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Abstract

In South Korea, the growth of online shopping malls that are overtaking traditional offline distributors in sales
requires the latter to concentrate on developing a variety of contents amidst the ever-changing and competitive
market environment. First of all, attention should be paid to information on fashion item materials. This study
examined the current status of online shopping malls with a focus on their three different types —specialized malls,
general malls, and open markets —and investigated consumers’ hedonic shopping motives and influence on fashion
materials in terms of purchasing behavior. In doing so, this study surveyed men and women in their 20s-30s
residing in Seoul or its surrounding cities and used a total of 255 questionnaires for statistical analysis. The
statistical software program SPSS 15.0 was used to conduct frequency analysis, factor analysis, reliability analysis,
and multiple regression analysis. The study results showed that in general and specialized shopping malls,
consumers granted greater reliability and importance to fashion materials when their interest in shopping or attention
to fashion items/brands was high and when they wanted rare items. In open markets, the more interest consumers
had in shopping and the more sensitive they were to fashion information, the more dependent they were on prices;
in other words, prices were found to have a greater influence on their purchase decisions than the quality of fashion
materials. The findings of this study would be useful to marketers and distributors who are trying to develop their
marketing strategies based on fashion material information, according to the different types of online shopping
malls.

Keywords: hedonic shopping motives(ZJ 22 3 &7]), fashion material information(3]{27)), specialized

internet mall(ZF2E), general internet mall(F3E), internet open market(2 Z0}#)
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I . Introduction
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II. Literature Review

1. Internet shopping mall

JEU &P 52 A EAF AFLol HFsto]
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et al., 2000).
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7He|l e AlFe Bfets FHE dwdtd AF & dujAEo] EAstER Hujato] it v E
{Table 1> Internet shopping mall types
Type Operating base Variety
Department stores Lotte.com
Home shopping GSeshop, CJmall, Hmall
General Web portals D&Shop
shopping mall Online Interpark
Discount stores emartmall
Large or medium-sized businesses KTmall

Brand-specific malls

Brand homepage

All-inclusive brand malls

Fashionplus, ngoods

Fashion-specific | Inventory malls

halfclub

shopping mall Concept malls

ddmin.com

Shops specializing in imports

Luxury-brand stores or imports-buying agent malls
(njoyny, WIZWID)

C2C or auction sites

Open market

Gmarket, auction, onket

Ref: Lee, H. J., & Yoh, E. A.(2007). Fashion distribution. Seoul: Kyohakyongusa.
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2. Hedonic shopping motives
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3. Fashion material information
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II. Methods

1. Research question
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A7 L Ao
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<Fig. 1> A proposed model of this study.
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2. Measurement and data analysis

AEU P Eof Ao FAAE 2B 57+ A
& FL(Kim, 2008; Jin & Kim, 2003; Jones, Reynolds,
& Arnold, 2006; Overby & Lee, 2006; To, Liao, &
Lin, 2001)& &3 & 1223 Adste] & A3
ohA| &2 ul Eg]-g].oaou:l 54 2AE HEg 2

3. Data collection methods

2 As AERAF AR CA 1717t AU £
BEolA sAAE 957, 7B @ A et
Aol e Aen sE=H AFste 20~30H
du g or ATt AR 13 24}
2009 3~69Y, 22 A= 20099 11~12¢¥¢) 2
A AN HE 2555 B4 o) AHgatgon,
A= SPSS 15.0 54 ZEIYSE o]§3}o]
A, QQRA, AFEiA 9 o924
< AN

4. Respondent characteristics

2 A9 dExAb SHE A¥ TS 2529
A(41.5%), 30 ~344](22.3%), 35~36Aﬂ(18 4%), 20~
2441(17.6%) <o 2 Vet AdZ = G2 108
H(42.4%), ‘oY Zp 1479 (57.4%) 0.2 EFytt) s
L ‘AZE 5274(20.4%), ‘ofst A 759 (29.4%),

S99 2 Aoy 23579 A

A FEo B A EAESAT

‘gj& 977(38. 0%) ‘i o]AF 317(12.2%)0]c}.
NG AAES st LnjatEo] F2 o
gHIEY agE 2 FUE 80YBL4%), A
5 859%(33.3%), ‘2 Zukzl” 907(35.3%)0] 1L

it s AdAlE 7h4 L 1Rk olsh 27%( 10-6%),
1~29H” 1019(39.6%), 2~59H” 457(17.6%),
S~107HY 449(17.3%), ‘109H o]AF 38%H(14.9%)
o2 Uyeyth 929 EoF oYL o] 83l Ht
AZE2 5 AIZE IR 2079(7.8%), “10A]7F o]k 125
H(49.0%), 20A17F w9k 7978 (31.0%), ‘20/\] 7k o]
A 3198 (12.2%)0] 22, Fuf et A &=L 9 F 155
H(60.8%), ‘AH 67(26.3%), ‘7Hi 33%(12.9%)
o2 vehygt,

IV. Results and Discussion

1. Factor analysis of hedonic shopping motives
AU £ ZollA dAES Fulst ddel 3
UAES Y £A57IE Aerct) fot
Q&4 1A 8t A3= (Table 2)9} et &

=~

=2 = H H [e] =]
FEPlont 24P L4 A8

R b
Hm
m]o
m>~

o 2 rr
I

S arima e A4 29 $ore 79l

G BE 0 WA ABS Yojir] Sistol

Cronbach's ¢ A42 AFres

1228& o]&sto] 474 aclo] F&HUh A

AL 61.96%0] .
)

e

29 12 AHY £gEo 2714 Hiol, &3
$A9) by Rl 712 ag0] 5] e, &
B AAE 2717 fokel 59 Bz F4HY
b 15A 415 AHHEF 17.93% 2 ‘4 TupE
st o A== Cronbach's @=.822 LUEF
Wk 29 2 A GRAES wEA T 5
7] Wgol, A2e HAEE ToE 4 97l o
2o, By AES 9 4T 4 971 WEA 5
o ST BPo YTk 4A 165 199
% IS4%E ZASAE B CR BRegon,
A2 Z = Cronbach's =902 2 elytch Q9 3
LA 2o, B

=2
32
-+
1A

ol
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{Table 2> Factor analysis of hedonic shopping motives
Percentage
. Factor | Eigen | of variance |Cronbach's
Variable ftem loading| value (Cum. a
variance
I just become curious about online shopping malls. .84
Shopping | A diverse variety of shopping options are available in online malls| .71 415 17.93 ©
interest Online shopping is a good diversion for me. .70 . (17.93) '
I enjoy shopping itself. .69
I can get trendy items earlier. 73
Brand/ I can buy brand-new items. .68 15.49
product - - 1.85 90
I can see and learn about a wide variety of products. .67 (33.43)
concemn
It is interesting to know about brands I've never heard of before. | .53
Product I can purchase rare items. 78 ™ 15.22 -
rarity I can purchase items from other regions (or countries). .76 ’ (48.65) ’
Availability | Shopping experiences with fashion items can be shared. .86 1331
of shopping 1.59 ’ .86
information | [nformation about trendy styles can be exchanged. 78 (61.96)

2 AE P er Yy
bach's a=782 UEFNTE Q9] 4
3k 4 9l7] e, HA 3
£ a%E T 5 ) v 1

=862 UELT

2. Factor analysis of fashion material infor-
mation

valuep} 1 o1l BUE 225 F 428 A
max)S AlA Q91573
E 1ol WA AL erotH 7] €3}e] Cronbach's
aAFE AR E GotH ot}
o] g-sto] 3749) f.clo
2 60.04%0] Tt

29 12 295 AEY 4P 5 HHALA A

[¢]
RE A=) oYtk AAEA e AdEY 4%
2o} xR Aut A=) ofdth A w7
2o Hs fasd 4uE A=) oy

In

sol tiet EFoE 4= i%il 3.13, %
Wk 23 73% 2 ‘aj AR AlZA oz Hy
u], A2 == Cronbach's @=.83°2 2 Uelytth
2% gl s a7t Fasteh, AlE
Aol Bzt RS gjoldh, Wt Fotste=
ZH7P Atk Soll Hiet #Fez FAHU
1.72, A 1920%2 ‘ALY Q=
st o AlFE X Cronbach's ¢=772 U
o 29l 32 AF A e E et 7HA
, AR O FH o] Folke 7hA o] H]
| Z=th dEY agEoA = A7t
25 AHESE7] fzol 7Aool we Ao
wgoz THHL 187 153,
T10%E 712 Q2w & §usie o,
Cronbach's a=.74% ey}

o
ITO 2 H.LL.
l ro [0 oH

]_

o —

Mo
rr ol

3. The effects of fashion item purchasers at ge-
neral internet malls on fashion material information

VYl FE a2 Nty 435717 9
e AR wAL JuE Yot ool o
. 2y 495718 =
quse oo 27 n}%—wg—éﬂ% AN At
£ (Table 49} 2k QlElYl F3HE 20459 5
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{Table 3> Factor analysis of fashion material information

Percentage
. Factor | Eigen | of variance |Cronbach's
Variabl It
ariable e loading | value (Cum. a
Variance
Small-sized online shopping malls are unreliable in terms of
. L . .88
fashion material information.
Reliabili
o 1‘1ty Low-awareness online shopping malls are unreliable in terms of 23.73
of fashion . . . 81 3.13 .83
. fashion material information. (23.73)
materials
Low-awareness brands are unreliable in terms of fashion material 78
information. ’
Fashion materials are more important than design. .80
Importance | I read information about fashion materials when buying a product. | .76 19.20
of fashion | prefer a specific fashion material to others. 74 172 ( 42'93) a7
materials I think online shopping malls use a variety of different fashion 65
materials. ’
Price is more important than fashion material in making purchase 28
decisions. ’
Price Even if an item has a good-quality fashion material, I won't 79 153 17.10 74
dependence | purchase it if the price is not affordable. ’ ’ (60.04) '
Online shopping malls are likely to offer lower prices because 77
they would use low-quality fashion materials. ’

{Table 4> The effects of fashion item purchasers at general internet malls on fashion material information

Dependent variables Independent variables B t F R
Shopping interest .38 10.21%**
Reliability of Brand/product concern .36 9.63%** e 5
fashion materials Product rarity 29 6.807#*
Auvailability of shopping information 23 5.10%**
Shopping interest 13 1.21
Importance of Brand/product concern .30 8.34%** - 31
fashion materials Product rarity 23 5.67H%*
Auwailability of shopping information .09 1.05
Shopping interest .26 5.88%**
Price. dependence Brand/product concern .19 3.54%* 3.3 48
Product rarity .14 2.10
Availability of shopping information .08 1.11

w01, #*Ep<,001.
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4. The effects of fashion item purchasers at ge-
neral internet malls on fashion material information
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5. The effects of fashion item purchasers at
internet open market on fashion material infor-
mation
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{Table 5> The effects of fashion item purchasers at general internet malls on fashion material information

Dependent variables Independent variables B t F R
Shopping interest 24 2.52%
Reliability of Brand/product concern 22 2.27* 6 00+ 39
fashion materials Product rarity 40 4.20%%*
Auvailability of shopping information .20 2.10*
Shopping interest .26 5.01%%*
Importance of Brand/product concern .16 1.99 420 2%
fashion materials Product rarity 04 1.56
Auvailability of shopping information 17 2.01*
Shopping interest 13 1.67
Brand/product concern .01 0.90
Price dependence 3.71%* .39
Product rarity .36 3.40%*
Availability of shopping information .10 1.90

#p<.05, **p<.01, *#p<001.
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{Table 6> The effects of fashion item purchasers at internet open market on fashion material information

Dependent variables Independent variables s t F R
Shopping interest .09 1.96
Reliability of Brand/product concern 27 5.30%%* 2 gt 05
fashion materials Product rarity 29 5.3
Auvailability of shopping information .08 1.87
Shopping interest .05 .79
Importance of Brand/product concern .39 4.58%** - 0
fashion materials Product rarity 56 6.09%%*
Auwailability of shopping information .03 1.07
Shopping interest 31 3.99%**
Price. dependence Brand/product concern .06 0.98 p— o
Product rarity .05 73
Availability of shopping information 20 2.67*%*

< 01, #*Ep<,001.
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