such as gender, were important predictors in deter-
mining online shopping behavior for clothing prod-
ucts (Ha & Stoel, 2004; Kim & Kim, 2004). Such
studies can expand online information processing
theory including online decision making across dif-
ferent product categories.
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B dte 22 QAR A A 2810 a3EA, AR 2 ool wel HEE Au)a} FRer
o] AERY S Wl ax} AT AL vl AR Q] thekae] AeEe P o s gRo
AE2AL A CH, F 21989 0|4 753 A8 £HEAT ABEA L 3] 29827 LISRELR.53
= ol &t A2EA S AAsIATE A7A s, ARk 2819 QEZ0E 9 ARYL 28] AR
A, 2y R, gigmAe] AV ez EFHUY. 53], 28kl E7nS Y5 Avd AR
AEEY v2EH o), AxGA e 2 E&= 7G2S o Bol o)% 3= Ao s eyt 244
AERYS AHEY 220 2PEHAY) vy ARG f3 JE S nHh B3] 289l o

TUAL, aBlRbe] 28] AR 08-S AuAAS

d & ol -4 H] 2(incentive service)ol]l <& 7%
b, 2 R o] 82 AnA, 7HE B9 AlE 2 ARRdAL) Faxd) o3
Ao ey, 23 2Bk Al7ER] B4 BE Fejone] AAQ 83E B
Rl vial, 2y FR9 o]go] 2l iz 7t 2 g5 Wt

2R £S48 Av)xe) ApEstE R dige] 2alel Tl g S| 2
DE& BT 2N, AFAF] HEIAE Avi A ZH(Multi-channel retailing) 3] =2 H ATt
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