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Abstract

An overflow of information leads consumers to be easily distracted and to neglect the information being
provided to them. E-tailers have to select types of information sources and provide their consumers with the
most appropriate information. This study was done to specifically contribute to the research in proposing
strategies of providing information of the Internet merchant to the e-shoppers through the analysis of
relationships among the online purchase motives of consumers, the use of information sources, and decision
making styles. This research categorizes the use of information sources into information sources concerning
online stores and information sources concerning products. The uses of information sources relative to online
stores are classified into the neutral, human, and marketer-oriented sources. The uses of information sources
concerning the products are classified into the online and offline source. This study provides important
suggestions for e-tailers to provide information about stores as well as products to the consumers with
adaptable strategies. 
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I. Introduction

Consumers, whether or not they intended, come
across a great deal of information to assist them in
making their decisions to buy products. With the
explosion of the Internet technology, a great number
of people share and obtain tons of information from
all over the world. E-tailers, in their advertising, pro-
vide a great deal of information about their online

stores and products, and hope that this information
will draw attention from e-shoppers. According to
the Korean National Statistical Office (Park, 2008),
51.4 percent of Internet information was about buy-
ing or selling online products, and e-commerce sales in
Korea were about three billion dollars in the first
quarter of 2008. Among information provided by e-
tailers, some are used efficiently as important infor-
mation sources, leading e-shoppers to buy their prod-
ucts, whereas the other information is thrown away.
Thus, the online retailers need to understand the rea-

– 880 –

†Corresponding author
 E-mail: khlee@hanyang.ac.kr



Purchase Motives, Use of Information Sources, and Decision Making Styles of Online Clothing Shoppers 41

sons why consumers choose online shopping to pur-
chase products and provide them adequate information.
Since e-commerce is increasingly becoming more com-
petitive, e-tailers must understand ways of attracting
consumers to let them buy their products.

Consumers have recognized that online shopping
is convenient because they can buy products wher-
ever and whenever they want even in the comfort of
their own home. Purchasing products at a cheaper price
is also the advantage of online shopping. There were
studies on online purchase motives (e.g., Bae et al.,
2007; Kim & Rhee, 1999). These studies generally
included the following aspects: the hedonic motive,
which sheds light on pleasure, related shopping; the
economic motive which is the basic element affect-
ing the consumer's ability to shop; the convenience
motive, which is intended to save time and energy of
the consumer; the informational motive, which may
include advertising, accessible consumer reviews and
word-of-mouth (WOM). According to the previous
study by Hoffman et al. (1995), e-shopping was influ-
enced by the motives of using online store and the
media. In the other words, purchasing motives and
the media influenced consumer decisions.

One of the most important factors that influence
consumers in choosing stores and in purchasing pro-
ducts is the source of information. Types of informa-
tion sources are conventional mass media (e.g., mag-
azines, newspapers, television, and radio), people (e.g.,
friends and experts), sellers (e.g., stores, sales repre-
sentatives, catalogs, and advertisements), and personal
experience such as observation and product trials
(Kumar & Lang, 2007). In the marketplace, consumers
use this information to search for stores. When the
consumer receives advertising information about a
product and if they are interested, they have to search
for a store in their local market place that sells the
product. Then, they have to go to that offline store
and are able to check out the products directly such
as trying on clothes. On the other hand, in online stores,
consumers need two kinds of information, informa-
tion about online stores and information about online
products. Since consumers buy products without phys-
ically being at the store to see or touch them, they
require more information than offline stores. There have

been many researches about the perceived risk of
purchasing products online (e.g., Park et al., 2005).
Specifically, apparel products are riskier to purchase
than other product categories such as electronics or
books, because fabric hand, garment fit, color, and
quality are crucial criteria for online apparel purchases
(McCorkle, 1990). Although it is recommended that
consumers get information in order to reduce risks
associated with online shopping, not many studies
were done on the use of information sources for online
shopping. Also, online information sources, which are
highly interactive, can help consumers integrate infor-
mation more consistently and accurately (Ariely, 2000).
Researches on the information source of online pur-
chases (e.g., Nam & Kim, 2003) did use the same
factors as information source of offline purchases.
Most of the priors studies (e.g., Kim & Knight, 2007;
Klein & Ford, 2003; Nam & Kim, 2003) considered
the same information sources for online stores and
products. Comprehensive and well-designed researches
are needed to be done to give e-tailers adequate infor-
mation and better market strategies can be generated
for the widespread online fashion market.

The primary goal of the online stores is to make
maximum profits. To make profits, e-tailers have to
meet the e-shoppers' needs and lead them to purchase
their products. Although e-tailers get to understand
consumers' decision making styles, this has become
more complex. Decision making is influenced by social
circumstances, marketing stimulus, and personal char-
acteristics. Among these influences, the personal char-
acteristics are known to be one of the most effective
factors for deciding and purchasing clothes (Barkhi &
Wallace, 2007; Kim, 2007). The personal character-
istics include motivation, knowledge, attitude, and lif-
estyle of consumers.

The purpose of this research is to investigate the
influence of consumers' Internet shopping motives on
use of information sources and on the decision mak-
ing styles. This research has four main objectives:
to identify online purchase motives and information
sources; to examine the impact of the online purchase
motives on use of the information sources; to examine
influence of using the information sources on deci-
sion making styles; to examine the influence of online
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purchase motives on decision making styles.

II. Literature Review

1. Online Purchase Motives 

The purchase motive is known to be the underly-
ing cause of why people shop, and it is adjusted to-
wards pleasure and satisfaction of an individual. Bet-
ter understanding of the purchase motives leads e-
tailers to comprehend and be able to forecast the con-
sumers' purchase behaviors. 

An early research on shopping motives (Tauber,
1972) reported 11 aspects of shopping motives: diver-
sion, sensory-stimulation, self-gratification, learning about
new trends, physical activities, social experiences out-
side the home, communicating with others having sim-
ilar interest, peer group attraction, status and authority,
pleasure in bargaining, and pleasure in bargains. Rohm
and Swaminathan (2004) conducted a research to clas-
sify factors of the online shopping motives. They re-
ported four factors which were convenience, physi-
cal store orientation, information use in planning and
shopping, and variety seeking. They also investigated
differences of purchase motives between offline and
online shopping. Lee (2000) suggested three factors
of clothing shopping motives: fashion and leisure pur-
suit, economic, and personal motive.

Youn et al. (2001), Kim and Rhee (1999), Lim and
Hong (2004) and Bae et al. (2007) investigated purchase
motives of apparel products specifically intended for
online shopping. Youn et al.'s research (2001) sug-
gested six motives of online apparel shopping: as-
sortment of product, search efficiency, brand and fash-
ionability, delivery convenience, promotion service, and
informativeness. In Kim and Rhee's study (1999), there
were five factors of purchasing motives: convenience,
informational, hedonic, economic, and easiness of re-
fund. Lim and Hong (2004) suggested four factors of
online apparel shopping motives: pleasure, conve-
nience, economy, and information search-shopping
motive. Bae et al.'s study (2007) suggested four fac-
tors of online purchasing motives: convenience, prod-
uct charac-teristic, pleasure, and economy motives.
These previous results had common factors with the

online purchase motives such as convenience, plea-
sure, economic, and information search-shopping mo-
tives.

Noble et al. (2006) reported that shopping motives
were related to the choice of the media such as social
interaction, browsing and comparison site. Thus, dif-
ferent motives allow e-shoppers to change their pur-
chase behavior as well as choosing medium. 

2. Use of Information Sources 

An information source is what the consumers use
when purchasing goods. Kim and Hong (2000) clas-
sified factors of the information sources in the market
place into the marketer-oriented information source,
the neutral information source, and the human informa-
tion source. Nam and Kim (2003) classified informa-
tion sources for online shopping into marketer-oriented
information, mass communication media, human in-
formation, and store displays. 

Klein and Ford (2003) researched information
sources for digital-age consumers and suggested six
factors of information sources: traditional print, online-
neutral, traditional direct, online-direct, online WOM,
and traditional WOM. Kim (2007) classified consumer
information sources for online shopping into online
source, offline source, and mass media. In Kim's re-
search (2007), consumers who bought fashion prod-
ucts online were likely to rely on the offline informa-
tion sources. Papatla and Liu (2008) suggested that
both search engines and infomediaries played an impor-
tant role in making spontaneous decisions for online
store choices. Common standards for classifying infor-
mation sources could be marketer-oriented informa-
tion source, neutral information source, and human
information source. The other classification could be
online information source versus offline information
source. 

While prior studies did not distinguish information
sources between the product and the store, consum-
ers are likely to use different information sources.
Thus, this study investigates different factors of using
information sources between searching online stores
and products.

Many studies reported the relationships between

– 882 –



Purchase Motives, Use of Information Sources, and Decision Making Styles of Online Clothing Shoppers 43

online purchase motives and information searches
that include factors of number of visits for e-shop-
ping, length of visits, and amount of purchasing (e.g.,
Lim & Hong, 2004). Use of information sources pre-
sumed to be explained by online purchase motives.
Nam and Kim (2003) suggested that recreational shop-
pers had tendency to use information sources more
than convenience shoppers. While recreational shop-
pers used the mass communication media and store
displays, convenience shoppers relied more on human
information sources. Based on the literature, the fol-
lowing hypotheses are developed (Fig. 1): 

H1: Online purchase motives of consumers affect
the use of information sources concerning the
online stores. 

H2: Online purchase motives of consumers affect
the use of information sources concerning the
products. 

3. Consumer Decision Making Styles

The decision making styles were classified by the con-
sumers' shopping intentions or values sought through
purchasing products. The previous studies (e.g., Spro-
les & Sproles, 1990) of decision making styles used
the typology such as quality seeker, novelty fashion
seekers, comparison shoppers, information seekers,
and habitual or brand loyal consumers. Hafstrom et
al. (1992) segmented consumer markets based on the
decision making styles: brand conscious consumers,
high-quality conscious consumers, recreational-shop-

ping conscious consumers, confused by over choice
consumers, time-energy conserving consumers, impul-
sive and careless consumers, habitual and brand-loyal
consumers, and price-value conscious consumers.

Barkhi and Wallace (2007) reported that individual
differences affect consumers' attitude, intention, and
decision to purchase. E-shoppers were classified into
experiential shoppers who have an ongoing and hobby-
type interest, and goal-directed shoppers who are task-
oriented, efficient, rational and deliberate (Barkhi &
Wallace, 2007; Hoffman & Novak, 1996). Decision
making of experiential shoppers was likely to explore
the web in their daily quest for navigational alterna-
tives. On the other hand, goal-directed shoppers enjoyed
the efficiency of virtual stores such as the price com-
parison. The decision making of e-shoppers was influ-
enced by the usage of information, the network effect
and the information cascading from social networks
perspectives (Barkhi & Wallace, 2007). Based on the
previous researches, both purchase motives and use
of information sources have effects on decision mak-
ing styles (hypotheses 3, 4, & 5). Hypothesis 3 to 5 is
depicted in <Fig. 1>.

H3: Use of information sources concerning online
stores affects the decision making styles. 

H4: Use of information sources concerning prod-
ucts affects the decision making styles.

H5: Online purchase motives of consumers affects
the decision making styles.

Fig. 1. Research model.
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III. Methods

1. Data Collection

Empirical research was conducted through a ques-
tionnaire survey. Data was collected from September
to December, 2008. This study focused on young
consumers because they are the most important and
potential consumers of using online stores. The partic-
ipants' response to the questionnaire was voluntarily,
and their response to each question remained anony-
mous. Out of 350 surveys distributed, 310 surveys
were collected, and 287 usable surveys were analyzed.
Among them, the male respondents were 65.2 per-
cent, and 68.3 percent of the respondents were 20 to
25 years old. Most of the respondents were attending
colleges or had graduated from colleges.

2. Measures

Research variables for this study were: online pur-
chase motives, use of information sources concerning
online stores, use of information sources concerning
products, and decision making styles. A questionnaire
was developed from relevant references to investigate
online purchase motives. Items of online purchase
motives served as a reference (Bae et al., 2007). The
questionnaire included a 12 items scale, and the re-
sponse format of each question item was a 5-point
Likert type scale (1=very unlikely, 5=very likely). In
order to examine what information sources people
have used for online shopping, a 10 items scale ques-
tionnaire was measured. This questionnaire was based
on the research of Kim and Hong (2000), and Mok
and Ko (2001). Since Kim and Hong's research (2000)
investigated information sources in offline shopping
of male consumers only, the scale items were modi-
fied. The use of information sources concerning the
online stores were measured by a six items scale. The
use of information sources concerning products in-
cluded four items scale. Each item was a 5-point Lik-
ert type scale (1=never used, 5=frequent used). 

The instrument of measuring consumer decision
making styles was adopted from the previous research
by Kim and Rhee (2005). Out of 16 items in the scale,

three items that highlight more specific to decision
making styles were selected for this study through the
pretest. The items included price-predetermined deci-
sion making, product-predetermined decision making,
and e-store-predetermined decision making. Price-pre-
determined decision making was measured by asking
respondents the question; “Before I decided to pur-
chase any items, I usually looked at the price com-
parison site to find goods at a cheaper price with the
same good quality.” Product-predetermined decision
making was measured by asking; “I purchase goods
on the Internet shopping mall after I checked them on
the market places.” E-store-predetermined decision
making was measured by asking; “I visited the Inter-
net shopping mall without deciding the kind of clothes
or style what I want first.” These were also measured
on a 5-point Likert type scale (1=very unlikely, 5=very
likely).

IV. Results and Discussion

1. Online Purchase Motives

To investigate the subdimension of online purchase
motives of consumers in their twenties and thirties, a
factor analysis was conducted. The principal compo-
nent analysis with Varimax rotation was used. The re-
liability was assessed through Cronbach's alpha coef-
ficients. <Table 1> presents the results of the factor
analysis of online purchase motives. 

Four factors were extracted that accounted for
63.14% of the total variance. Since items of factor 1
were included where consumers used online stores to
save their time and effort, this factor was defined as
the “convenience motive.” The factor loadings ranged
from .61 to .83 with a high reliability (α=.76). Factor
2 was related to obtaining rare and high quality fash-
ion products. This factor was defined as the “prod-
uct motive.” Factor loadings ranged from .58 to .83
with Cronbach's alpha of .64. For factor 3, which
was defined as the “hedonic motive,” consumers were
more content and interested in searching for fashion
products online. The factor loadings of the hedonic
motive were between .83 and .85 with a high Cron-
bach's alpha of .74. Factor 4 showed that purpose of
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buying online products was related to price. This
factor was defined as the “economic motive” and
showed factor loadings between .60 and .80 (α=.62).
Thus, the measurement of each factor was consid-
ered to have adequate validity and reliability. Conve-
nience motive, hedonic motive and economic motive
were commonly reported purchase motives of the
previous studies (e.g., Bae et al., 2007; Kim & Rhee,
1999; Lim & Hong, 2004). The average of each fac-
tor was used as online purchase motive scores for
further analysis.

2. Use of Information Sources

To investigate the consumers' use of information
sources, descriptive statistics were assessed. The
results are shown in <Table 2>. The results showed
that in regards to the information concerning online

stores, consumers relied heavily on offline WOM (M
=3.04). It were consistent with the previous study
conducted by Kim and Knight (2007) that offline infor-
mation is more frequently used when purchasing cloth-
ing online. The web search engines (M=2.92) had com-
paratively higher average score than price compari-
son sites (M=2.62). This result supported Papatla
and Liu's study (2008) that consumers use more web
search engines than price comparison sites. The ban-
ner ads and the e-mail promotions were the least used
for online store information by consumers.

On the other hand, the use of information sources
regarding products showed the highest Mean score in
online WOM (M=3.55) followed by online retailer's
descriptions (M=3.10). It can be explained that con-
sumers use more online information sources than
offline information sources when they obtain infor-
mation about fashion products online. In addition,

Table 1. Factor analysis of online purchase motives

Factor/Item
Factor

Loading
Eigen
Value

Percent of
Variance

(Cum. Variance)

Cronbach's
alpha

Factor 1: Convenience Motive 3.82 31.81
(31.81)

.76

I can save time and effort when I buy fashion products in
online store.

.83

I can search fashion products easily and quickly when I
search on the Internet.

.80

It is good thing that anytime I wish I could buy fashion
products in online store.

.65

It is good for me not to have unnecessary contact with the
sales person when I buy fashion products in online store.

.61

Factor 2: Product Motive 1.41 11.78
(43.59)

.64

I can get rare fashion products when I buy in online store. .83

I can get fashion products easily which are just sold in
other countries.

.78

I can get high quality fashion products in online store. .58

Factor 3: Hedonic Motive 1.37 11.45
(55.04)

.74

I can relieve my stress when I surf various online stores. .85

It is more interesting and I am more content when pur-
chasing products online.

.83

Factor 4: Economic Motive .97 8.10
(63.14)

.62

I could purchase fashion products lower in price in online
store.

.80

I could purchase fashion products for a cheaper price
using the online store than the market place. 

.64

I could get specific information about fashion products
and purchase information when I buy them online.

.60
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there were differences of information source usage
between online stores and products. When consum-
ers use information sources for searching online
stores, they tended to use offline WOM more than
online WOM; yet when the consumers used informa-
tion sources concerning products, they relied more
on online WOM than offline WOM. 

A factor analysis was conducted to investigate the
use of information sources for consumers who pur-
chase fashion products online. Ten items were mea-
sured, and six of them were related to the use of in-
formation sources concerning online stores. Three fac-
tors were extracted based on the scree test (Table 3).

Three factors explained 68.79% of the variance.
Loadings for factors were ranged from .60 to .90
with Cronbach's alphas of .52, .54 and .44, respec-
tively. These three factors were labeled as: the neutral
information source, the human information source,
and the marketer-oriented information source. Neu-
tral information sources do not compel the consum-
ers to go to e-stores, but instead, provide convenience
for consumers to obtain information on their own.

Human information sources are what consumers get
from other people whether offline or online. Marketer-
oriented information sources are stimulating advertise-
ment from marketers, and consumers are motivated
to visit e-stores. This result was consistent with the
previous studies classifying the information sources
into neutral, human and marketer-oriented information
source (e.g., Jeong & Kang, 1998; Kim & Hong, 2000).

In order to examine the use of information sources
concerning products, four items were measured.
<Table 4> shows the result of a factor analysis for
information source usage concerning fashion prod-
ucts. Two factors were extracted. Factor loadings of
all items were between .84 and .90, and the values of
Cronbach's alpha were .77 and .60, respectively. Two
factors were defined as the online information source
and the offline information source. These results were
related to the previous studies of Klein and Ford
(2003) and Kim and Knight (2007). Averages of each
factor were used as the scores for information sources
usage for further analysis.

Table 2. Averages of information source usage concerning the online stores and products

Information Sources concerning
the Online Store

Means S.D.
Information Sources concerning 

Products
Means S.D.

Offline WOM 3.04 1.15 Online WOM 3.55 1.14

Web Search Engines 2.92 1.13 Online retailer 3.10 1.05

Price Comparison Site 2.62 1.23 Offline WOM 3.00 1.05

Online WOM 2.43 1.15 Offline retailer 2.60 1.19

Banner Ads 1.97 0.97

E-mail Promotion 1.64 0.97
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Table 3. Factor analysis of information source usage concerning online store

Factor/Item Factor Loading Eigen Value
Percent of Variance

(Cum Variance)
Cronbach's alpha

Factor 1: Neutral Information Source 2.19 36.51
(36.51)

.52

Price Comparison Site .90

Web Search Engines .60

Factor 2: Human Information Source 1.13 18.87
(55.37)

.54

Offline WOM .91

Online WOM .64

Factor 3: Marketer-Oriented Information Source .81 13.42
(68.79)

.44

Banner Ads .82

E-mail Promotion .75
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3. Effect of Online Purchase Motives on Use of
Information Sources

In order to examine the influence of online pur-
chase motives on use of information source, stepwise
multiple regression analysis was used. The indepen-
dent variable was the online purchase motive, and the
dependent variable was the use of information source
regarding online stores and products. The results are
shown in <Table 5>.

1) Influence of Online Shopping Motives on Use
of Information Sources Concerning Stores 

For information sources regarding online stores,
the use of neutral information source was affected
by the convenience motive (β=.13, p≤.05) and eco-
nomic motive (β=.19, p≤.01). Consumers who used

the online stores because of the convenience or for
buying product at a cheaper price used price compar-
ison sites or web search engines. A positive relation-
ship was found between the human information
source concerning the online store and the conve-
nience motive (β=.23, p≤.001). This infers that con-
sumers who have the convenience motive accept other
consumers' opinion of searching for the online store.
Specifically, since they believe that online stores
make them save time, they are able to get informa-
tion from other consumers easily and quickly rather
than spending more time in searching for the online
stores by using price comparison sites or web search
engines. The result was consistent in Nam and Kim's
study (2003) that convenience shoppers tended to use
human information sources more than recreational
shoppers. The hedonic motive has a positive effect

Table 4. Factor analysis of use of information sources concerning products

Factor/Item Factor loading Eigen Value
Percent of Variance

(Cum Variance)
Cronbach's alpha

Factor 1: Online Information Source 1.70 42.53
(42.53)

.77

Online WOM .90

Online Retailer .90

Factor 2: Offline Information Source 1.36 34.06
(76.59)

.60

Offline Retailer .85

Offline WOM .84
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Table 5. Effect of online purchase motives on use of information sources

Dependent Variable
Convenience

Motive
Product
Motive

Hedonic
Motive

Economic
Motive R2 F

Standardized Regression Coefficient (β)

Use of Information Sources concerning
Online Store

Neutral Information Source
**.13*

(t=2.03) 0
*.01

*(.12)
-.04

(-.57)
***.19**

(2.85)
.08 11.52***

Human Information Source
****.23***

(4.03)
*.01

*(.20)
*.09

(1.54)
*.11

(1.68)
.05 16.21***

Marketer-Oriented Information Source
*.04

*(.60)
*.05

*(.90)
****.24***

(4.16)
*.08

(1.24)
.06 17.32***

Use of Information Sources concerning
Products

Online Information Source
****.39***

(7.11)
-.05

(-.84)
*.07

(1.29)
*.10

(1.61)
.15 50.50***

Offline Information Source
*.01

*(.06)
****.21***

(3.64)
-.01

(-.07)
*.11

(1.76)
.05 13.26***

*p≤.05, **p≤.01, ***p≤.001
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on the market-oriented information sources for the
online stores (β=.24, p≤.001). Consumers, who em-
ploy online shopping to alleviate their stresses, tend to
respond to e-mail or banner ads from e-tailers. The
result corresponded with Nam and Kim's research
(2003). They reported that recreational shoppers tended
to use market-oriented information sources such as the
mass communication media and store displays. Hypoth-
esis 1 was supported.

2) Influence of Online Shopping Motives on
Use of Information Source Concerning Prod-
ucts

For the use of information source concerning prod-
ucts, there was a significantly positive influence on
online information sources from the convenience
motive (β=.39, p≤.001). Consumers with convenience
motives were likely to get product information online
easily. The product motive had a positive influence
on offline information sources concerning products
(β=.21, p≤.001). Consumers, who were trying to pur-
chase rare and high quality fashion products online,
buy the products after checking out the market places.
Hypothesis 2 was supported. 

4. Effect of Use of Information Sources on De-
cision Making Styles

The stepwise multiple regression analysis was used
to determine the influence of using information source
on decision making styles. In this analysis, the inde-
pendent variables were the information sources con-
cerning the online stores and the product respectively,
and the dependent variable was the decision making
style. The result is shown in <Table 6>. 

1) Influence of Using Information Sources Con-
cerning Stores on Decision Making Styles

For the information source about online stores, the
price-predetermined decision making was influenced
by neutral information sources (β=.43, p≤.001). Peo-
ple who decided price first use price comparison sites
or search engines for searching online stores. A posi-
tive relationship between the e-store-predetermined
decision making and the human information source
was found (β=.19, p≤.01). The online stores were
likely to be suggested by other people who posted
opinion on web sites, or their friends and family, while
these consumers visited the online stores first with-
out knowledge about the products. Product-predeter-
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Table 6. Effect of use of information sources on decision making styles

Dependent
Variable

Use of Information Sources: Online Store Use of Information Sources: Products

Neutral
Information

Source

Human
Information

Source

Marketer-
Oriented

Information
Source R2 F

Online
Information

Source

Offline
Information

Source R2 F

Standardized Regression
Coefficient (β)

Standardized Regression
Coefficient (β)

Price-
Predetermined

Decision
Making

0000.43***
(t=8.06) 0

-.01
(-.06)

-.020
(-.36)0

.19 65.00***
0000.28***

(5.05)
000.19**

(3.33)
.13 20.09***

E-store-
Predetermined

Decision
Making

 .03
 (.46)

000.19**
(3.29)

.03
(.45)

.04 10.79***
00.12*
(1.99)

0.05
0(.86)

.01 3.98***

Product-
Predetermined

Decision
Making

    .16**
(2.72)

0.07
(1.06)

.02
(.32)

.03 7.42***
-.10

(-.19)
0000.43***

(7.92)
.18 62.77***

*p≤.05, **p≤.01, ***p≤.001
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mined decision making was affected by the neutral
information source (β=.16, p≤.01). Consumers who
first decide what products they want use web search
engines for searching online stores, which sell the
products they want. Hypothesis 3 was supported.
The findings supported the previous study (Barkhi &
Wallace, 2007) reported that goal-directed shoppers,
who were price-predetermined or product-predeter-
mined consumers, enjoyed shopping the virtual store
by using price comparison sites. However, experiential
shoppers who corresponded to e-store-predetermined
consumers in this study were not likely to use the
marketer-oriented information sources. 

2) Influence of Using Information Sources
Concerning Products on Decision Making
Styles

From the analysis of the information sources con-
cerning products, the online information source had a
positive relationship with price-predetermined deci-
sion making (β=.28, p≤.001) and e-store-predeter-
mined decision making (β=.12, p≤.05). The influence
was stronger for price-predetermined than e-store-
predetermined decision making. The offline informa-
tion sources had a positive relationship with price-
predetermined decision making  (β=.19, p≤.01) and
product-predetermined decision making (β=.43, p≤
.001). The influence was stronger for the product-pre-
determined decision making. Hypothesis 4 was sup-
ported based on the result. This research added knowl-
edge to the body of literature in that significant rela-
tionship between offline information sources and prod-
uct-predetermined decision making was reported em-
pirically. Consumers' online behavior should be further

investigated in conjunction to their offline information
searches.

5. Effect of Online Purchase Motives on De-
cision Making Styles 

To examine effects of online purchase motive on
decision marking style, the stepwise multiple regres-
sion analysis was conducted. The independent vari-
able was online purchase motives, and the dependent
variable was decision making styles. The result is
shown in <Table 7>.

The convenience motive had positive effects on
price-predetermined decision making (β=.16, p≤.05)
and e-store-predetermined decision making (β=.16, p
≤.01), and negative effect on product-predetermined
decision making (β=-.13, p≤.05). The consumers, who
have the convenience motive, tend to decide price or
e-store first and shop the products. They are not likely
to spend their time or efforts for searching e-stores
where they have the specific style that they wish to
shop of purchase. The product characteristic motive
had positive effect on product-predetermined deci-
sion making (β=.22, p≤.01). The hedonic motive had
positive effect on e-store-predetermined decision mak-
ing (β=.15, p≤.05). Consumers with hedonic motives
visit online stores first and browse good quality prod-
ucts with competitive prices. The economic motive
had positive effect on price-predetermined decision
making (β=.17, p≤.01). Consumers, who enjoy online
shopping because of the relatively low price, tend to
decide price first and then buy them online. Hypothe-
sis 5 was supported. The findings were consistent
with earlier research that found the decision making
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Table 7. Effect of online purchase motives on decision making styles

Dependent Variable

Convenience
Motive

Product
Motive

Hedonic
Motive

Economic
Motive R2 F

Standardized Regression Coefficient (β)

Price-Predetermined Decision Making
** .16*

(t=2.50) *
-.06

(-.91)
-.07

(-1.21)*
00 .17**

(2.62)
.08 12.58***

E-store-Predetermined Decision Making
    .16**

(2.71)
 .04

 (.57)
   .15*
(2.46)

.02
(.34)

.06 9.44***

Product-Predetermined Decision Making
  -.13*
(-2.17)

** .22**
(3.48)

-.02
(-.37)

.10
(1.44)

.05 6.63***

*p≤.05, **p≤.01, ***p≤.001
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styles were influenced by intentions and motives
(Barkhi & Wallace, 2007). 

V. Conclusions

This study examined the effects of the online pur-
chase motives on the use of information sources con-
cerning stores, the use of information sources concerning
products, and decision making styles. The influences
of use of information sources concerning stores and
products respectively on decision making styles were
also investigated. Young consumers in their twenties
and thirties were the focus of the study. The results of
our preliminary empirical study showed that there were
differences between the use of information sources
concerning online stores and the use of information
sources concerning products. When consumers search
for online stores, they tend to use information from
offline WOM such as friends, parents, and co-work-
ers. These results have significant implications for e-
tailers. E-tailers should put more efforts on forming
positive offline WOM instead of wasting their money
and efforts to advertise them online only. In order to
lead positive offline WOM, e-tailers have to get
trusts from e-shoppers by providing them better qual-
ity products and services. However, for the informa-
tion sources concerning products, consumers tend to
rely more on online information sources than offline
information sources. As far as products are concerned,
once consumers get into the online store, they fully
rely on online information including other consumers'
review and e-tailers' descriptions. Thus, e-tailers need
to concentrate on detailed explanation about fashion
products.

There was a significant influence of the online pur-
chase motives on the information sources concerning
the online stores. Consumers with the convenience
motive were more likely to use human information
sources than neutral information sources, when they
search for online stores. Although consumers tend to
avoid unnecessary connection with people such as
sales persons in the marketplace, they are likely to
feel more comfortable by using human related infor-
mation on online. The hedonic motive had signifi-
cantly positive effect on the marketer-oriented in-

formation sources, and the economical motive had
the positive influence on neutral information sources.
In addition, the Internet shopping motive had an
effect on the information source concerning prod-
ucts. Consumers with the convenience motive tend to
search for information about products by using online
information sources such as other consumers' re-
views. The offline information source had a signifi-
cant effect on the product motive. Since consumers
with the product motive tend to search for rare and
high quality fashion products through the online stores,
they used the offline information sources to authenti-
cate the product in the market place.

The use of information sources, either online stores
or products, was related to the decision making styles.
There were effects from neutral information sources
on price-predetermined decision making. Consumers
who decided price first were likely to use price com-
parison sites for searching online stores. These con-
sumers also tend to rely more on online information
sources than offline information sources before pur-
chasing the product. E-store-predetermined decision
making was influenced by human information sources
for online stores and online information sources for
products. A significant relationship was found between
product-predetermined decision making and offline
information sources for products.

Online purchase motives significantly influenced deci-
sion making styles. The convenience motive had pos-
itive influence on price-predetermined decision making
and e-store-predetermined decision making, while the
motive had negative influence on product-predeter-
mined decision making. Since e-shoppers with con-
venience motive want to save their time and effort by
using online stores, they are likely to go directly to
the e-stores where they have known from their previ-
ous experience. Consumers with product motive tend
to predetermine specific products, because they are
likely to purchase rare and high quality items online.
Economic motive had positive influence on price-
predetermined decision making and e-store-predeter-
mined decision making. Consumers who have economic
motive are likely to predetermine price before pur-
chasing products.

From the empirical findings, some market strate-
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gies are suggested. For the price predetermined shop-
pers who have convenience and economic intention
to use online stores, retailers may have their online
store on the top page of the search engines. This allows
consumers to find their stores easily and quickly. For
the e-store predetermined shoppers, retailers should
manage positive WOM. For the product predeter-
mined shoppers who are willing to go any place to find
rare fashion items and see them in the market place, e-
tailers should provide detailed information about the
product and show comparison information.

We have suggested several ways that e-tailers are
able to recognize differences between the use of
information sources concerning stores and concern-
ing products for consumers in order to deliver appro-
priate information to adequate consumers. More
studies about the information sources should be con-
ducted in the future to enhance the efficiencies of
online stores.
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요 약

본 연구는 온라인 쇼핑동기, 정보원의 사용, 의사결정 유형의 관계 분석을 통해, 소비자들에게 적합한
정보를 제공할 수 있는 전략을 제공하고자 하는 목적을 가지고 수행되었다. 실증적 연구결과 소비자의 쇼
핑동기는 편의적 동기, 제품특성적 동기, 쾌락적 동기, 경제적 동기로 구분되었다. 본 연구에서 정보원은
이전 연구들과는 달리 쇼핑몰에 관한 정보원과 상품에 관한 정보원, 두 가지 종류로 구분하였다. 온라인
쇼핑몰에 관한 정보원은 중립적 정보원, 인적 정보원, 마케터 주도적 정보원으로 구분된 반면, 상품에 관
한 정보원은 온라인 정보원, 오프라인 정보원으로 구분되었다. 이처럼 쇼핑몰에 관한 정보원과 상품에 관
한 정보원은 차이를 보였으며, 정보원의 사용, 쇼핑동기, 의사결정 유형 각각의 관계도 알아 보았다. 결론
을 바탕으로 온라인상의 의류 판매자가 소비자들을 그들의 쇼핑몰로 이끌고, 구매를 유도하도록 마케팅
전략을 제안하였다. 
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