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The Uncertainty, Regret Experience, and Negative Behavior Intention of Fashion
Consumers According to the Types of Internet Shopping Malls

Eun-Jin Lee and Wook-Whan Jung%
Dept. of Clothing & Textiles, Chung-Ang Graduate School; Seoul, Korea

Abstract : This study investigated the uncertainty, regret experience, and negative behavior intention of fashion con-
sumers according to the types of internet shopping malls. The data was obtained from internet fashion consumers, and
394 responses were used in the data analysis. The statistical analysis methods were frequency analysis, factor analysis,
reliability analysis, t-test, ANOVA, and regression analysis. As results, the uncertainty of internet fashion consumers was
composed of two factors; information uncertainty and preference uncertainty. The regret experience was composed of
function or service regret, suitability regret, and product regret. Also, the negative behavior intention was composed of
purchase switching intention and purchase deferral intention. The information uncertainty of fashion consumers positively
affected the negative behavior intention in all types of internet shopping malls (e.g., open market, integrated shopping
mall, and fashion specialized shopping mall). In open market, the preference uncertainty negatively affected the purchase
switching intention; however, the preference uncertainty positively affected the purchase deferral intention. In open mar-
ket and fashion specialized shopping mall, the product regret of internet fashion consumers positively affected the neg-
ative behavior intention. In addition, there were partially significant differences in the factors of uncertainty, regret
experience, and negative behavior intention by gender and marital status of demographic characteristics. The results of
this study will provide useful information to the marketing strategies considering fashion consumer's negative emotion
and behaviors according to the types of internet shopping malls.

Key words : fashion consumers(Z} A 2=H] z}), uncertamty(gsﬂ/“ 43), regret experience(3-5] 7 &), negative behavior
intention(3% 4 352 &), internet shopping malls(21E] Yl £ &)
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Table 1. Results of factor analysis for uncertainty

Factor ~ Eigen Cumulative Cronbach's
Factors Measured Items . .
Loadings value variance % o
I would like to know about the prices charged at different internet shopping malls  .880
I would like to know about the prices charged at offline retail stores 797
Informa.tion I could find the fashion items in different shopping malls at similar or even lower prices ~ .795 3127 31265 844
uncertainty  yypen | buy a fashion items on the internet shopping malls, I want to conduct 779
comparison shopping ;
I feel uneasy about internet shopping because I can't wear or touch the fashion items  .617
It is difficult for me to choose the fashion items of good quality 773
It is difficult for me to evaluate the price and quality of fashion items 766
Pref
ur:zeer::innctjf I think the professional knowledge level about fashion items isn't very high 752 2.884 60.104 .802
I can't sure about the quality of fashion items on the internet shopping malls 706

I can't believe in the contents of fashion products offered by internet shopping malls  .685
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Table 2. Results of factor analysis for regret experience
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Factors Measured Tiems FacFor Eigen Cumu]atlve Cronbach's
Loadings value variance % o
I have regretted the product selection on internet shopping malls due to defective fashion items 714
(stains or holes) and unclean sewing of finishing ’
Function I have regretted the product selection on internet shopping malls due to the delivery delay of 656
or purchased fashion items ’
. . ) . . 2.094 23259 .629
service I have regretted the product selection on internet shopping malls due to washing and management
. Lo 654
regret problems with fashion items
I have regretted the product selection on internet shopping malls due to the inability to exchange, 647
refund, and returns ’
I have regretted the product selection on internet shopping malls due to disharmony with other 352
itabili fashion items ’
Suitability o ‘ o 1681 41862 635
regret I have regretted the product selection on internet shopping malls due to unsuitability for my 790
image ’
I have regretted the product selection on internet shopping malls due to the unsuitable size of 791
fashion items '
P::dl;ft I have regretted the product selection on internet shopping malls due to difference between 666 1.643  60.122 .605
er displayed products and actual fashion products (design, color, and fabrics) '
I have regretted the product selection on internet shopping malls due to low quality than price ~ .519
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Table 3. Results of factor analysis for negative behavior intention

Wi 2H)5p0) EEIY, FAFH B Y PEE] B A7 769

Factor  Eigen  Cumulative

Factors Measured Items . . Cronbach's o
Loadings value  variance %
I am willing to use the internet shopping malls that offer the better fashion 249
products and services over a specific internet shopping mall ’
I would like to use the multiple internet shopping malls when I am trying to 209
Pu.rchellse purchase fashion items ’
switching ) . ) ) ) 2.634 32.924 .808
intention I would llk‘e tc? search for mformatlon on other internet shopping malls as well 790
as a specific internet shopping mall
I am willing to purchase fashion items from offline stores as well as internet 635
shopping malls ’
I am willing to defer the final purchase decision for favorite fashion items on 318
internet shopping mall '
Purchase I am willing to delay the payment for purchase in the final decision making 799
deferral despite internet shopping for a long time ’ 2475 63.866 799
intention I am willing to defer the final purchase decision for necessary fashion items  .762

I am willing to put it up on the shopping and wish list in order to find superior

products than interested fashion items

657
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Table 4. Results of regression analysis for uncertainty and negative behavior intention

Purchase switching intention

Purchase deferral intention

Types Uncertainty
P B t F R B t F R
o N Information uncertainty .639 8.529%** — 341 492 6.807*** JP— 3
en market . . . 385
P Preference uncertainty -171 -2.284%* 219 3.036**
Integrated Information uncertainty 611 9.205%** 299 3.820%**
: 42.428*** 369 10.009%*%* 122
shopping mall Preference uncertainty -049  -0.743 149 1.907
Fashion specialized ~ Information uncertainty 616 6.918*** 530 5.809%**
. 25.492%** 352 22.089*%* 320
shopping mall Preference uncertainty -076  -0.858 083 0.907

*p<.05, **p<.01, ***p<.001
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Table 5. Results of regression analysis for regret experience and negative behavior intention

Purchase switching intention

Purchase deferral intention

Types Regret experience
P gel e B t F R’ B t F R’
Function or service regret .061 0.683 .062 0.743
Open market Suitability regret .065 0.709 3.829* 073  .160 1.869 12.532%** 206
Product regret 256 2.888** 336 4.095%**
Function or service regret .082 0.938 .170 1.973
I s
niegrated Suitability regret 143 -1.602 1537 031 -001  -0.011 2491 049
shopping mall
Product regret 124 1.343 .099 1.075
) o Function or service regret .049 0.464 .037 0.342
Fashion specialized ¢ oo ity regret S031 0315 5.162¢% 143 043 0419 3360% 071
shopping mall
Product regret .360 3.364%* 238 2.132%

£p<.05, **p<.01, ***p<001
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Table 6. Results of regression analysis for uncertainty, regret experience and negative behavior intention

Purchase switching intention Purchase deferral intention
Types Variables 5 5
B t F R B t F R
Information uncertainty 615 7.822%** 467 6.289%**
Preference uncertainty -225 -2.712%* 126 1.613
Open market Function or service regret .009 0.116 15.493%** 351 .109 1.524 20.887**%* 422
Suitability regret 068 0.840 079 1.037
Product regret 075 0.904 .098 1.252
Information uncertainty .651 9.255%** 289 3.434**
Preference uncertainty .036 0.476 152 1.681
Integrated . .
. Function or service regret -016  -0.227 18.589%** .396 116 1.376 4.420%* 135
shopping mall
Suitability regret -131 -1.813 -.023 -0.260
Product regret -089  -1.084 -.044 -0.448
Information uncertainty .566 5.984%** 528 5.312%**
' o Preference uncertainty -116  -1.225 .060 0.606
Fashion specialized —p o or service regret  -054  -0.590 11.515%% 388 -051  -0.532 8.749%%% 325
shopping mall
Suitability regret .000  -0.007 .023 0.250
Product regret 217 2.271%* .066 0.654

*p<.05, *¥p<01, *+%p< 001
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Table 7. The differences of uncertainty, regret experience, and negative behavior intention by gender

Male" Female”
Types Variables t
M SD M SD
Information uncertainty 4.002 671 4.130 .546 -1.253
Preference uncertainty 3.429 .607 3.658 .526 -2.422%*
Function or service regret 3.401 735 3.216 591 1.659
Open market Suitability regret 3.404 763 3.644 667 -2.050%*
Product regret 3.992 548 4.005 547 -0.145
Purchase switching intention 3919 626 3.951 .543 -0.329
Purchase deferral intention 3.819 .608 4.000 614 -1.795
Information uncertainty 4.203 467 4.158 S18 0.544
Preference uncertainty 3.400 707 3.467 .609 -0.621
Function or service regret 2.903 794 3.334 677 -3.554%%
Imegratifalslh(’pping Suitability regret 3.444 747 3.634 776 -1.494
Product regret 3.774 638 4.012 470 -2.608%*
Purchase switching intention 4.004 S19 4.015 483 -0.127
Purchase deferral intention 3.778 .508 3.959 579 -2.016*
Information uncertainty 3.903 816 4225 521 -2.364*
Preference uncertainty 3.491 .684 3.375 635 0.830
) o Function or service regret 2.758 .608 3332 652 -4.207%**
F assﬁf;pii‘;?;hmd Suitability regret 3.530 865 3.484 926 0.237
Product regret 3.848 .501 4.073 .559 -1.940
Purchase switching intention 3.902 770 4.090 537 -1.405
Purchase deferral intention 3.909 709 4.078 .504 -1.357

*p<.05, **p<.01, ***p<.001

l)Open market(n=83), Integrated shopping mall(n=62), Fashion specialized shopping mall(n=33)
2)Open market(n=66), Integrated shopping mall(n=86), Fashion specialized shopping mall(n=64)
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Table 8. The differences of uncertainty, regret experience, and negative behavior intention by marital status

Unmarried” Married”
Types Variables t
M SD M SD

Information uncertainty 3.980 655 4.128 .584 -1.456

Preference uncertainty 3.487 547 3.568 611 -0.842

Function or service regret 3.359 715 3.284 .648 0.665

Open market Suitability regret 3.420 779 3.588 679 -1.400
Product regret 3.874 .580 4.104 494 -2.612%*

Purchase switching intention 3.855 654 4.000 522 -1.504

Purchase deferral intention 3.819 .698 3.969 528 -1.490

Information uncertainty 4.252 537 4.123 460 1.560

Preference uncertainty 3.442 537 3.437 724 0.043

) Function or service regret 3.145 778 3.160 745 -0.116

Imegratei;}lwppmg Suitability regret 3.476 870 3.610 683 -1.054

Product regret 3.823 .663 3.977 460 -1.671
Purchase switching intention 4.173 499 3.892 463 3.526%*

Purchase deferral intention 3.988 499 3.808 585 1.960

Information uncertainty 4.044 725 4.226 503 -1.353

Preference uncertainty 3.373 671 3.479 621 -0.782

) o Function or service regret 3.051 750 3.270 571 -1.535

Faz}ﬁf;‘pii‘:"iﬁed Suitability regret 3.525 935 3.461 857 0345

Product regret 3.904 .603 4.140 415 -2.113%

Purchase switching intention 4.059 .698 3.974 506 0.653

Purchase deferral intention 4.025 639 4.013 493 0.101

£p<.05, **p<01

])Open market(n=69), Integrated shopping mall(n=62), Fashion specialized shopping mall(n=59)
2Open market(n=80), Integrated shopping mall(n=86), Fashion specialized shopping mall(n=38)
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