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Abstract

The purpose of this study was to investigate perception of risks among South Korean female college
students within the process of purchasing apparel products through the Intemet. The study was implemented
by descriptive survey method using questionnaire and subjects consisted of 324 South Korean female college
students. Findings of the study showed that the purchasing process particularly regarding delivery and security
issues seemed to be a strong concern. On the other hand, unique selection such as apparel brands only
available through the Internet was a strong appeal to 37.7% of subjects. Factor analysis profiled risk
perception as: 1) Internet Shopping Selection Preference, 2) Delivery Problems and Lack of Security 3)
Product Quality and Characteristics 4) Return Policy Difficulties and 5) Fair Prices. Discriminant analysis
showed Factors 1, 2 and 3 were significant in helping to differentiate among Non-Purchasers, Fewer-
Purchasers and Many-Purchasers. Factor 1 and 3 helped differentiate among respondents relative to age range.
Across all types of purchasers, offering unique selections of cutting edge fashions and improving risk
perception relative to delivery and security concerns seemed important for gaining greater market share. Being
able to delivery quality products and communicate product characteristics would be a powerful competitive
edge to add to the incentive of convenience in shopping for apparel on the Internet.
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1. Introduction

keting and established a brand new sales channel that
has transformed direct marketing(Silverstein, 1999).

The Internet has changed the economics of mar- In South Korea, as of June 2006, the size of business-
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to-consumer e-commerce was estimated as big as
about $1128 million(Korea national statistical office,
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2006). Globally, apparel retailing also explored use
of the Internet. Electronic retailing was found to have
a significant portion of sales being apparel prod-
ucts(Goldsmith & Goldsmith, 2002). This growth trend
was still strong with experts agreeing that consumers
spend more money on apparel purchases through the
Internet than on any other retail systems(Kim, 2002).
However most consumers who shop on the Internet
feel that there are a lot of risks. That perception
affects their shopping decisions(Hwang, 2003). Ha
and Stole(2004) stated that due to the sensory and
interactive nature of the apparel purchase process,
apparel products are categorized as high-risk items,
and appare!l shopping has been associated with high
perceived risk. Research indicates that the most pow-
erful reason that Internet shopping has been limited
is related to consumer inability to feel and try on their
apparel products and read information on care and
content labels before purchasing(Park & Stoel, 2002).
Consumers prefer to physically examine the products
to assess color, size, design, fit and fabric when they
shop for apparel. Being able to experience products
prior to purchase is simply a long-standing expectation
and a key process for predicting apparel quality and
performance. Many companies have both a physical
store and Internet site that can respond to this concern.
However, there are growing numbers of Internet sites
where products are only sold from that site.

Another major area of risk that has not been well
researched is the shopping process itself. If compa-
nies provided secure shopping systems and technol-
ogy that reduces consumer perceived risk, would
more apparel shoppers use Internet for their purchas-
ing of apparel products instead of physical stores?
There is also need for research about diverse market-
ing strategies for Internet shopping malls and their
consumer base(Hwang, 2003). Recent e-commerce
studies have examined demographic characteristics of
Internet users, their attitude toward Internet shopping,
and purchasing behavior. There have been relatively
few studies about perceived risk of Internet shopping
among South Korean consumers, the target market of
interest in this study.
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II. Review of Literature

1. Risk Perceptions in Shopping for Apparel
and Fashion.

Perceived risk is the feeling consumers have when
considering a purchase decision that involves percep-
tions of both the type of risk and the level of that risk
(Cox & Rich, 1964). A majority of researchers in
consumer behavior support the theory that there are
six dimensions of perceived risk when shopping for
apparel: 1) financial/ economic risk, 2) performance,
3) social, 4) psychological, 5) physical, and 6) time/
convenience risk(Kwon et al., 1991). Financial risk is
the possibility of financial loss when consumers pur-
chase apparel products. In general, apparel products
involve higher financial risks than other products
(Prasad, 1975). Performance risk results when apparel
does not fulfill consumers' performance expectations
such as durability, warmth, and absorbency(Kwon et
al., 1991). Consumers considered quality and perfor-
mance as important factors in making apparel pur-
chase decisions(Jenkins & Dickey, 1976). Social risk
is closely related to a consumer's public image.
Apparel products involved higher levels of social
risks than other products due to the high level of
social visibility of apparel products(Kwon et al.,
1991). Psychological risk appears when consumers
get frustrated with the process such as long waiting
periods, worries about products getting lost in deliv-
eries and uncertainty about the consequences when
they order apparel products. When consumers con-
sider purchasing higher priced clothing such as coats,
jackets and suits, they perceived high psychological
risks(Engel et al., 1986; Kwon et al., 1991). Physical
risk happens when consumers become disappointed
with the physical elements of apparel products
including style, color, fabric, fit, and quality(Kwon et
al., 1991). Consumers have the chance to reduce
doubt by comparing several factors such as colors,
sizes, styles, fabric and quality of actual garment for
less physical risk. However, Internet shopping does
not allow these processes. Thus, consumers take
more physical risk from Internet shopping. Finally,
time/convenience risk happens when consumers are
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concerned with long waiting periods to have apparel
products and the inconvenience of return and exchange
(Engel et al., 1986). Time pressure for shopping is
another critical factor because the reason consumers
purchase apparel product from Internet is to save
time and to get more convenience. Consequently,
purchasing apparel from the Internet has relatively
high-perceived risks and apparel products involve a
higher degree of risk than other products.

Perceptions of Internet apparel shopping are nega-
tively related to consumers' hesitation to purchase
apparel products(Choi et al., 2004). There still are many
reasons why consumers continue to perceive risks
when purchasing apparel products(Pyun, 1999). A
primary reason is lack of opportunity to examine
products before purchasing. According to Lee et al.
{2002), apparel products are typically sold in physi-
cal stores because most people want to feel and touch
apparel products while making decisions. When pur-
chasing in a physical store, consumers have opportu-
nities to reduce perceived risks by inspecting or
trying on products(Cox & Rich, 1964). Consumers
can examine the apparel products by comparing sizes,
colors, fabrics, or styles. And, they can ask questions
of available salesperson to reduce uncertainty. A sec-
ondary reason consumers have difficulties relates to
exchanging and returning faulty items. Finally, con-
sumers are uncomfortable in security and delivery
processes and they have frequent suspicions of the
business process. One of the problems that direct
marketing companies have is that consumers are
afraid to provide their credit card information and
personal information. Also consumers worry that
products they ordered will be not be delivered when
and where they want and would not be in good con-
dition.

2. South Korean Internet Shopping for Apparel

The rate of purchasing apparel products for women
was higher than men. However, the amount of spend-
ing by men was higher than by women because
women usually tended to purchase often but pur-
chased inexpensive products(Hong, 2004). At the
end of 2001, South Korean consumers tended to visit
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Internet apparel shopping sites once or twice a
month, and they purchased apparel once or twice a
year. When they purchased apparel products, their
average spending was under $150. The products that
South Korean consumers liked to purchase included
t-shirts, underwear, jeans, and training wear. Men
preferred to purchase sportswear, jeans, and casual
pants. Women liked to buy underwear, apparel for
their children, and fashion accessory through the
Internet. According to Hwang(2003), the reasons that
South Korean consumers purchased apparel products
through the Internet were easy access and saving
time. Internet shoppers who used the Internet for
three years enjoyed doing online shopping more than
Internet shoppers who experienced Internet shopping
for only one year. Also, the amount of time consum-
ers used the Internet related to the rate of Internet
shopping.

Kim and Rhee(2003) found that age and education
had little influence on Internet shopping. High-income
people preferred Internet shopping and had high con-
fidence in the Internet compared to the low-income
consumer. Women felt more risk than men when
using credit cards and they had less confidence when
providing personal information.

South Korean young adults use the Internet to sat-
isfy their needs and get more information. Most com-
panies adopt Internet retailing systems because com-
panies gain more exposure for their products and mini-
mize promotion and distribution efforts. Although
there are still a lot of risks with purchasing apparel
products through Internet, many people do attempt
shopping for apparel products on the Internet(Kim &
Rhee, 2003). Also Internet shopping provides vari-
ous types of information about goods and services,
and it allows consumers to purchase goods at low
prices and they can get advantage in customization
through Internet. However, some consumers are still
uncomfortable shopping for apparel products on the
Internet despite the rapid growth of Internet apparel
shopping. For example, Hong(2004) found that con-
sumers who clicked on products on the Internet for
shopping, tended to avoid buying because of incom-
plete communication, lack of trust in retailer, and
better alternatives than Internet shopping such as in
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store purchasing. Among Internet these shoppers,
55% withdrew from the purchasing process before
payment and 32% changed their mind in the process
of paying for Internet products. Thus 87% of shop-
pers did not end up making a purchase. They were
afraid of using credit cards, and having their personal
information stolen for other companies' benefit.
Also, the strongest reason that Internet shopping was
limited was that consumers couldn't feel and try on
their apparel products before purchasing. Non-pur-
chasers perceived risk due to their inability to try on
garments, feel the fabric, and read information on
care and content labels(Park &GStoel, 2002).

II1. Methods
1. Research Problems

Review of the previous studies said that consider-
able number of internet shoppers withdrew from the
purchasing process before payment. The need for
more specific information regarding consumer’s risk
perception in the internet shopping process itself was
reconfirmed by the review of literature mentioned
above. Since apparel major students could be one of the
presentative groups having a good knowledge about
the characteristics of apparel product and apparel dis-
tribution system, their opinion could be a quite valu-
able guideline for future internet market for apparel.
Therefore, the present study selected college students
majoring the field of apparel as research subjects of it.
Considering these, the present study raised the fol-
lowing research problems:

(1) To profile risk perceptions and Internet shop-
ping behaviors of South Korean female college stu-
dents with particular emphasis on the purchasing and
delivery processes.

(2) To profile differences in the effect of risk fac-
tors on Internet purchasing among South Korean
female college students classified into groups relative
to level of shopping and age.

Hypothesis 1: There is no difference in risk per-
ception and Internet apparel shopping behaviors
among South Korean female apparel major college
students with regard to level of Internet shopping for
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apparel.

Hypothesis 2: There is no difference in risk per-
ception and Internet apparel shopping behaviors
among South Korean female apparel major college
students with regard to age.

2. Survey Development

The survey was developed from pre-existing ques-
tions from other studies(Ha, & Stole, 2004; Hwang,
2003; Park, & Stoel, 2002; Pyun, 1999), as well as a
few newly developed questions. While questions
were selected to represent all aspects of perceived risk
discussed in the literature, emphasis was placed upon
risk related to mechanics of the purchasing pro-
cess(payment type and security, delivery, returns and
exchanges of items). The refined survey contained 30
questions on a 5-point Likert scale encompassing pat-
ticipants”: 1) perceptions about Internet shopping; 2)
purchasing of apparel products and their purchasing
characteristics and 3) gender, age, and class standing
demographic information. The self-administered sur-
vey was developed in English and translated into
Korean with special attention given to maintaining
accuracy and clarity of meaning in the two versions.

3. Sample, Data Collection and Analysis

The survey itself was conducted March 14th
through March 18th in 2005 during class periods for
the apparel majors at four universities located in
Seoul. The four universities were selected among
presentative universities in terms of the number of
students enrolled. 324 participants were selected as a
convenience sample for data analysis. Class standing
was more evenly distributed with 32.5% sopho-
motes, 37.7% juniors and 29.6% seniors. The Statis-
tical Package for the Social Sciences 11(SPSS, 2002)
was used to analyze the data. Chi-square analysis
was used to test for differences among types of Inter-
net apparel purchasers in this sample. Factor analysis
with varimax rotation and discriminant analysis was
used to profile differences among shoppers with
regard to levels of purchasing and relative age.
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IV. Results and Discussion

1. Frequency Analyses of Purchasing Charac-
teristics of Sample

A majority of participants, 59%, shopped for apparel
products every month. In contrast, within a six-month
period 53.1% bought apparel through the Internet only
once or twice(23.1%) or not at all(29.9%). Thus,
69.1% of respondents had tried Internet shopping
and had experiences as bases for their responses.

In South Korea, most companies provide consum-
ers choices for payment such as using credit cards or
transferring money to bank accounts. More than half
of the participants(55.6%) reported transferring money
to companies' bank accounts for their payment. Per-

haps these South Korean young women consumers

were somewhat uncomfortable using credit cards for
payment because they did not want their personal
information to be used in marketing and promotion
campaigns.

Shopping for branded apparel products offered by
retail with both physical stores and Internet sites was
preferred by 62.3% of participants. Surprisingly, about
37.7% of subjects preferred to purchase apparel
products through brands that were only available on
the Internet. In South Korea, there are many small
apparel businesses that only sell their products
through their private Internet mall sites. These com-
panies often sell apparel products at low prices and
they deliver directly to their consumers,

2. Cross-Tabulation Distributional Analysis
among Variables

Cross-tabulation analyses did not reveal significant
chi-square results when testing relationships between
age and shopping frequency, class standing and shop-
ping frequency, age and average of clothing expendi-
ture, class standing and average of clothing expen-
diture, age and favorite brands, and class standing
and favorite brands. However, two demographic vari-
ables, class standing versus most used payment were
significantly related to each other. Among sopho-
mores, 38.7% used only credit cards for payment
through the Internet while 65 of respondents trans-
ferred money to the companies' bank accounts. Also
over 60% of juniors preferred to transfer money for
payment. In contrast, approximately 60% of seniors
used credit cards when purchasing apparel products
through the Internet. Perhaps senior status students
had better access to credit cards.

3. Profiling Variability with Factor Analysis

Perceived risks of Internet shopping for apparel
products resulted in five factors with a total variance
of 46.17%. Factors were labeled using factor loadings
over 0.5 to interpret meaning attributed to respective
factors.

Factor 1. Internet Shopping Selection Preference
(% _of variance=11.2). This factor related to perfor-
mance risk and social risk. These items were
designed to measure respondents' perceptions about

Table 1. Internet shopping selection preference(Factor 1: eigen value-4.6, % of variance=11.2, a=.748)

0, =3
Factor 1: Related Questions Fact.or Frequency % (n=324) Mean
Loadings| SD | D | N | A | SA
- I prefer shopping for apparel products on the Internet rather than .74 29.0 | 445 | 204 59| 1.2 2.1
through retail stores.
- I enjoy buying apparel products through the Internet. .67 86 | 232 398 | 198 | 86 3.0
- 1 can get more diverse information from the Internet than being in a .63 46 | 293 | 355 | 235 | 7.1 3.0
physical store.
- Apparel products marketed on the Internet are good quality. .58 40 | 2751 568 | 102 | 1.5 2.8
- My main purpose for shopping on the Internet is to find the latest .56 142 | 454 | 259 | 114 | 3.1 24
trends not usually available in local stores.
- Apparel products sold through Internet stores are fashionable. .54 1.5 96 | 389 | 426 | 74 3.4
- Internet stores offer more size and diverse designs to their consumers. 51 34 ] 204 | 441 | 293 | 28 3.1

SD: strongly disagree, D: disagree, N: neutral, A: agree, SA: strongly agree
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whether Korean young consumers prefer Internet
shopping and incentives such as to get more informa-
tion, better assortment, find diverse designs and
sizes, and meet quality preferences. That 71.6% of
respondents preferred not to shop for apparel on the
Internet(Table 1). However, those purchasers who did
prefer the Internet seemed to value having more
information and better selection as incentives for
Internet shopping. Results suggest that the 28.4% of
consumers who did like shopping for apparel on the
Internet were seeking more trendy apparel than was
available in physical stores. :

Factor 2. Delivery Problems and Lack of Security
(% of variance=10.5). This factor related to psycho-
logical risk and time/convenience risk(Table 2). As
the second factor, clearly this dimension warrants
careful attention as a means to lower risk. Most
South Korean Internet companies adopt connections

with professional delivery companies for quick and
exact delivery. Also, because South Korea is small in
area, and has well developed transportation, most
consumers can get products that they purchase within
two or three days. Thus, South Korean young women
consumers are likely not worried about delivery risk.
In the security process, consumers may be asked to
use credit cards and to give personal information for
payment and delivery. That over half of respondents
chose to make money transfers rather than use credit
cards suggests this is a more familiar and/or comfort-
able process. Thus, this factor may be worthwhile
improving in gaining a competitive advantage.
Factor 3. Product Quality and Characteristics
(10.4%). This factor was associated with physical
and psychological risk(Kwon et al., 1991). These items
“were designed to measure respondents’ perceptions
about quality related to size, fit, durability and fabric

Table 2. Delivery problems and lack of security(Factor 2: eigen value= 3.3, % of variance= 10.5%, 0.=.685)

0, =
Related Questions Fact'or Frequency % (17324) Mean
Loadings SD D N A SA

- [ worry that apparel products I ordered on the Internet will be 73 9.0 355 1 28.7 | 219 4.9 2.8
lost by delivery people.

- I worry that my credit card information will be stolen while 72 1.9 5.1 293 39.5 | 142 35
paying for purchases on the Internet.

- [ worry that apparel products I ordered on the Internet will be 71 10.5 | 429 | 275 | 154 3.7 2.6
delivered to the wrong address.

- 1 think that the security system online is not safe. .69 2.5 29.0 | 39.8 | 24.1 4.6 3.0

- [ worry that during purchasing on the Internet that my personal .62 2.5 173 | 342 | 346 1.4 33
information will become part of a database.

- I worry that apparel products purchased on the Internet will be 51 34 302 | 299 | 290 7.4 3.1
delivered when I am not at home and become lost.

SD: strongly disagree, D: disagree, N: neutral, A: agree, SA: strongly agree

Table 3. Product quality and characteristics(Factor 3: eigen value=2.5, % of variance=10.4%, a=756)
% (n=
Related Questions FaCt.OT Frequency % (=324) Mean
Loadings SD D N A SA

- I worry that the apparel products shown on Internet websites are .80 0.6 19 6215341379 43
not the same product I will receive.

- [ worry that the apparel products that I ordered on the Internet 77 0 2.8 11.1 | 55.6 | 30.5 4.1
will not be as durable as I expect.

- Because I cannot try them on, I worry that apparel products 71 0 0.9 8.6 | 43.8 | 41.7 43
bought on the Internet will not fit me.

- Since I cannot feel the fabric, 1 worry that I cannot evaluate fab- .59 0.9 1.5 6.2 | 445 | 46.9 43
ric quality of apparel bought on the Internet.

- When shopping for apparel products on the Internet, I do not 53 0.6 63 157 | 543 | 23.1 39
know what size to order.

SD: strongly disagree, D: disagree, N: neutral, A: agree, SA: strongly agree
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visual and functional characteristics of apparel avail-
able through Internet shopping. Because South
Korea is small, it is easy for young women to visit
physical stores to experience and evaluate apparel
products prior to purchase. When shopping in a
physical store, consumers have the chance to reduce
doubt by comparing several factors such as colors,
sizes, styles, fabric and quality of actual garment for
less physical risk. However, Internet shopping does
not allow these processes. Since apparel becomes
part of the wearers presentation of self, fit, feel, and
look on the body are important characteristics to con-
sider. Over 80% of participants agreed or strongly
agreed to questions about quality characteristics (Table
3). The distribution of results suggests that consumer
had both positive and negative experiences with this
dimension. This dimension could be enhanced by use
of technology to help consumers visualize product
characteristics. Examples include systems that allow
creation of a simulated body form and virtual ‘try-
ons’ of apparel to assess visual effect. When consum-
ers are purchasing from a familiar brand, experiences
with former purchases help fill in this information
void(Kim, 2002).

Factor 4. Return Policy Difficulties(7.5%)._This
factor was related to financial risk(Kwon et al., 1991).
These items were designed to measure respondents’

perceptions about return policy difficulties through
Internet apparel shopping. Most consumers are con-
cerned about the higher price of apparel and extra
charges such as shipping, handling, and returning
fee. Because consumers do not feel and touch real
products, they worry that the return process is not
easy. In question 2, “Internet stores do not make it
easy for me to return apparel products I do not like”,
over 70% of participants thought that Internet stores
did not make it easy to return apparel products con-
sumers do not like. Also, in the exchange process,
over 70% of participants appeared to worry that it is
not easy to exchange apparel products purchased on
the Internet. Means for the variables within this fac-
tor ranged from 3.75 and 3.81 indicating that con-
sumers perceive higher risks than other processes
such as delivery and payment processes(Table 4).
Thus return processes and may be worth consider-
ation as a competitive advantage.

Factor 5. Fair Prices. (6.5%). The final factor related
to financial and psychological risk(Kwon et al., 1991).
These items measured respondents' perceptions about
fair prices through Internet apparel shopping.

Comparatively, the result showed both negative
and positive opinions. While some consumers thought
that apparel products from Internet were not at low
prices or a good value, other consumers liked to shop

Table 4. Return policy difficulties{(Factor 4: eigen value=1.9, % of variance = 7.5%, o=.729)

Frequency % (n=324
Related Questions Fac?or quency % ) Mean
Loadings | sp | D N A | SA
- I worry that it is not easy to exchange apparel products purchased 79 22 8.0 185 | 49.7 21.6 3.8
on the Internet.
- Internet stores do not make it easy for me to return apparel prod- 74 1.5 9.6 15.4 525 ] 21.0 | 38
ucts I do not like.
- 1 worry that it might be difficult to get my money back when 1 .55 0.9 9.9 3.8 441 | 213 3.7
return apparel products to Internet companies.
SD: strongly disagree, D: disagree, N: neutral, A: agree, SA: strongly agree
Table 5. Fair prices(Factor: eigen value= 1.5, % of variance = 6.5%, 0=.685)
Frequency % (n=324
Related Questions Fac?or quency % ( ) Mean
Loadings | sSp | D N A | SA
- My main purpose for shopping on the Internet is to get low prices. .68 12 182 | 59.0 | 20.7 0.9 3.019
- Internet stores offer apparel products at lower prices. 67 34 | 238 | 426 | 272 3.1 3.028
- Prices of apparel products sold on the Internet are quite a good deal. .64 1.5 14.5 | 50.7 | 294 49 3.207

SD: strongly disagree, D: disagree, N: neutral, A: agree, SA: strongly agree
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through Internet because of low price advantages.
Nearly half of respondents were neutral on this fac-
tor, suggesting that price was not their incentive for
shopping on the Internet. Thus, price may not be a
competitive advantage(Table 5).

4. Testing Differences in Internet Shopping
Behavior with Discriminant Analysis

Differences in subjects' Internet shopping behav-
iors were examined through using factor scores as
data for discriminant analysis in examining ability to
discriminate between participants on the basis of
their age or level of shopping.

Hypothesis 1 There is no difference in risk percep-
tion and Internet apparel shopping behaviors among
South Korean young women university apparel
majors with regard to level of Internet shopping for
apparel. Subjects were classified relative to their
reported Internet apparel purchasing level over a six
month period: 1) Non-Purchasers who answered
none(29.9%); 2) Fewer-Purchasers who answered
they purchased once or twice(23.1%); and 3) Many-
Purchasers who answered they purchased apparel
products frequently(47.0 %). This is a higher rate of
purchasing apparel on the Internet than reported in
the literature so demonstrates the interest level of the
selected sample of apparel majors.

Non-Purchasers were most concerned with pur-
chasing and delivery processes(Factor 2, .514), indi-
cating inexperience and hesitation to actually try to
purchase apparel on the Internet. They were also less
impressed by the Internet selection(Factor 1, -.314)
and fairly concerned about quality of products so
perhaps were more committed to purchasing in phys-
ical stores where they could examine products prior
to purchase(Factor 3, .220). Fewer-Purchasers were
more neutral on Internet selection preference (Factor
1, -.002), indicating they either had little experience
or it had been both positive and negative experiences.
That delivery and security were of some concern
(Factor 2, .108) might suggest negative experiences
occurred in the purchasing and delivery processes.
However, respondents were less concerned with
product quality and characteristics than either of the
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other purchasing groups(Factor 3, -.288). This indi-
cates that they were more willing to take physical
risks and experiment with purchasing apparel. For
these purchasers, making returns and exchanges easy
and inexpensive might be a competitive edge for
Internet retailers. Many-Purchasers were more posi-
tive about preferring to shop for apparel on the Inter-
net(Factor 1, .212). Since they had a great deal of
experience, they appear to be reporting that Internet
shopping was indeed an opportunity to find more
cutting edge trends that were perhaps less available
in physical stores. However, respondents were more
negative on delivery and security processes(Factor 2,
-.381). This result indicates that there are issues to be
solved in this area. That Many-Purchasers are some-
what indifferent to product quality and characteristics
(Factor 3, .002) infer that they are more interested in
the novelty of new trends than in apparel that has can
last a long time.

Hypothesis 2 There is no difference in risk percep-
tion and Internet apparel shopping behaviors among
South Korean young women university students with
regard to age.

Discriminant analysis was used to test for differ-
ences among subjects using Question 38 to group
respondent by age: Age 18-21(40.7%), Age 22-23
(45.7%), and Age 24-27(13.6%). Anderson-Rubin
factor scores were used to find the differences among
these three ages groups within the factor database.

Respondents ages 18-21 showed the greatest pref-
erences for Internet apparel selection(Factor 1, .124).
This is not a strong rating so indicates they could be
more impressed but are open to looking for opportu-
nities. This age group was not very concerned about
product quality and characteristics(Factor 3, -.138).
Thus, for this group, better selection in terms of nov-
elty would be the greatest competitive edge.

Among subjects ages 22-23, Internet selection pre-
ference is close to neutral(Factor 2, -.004) and thus
indicates they were not as impressed by this activity as
were younger purchasers. They were almost more con-
cemed with product quality and characteristics than
were younger purchasers(Factor 3, .149.)

Among purchasers ages 24-27, preference for pur-
chasing Internet apparel was negative, indicating it
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was not favored(Factor 1, -.359). This age group was
also fairly neutral about product quality and charac-
teristics(Factor 3, -.009). This result suggests they
were less interested in shopping for apparel so per-
haps were becoming more concerned about manag-
ing their money than purchasing apparel.

V. Conclusions and Implications

Based on findings of this study, Internet apparel
marketers need to produce new strategies that reduce
consumers’ perceived risk through purchasing apparel
products online.

To reduce shopping selection risk, Internet apparel
marketers should provide highly technical attractions
to enhance the shopping experience. Moreover, over
70% of participants answered they do not enjoy buy-
ing apparel products through the Internet. Thus com-
panies should provide sufficient descriptions of
merchandise and provide safe systems that bring
consumers' satisfaction and reduce risks.

As a way to reduce delivery risk, Internet apparel
marketers need to provide creditable delivery service
ensuring exact time without wait and protection lost
item or broken item. In security risk, Internet apparel
marketers should relate with security companies that
provide strong protection program. In this study,
some Korean young women consumers trusted com-
panies security system because they do not worry
their credit card information will be stolen. However,
over half of them still use payment method to trans-
fer money to companies' bank account. Perhaps they
are uncomfortable using credit cards for payment.

In order to reduce quality risk in characteristics,
Internet apparel marketers should provide complete
information such as accurate pictures close up, descrip-
tions of apparel goods in size, color, fabric, and other
detail factors. Most companies just provide a few pic-
tures of slim-line models wearing apparel goods and
short descriptions of merchandise. Using high technol-
ogy, companies can use simulation systems that allow
consumers to create their own body and try on goods in
that system. Few companies are using this system in
the world but it has tremendous opportunity to help
consumers visualize products before buying them.
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Next, companies should build consumer data base to
send catalog or information book that describe mer-
chandise with actual fabric swatches so consumers can
examine the product color and texture.

The process of shopping the Internet for apparel
products was not strongly limited by perceived risk.
However, this variable might help reduce the percep-
tion of risk in making purchases and foster more
willingness to experiment with purchasing. Spe-
cially, consumers do not want to be charged an extra
fee when merchandise does not fit. A competitive
edge might be offering free shipping for returns.

What is considered fair price is difficult to deter-
mine from results of this study. It appeared that
younger purchasers are more concerned with novelty
and less with quality so purchase more often at lower
prices. On the other hand, older purchases were more
concerned with getting what they paid for so made
fewer purchases more carefully. That consumers
have little opportunity to determine if they are satis-
fied with products until they are delivered makes
evaluation of fair price a trial-by-error discovery pro-
cess. Thus, this dimension requires more study.

Because Non-purchasers worried how to select
exact size, and design that they like, Internet apparel
marketers should provide in-depth information in
various ways such as pictures, video, and written
descriptions. Also, marketers should do promotions
to attract them to purchasing apparel products through
the Internet. They could offer a variety of events and
sales that can bring Non-purchasers' interest. For
example, purchasers who introduce someone to
Internet purchasing might themselves get a ‘bring-a-
friend” incentive. Also, because Non-purchasers were
strongly concerned with delivery and security pro-
cesses, marketers should provide trust to them first.

Considering that many-purchasers have many experi-
ences, it is not a serious problem that they still were
uncomfortable in delivery and security systems. Mar-
keters should make an effort to enhance trust of con-
sumers through various promotions and communication
with consumers to bring consumers' preference.

Further research should explore new strategies that
future Internet apparel marketers can use for reduc-
ing South Korean young women consumers' per-
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ceived risks in the Internet apparel shopping. They
should examine what risks future South Korean
young women consumers feel and how they behave
through purchasing apparel products online. Recently,
each generation has different characteristics and life
style, and new generations are created. Thus, further
research should study various target segments to
examine evolving needs of each generation.
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