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Study on Risk Reduction Behavior According to Participation Motivation of
Mountain Climbing Activity and Level of Risk Perception

Gi Seong Bang and Shin Jung Yoo'
Dept. of Clothing & Textiles, Kyunghee University;, Seoul, Korea

Abstract : This study investigates risk reduction behavior with risk perception in outdoor wear purchase situations. Data
were collected via a questionnaire from 400 consumers between the ages of 20 to 50 residing in Seoul and Kyonggi-do.
Data analysis were conducted with SPSS 20 program on the reliability test, factor analysis, cluster analysis, t-test,
ANOVA, and Duncan's multiple range test. Factor analyses were employed for the participation motivation of mountain
climbing activities, risk reduction behavior and risk perception. Five factors were for the participation motivation of moun-
tain climbing activities (health and fitness, external ostentation, achievement and excitement, improvement of climbing
skills, and society). Five factors were for risk perception (fashionability loss and social risk, time and convenience loss,
economic risk, performance risk, and psychological risk). Five factors were for the risk reduction behavior (interpersonal
information sources use, marketer-dominated information sources use, professional information sources use, pre-pur-
chase deliberation/observation/experience, and brand dependence). Three clusters were identified based on the moti-
vation of outdoor activities (the affiliation/display, the health/internal informativeness and low motivation). The
participation motivation for mountain climbing activities were varied. Manufacturers should increase efforts to develop
products with good qualities at a reasonable cost as well as establish new marketing strategies since the risk of product
performance and economic efficiency in the purchase of outdoor wear was a significant consumer perception.
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E3] SAHEL UafEo] zhe AmFel Qh4oMel Al -
5 ARV ATl S 173 AE o] 4kl A ARl Wy R 3P0 2 HE & Hos|oksle 715H
A& F83H A7l o2l ik s o7Hsel disk & Hol EgHox vehtes SR Qs AnAEdA 2o
A ZUE 7T o)A 71733 Aol gk o] A1E]9 o|E-ru Aol tist T2 AR} ZoA L e Aol
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2. O|EH Hi&

2.1. AZX &0 S7|(Motivation)
¥ = GFoAe F7]|(motivation)= 7l%le] ofH ERE
TR AL 2x 2 ol FAE sl E ARl e 98
$Hh(Sung, 2012). B35 7iRle] ofwgt HX S F3f WFole
5 ZAst AT 289 BF5s FANATE JoBA ZE
gtk olAE F71e NQle] ofd AES i vli=e A
el ARzt FE31E Ashs 87 (need)H £-7-(want)
7 A W BAsE 7R} Qda ArEe 2Ee) mde
she BEe] Al YRAe otk 2, B/ BA3 =
1s
2

o

EE 7R Q1] BE5S ST LS wEe s x4
sl A7l do=Z Ao Ul¥ 4 UthJung, 1998; Yoo &
Kim, 2005b). o] 5719 /e dNHoR 5715 B
5o wel £ W5 7](intrinsic motivation)} £]257]
(extrinsic motivation)= 53] Ao 2 At
Ae 7719 9 ¥ 38 @ F-%57](amotivation)E X
st Al EFRE UFZ UtiJung, 1998; Pelletier et al.,
1995). & AelA FAHE PSS 5] S o &
71821 FEshe olfre A A7 Y 93 5o
ERF AP S 5ol HZole sl Wskelair] o
olthLee, 2010). 7] 2¥= 3o F719] Be Aol
A7 SR& 93 FAo] 2xx oo F H o]felr AY
P 7P Sa3 dxlEke 438 EESIIAT H2dde A
Pgol gglo] 2xx S o] F7|E osistet TR
stk dalel o7F EEe] #AlF <1 WskE s tE
S ke BRlsE | 2= E37F A=A Qo] ok
St 5715 Aol e s ATHLim & Yoon, 2001;
Yang, 2000). W2tA F4F Sl o] Fod F71= vt
o vERE Z0R &8 < 2lon F71E FAIAL &
ge] olfiEtal & W AH|AF AEe] WIS o Sshet AlEE
7o w AT o=z AlFHti(Jeong, 2011; Sharma &
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Table 1. Classification of risk perception

Lambert, 1994).

2.2. 9|8l X|Zk(perceived risk)

3 A zh(perceived risk)e] 7E-S ARz} AE A oA
Ao 2 Yt on Aele] ofFl AES sk 3
B, A, b o] AU she AHoIA Arle
FHHo|a A Y18 (riskyS L3HTH(Bauer, 1960). AH] A}
oM 3 Azl tigt Asi7t e nitt tEA Jeht
<t A EFgA T IIEd T SH0E U] & 5 ¢
THCox, 1967; Peter & Ryan, 1976; Roselius, 1971; Taylor,
1974). 918 A ZH(perceived risk)2 F 7HA] S 2w
oA e og Qg Axte] B Z7EX S &
AR LHA FHHoR Aztsle Zolzk & o (Bae
et al, 2007), 7HHE S vERd Aol gk Xzto] opd A
gho g gl wje] Ao diEl AA 2 AR A &
o ATHKim, 1991).

o] SAEel] s AF Azto] LHIAE Faij oA A
Zhabe FHH Mg HeolEofof dhrpar F43i3itt. u
ZA ES dLAIAR] o] obd tAkdA]l HEe R
olgfjalol ap Fufti el AFe] A= &/d0 wkEt o &
goz BRE & AvkKim, 1991; Kim & Lee, 1995; Lim,
2001). HgF AL S5 Ao S5 gk wsle] o}
A= AFY fFPol st £7E F AUthHong &
Hong, 2008; Bae et al., 2007). o|x& 918 xzke] F3o)
thalix] ofe] SRt ofsf thdabAl AAE led 7 e
< X9 Table 13} o] Uehdt)

A HEE Fdetd & off Azt AP Fela A
A F w14 SAllN vEh T B9 ' gijkE vt
o g nF Zo|H(Kim, 1991), 7] o] F=3t
EUES Aol BETE A74E 9% FFol Eopxit
(Granbois, 1968). W&hA & YepaL e SaHE T4l
oRoldo] Al F4473 A Bolvke 4MAkEe] Bt
2 ] Fujgel FEES 71E ALR Hol FakE o
g A8 A7k 8l 4L oot F AoE Alsdr.

N

=

;

23 918 Z4 HE

pag (=)

SR AFS Fishs Aol Al tig EedAe

Researcher Roselius, 1971 Jacoby and Kaplan, 1972 Kim, 1991 Hong and Hong, 2008
Time loss Economic risk Economic risk Fashionability risk
Hazard loss Performance risk Performance risk Economic risk
Ego loss Physical risk Psychological risk Social/Psychological risk
Factor Economic loss Psychological risk Social risk Management/Convenience risk
Social risk Fashionability risk Performance risk
Whole risk Time/Convenience risk Environment risk

Reliance risk
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Feke]l Aol Axol tigk B3 o3 AREER olE
Fo)7] 9 LAY TE VEHE F VAR Y] A
4= Jokal BIRTHCox, 1967). B3 X 2+g 8zt AF7anet
o] &g+ Taylor(1974)¢] AelM= Ad=e APE &017] 9
o R o] F848 WAL o] BEUS =
7] A8l AR &5S s vl sisith
Assael(1984)°] zﬂAlﬁP AR Tl g ol #
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Table 2. Respondent's demographic feature (n=400) oA dzpel ofzb zkzb 2007 (50.0%), SE N+ 200H, 30
Item N % o, 40t, 50th Zkzb 100 (25.0%) 2 tidAs He w3 3t
Gender male 200 50.0 Act. skl e g £¢0] 2288 (56.5%)% 7FE =& v)E
female 200 500 g o) wEskw &% olsh} 1068(26.5%), TNt At
205 100250 o] 4473(11.0%), THEHL o] go] 24 (6.0%) o= eI,
Age igz 128 iig Aot AEde) 29e03m0R T Be VIS A
, : A SAL AFE-/E DA 0] 837 (20.8%), AFFH0] 677 (16.8%),
i 205 100250 FRI7} 575 (14.3%), SAO] 407 (10.0%), 71EF 327 (8.0%)
. e DO ow veket GlobE S00941 ol 600%HeL Hliio] 41
ability college graduate 226 565 B(103%) 2 7P wekem ypA] wRleM e Blas uE
school graduate 24 6.0 WEE e
professional 121 303
business 83 208 4.2. HOIS7|, SIEXIZ, fIEdLWS StelRte
Tob self employed 67 16.8 4. 2}\1 XLO#EZ ] - B i
student 40 100 Akl Fefehe F71E dolry] S8l 29l B4 g A3
housewife 57 143 A7RAAA o, AHHA, BHATEAR, THIEFE, A
et 280 w8} 57HA] ‘d o7 FEFHAUAN 66%°] AW et
less than 2million 80 223 (Table 3). 231 1= 73_74'%7\(_]34’ AAH TS {8l TARS
more than 2million, less than 3million 79  19.8 3= Ao =F L]-E} ARAAE FE HYsIia, &
Monthly ~ more than 3million, less than 4million ~ 84  21.0 ol 2= ERRIA 7S FAE 93 SAS sk= Aoe=
Income more than 4million, less than Smillion 52 13.0 Epdoz QA WHEEITE 89l 3& SHkS Eaja] A
more than Smillion, less than 6million 41 10.3 Eapatul 57%%,0_ 1_77]1—: AL Jepug AHA/ZAS o7
more than 6million 55 138 Hslgom, 89 4= SU)ES Hj$E 4L V=
Table 3. Factor analysis of motivation on mountain climbing (n=400)
Factor Item Factor loading Eigenvalue % loading Cronbach o
To feel physical strength 73
To refresh after sweating 73
To refresh 72
HealtFitness 0 0" 70 457 19.86 87
To control weight .69
To become and maintain health .68
To develop physical strength .67
To build body healthy .59
To be proud of climbing .88
Extern'a] To attract people's attention .84 - 14.02 85
ostentation To make a chance to PR own-self 83
To achieve fame and honour .58
To feel excited .69
For interest .68
Achievement/ o centrate on climbing 61 281 1222 83
Excitement
To feel a sense of achievement when climbing hard course .60
For excitement .59
Improvement Enjoy the improving climbing skill 77
of climbing To be interested in learning difficult skills .76 2.48 10.79 .84
skill To acquire new climbing skill 75
Can be socialized with various people .85
Society To have a chance to meet new people .80 227 9.87 77
To make a time to socialize after climbing .66
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Table 4. Factor analysis of risk perception on purchase outdoor wear (n=400)
Factor Item Factor loading Eigenvalue % loading  Cronbach o
Damaging my dignity .84
Be ridiculed friend and peer 79
Fashi(')nab.ility/ Mismatch my age and status 73 33 15.84 85
Social risk Comport well with friends or colleagues 71
Ahead or behind the fashion in terms of style or color 51
Fashion trend is rapidly changes trend after purchase 44
Complication when exchange .86
COI‘I::;IZ nce Spending overcharge after purchase .81 597 1417 85
risk Spending time when exchange .80
Spending time when repair .64
) Excessively expensive .83
Ec‘fils‘;(mlc Wear less useful 76 2.52 12.02 73
Buy more cheaply from elsewhere .68
Damaging style, color and performance by laundry 74
Discomfort by textile and design 71
Perf‘;game Functionality reduction 59 220 10.41 65
Shrink after laundry .59
Fail to meet expectation in functionality 57
Mismatching with other clothes .83
P Syd;i"sllfgical Mismatching with own's daily image 80 2.18 1041 75
Conspicuously stand out 54
2 FWIEPPoR Busdth. 291 s A BES B9 A9 49, fAA8E A9, Abmed 919, A4 99,
RS BAAE JeEE e S 95 19, 4913 918 T adlom $aasn el
ARES UerithTable 4). 891 1 S2Ho] 9|3 jele)
422, 1977 B2} % 4EAE B 93] B ARoR AN A}
TAE T Al =7e A1RAAS dotry] flE) acl & 512 913e Jepng f/Als]Z] 913 olet B &
Table 5. Factor analysis of risk reduction behavior on purchase outdoor wear (n=400)
Factor Item Factor loading Eigenvalue % loading  Cronbach o
I note lover or spouse's opinion. .86
Interpersonal I note sibling, parent or child's opinion. .82
inféll?rnation I note friends or colleague's opinion. .62 230 1337 80
I note companion's opinion on purchase. .60
I note TV, radio, newspaper's advertisement. .76
Marl.(eter-dor.ninated I note to articles on fashion or dress. .76 230 1431 20
information I note the appearance of the display items. .56
I note salesperson or store manager's opinion. .55
) I note booklet or report published by consumer groups. 78
Ii::(f)(f:::t)ir(l)?: I note expert opinion. .66 2.07 12.97 .64
I see people's opinions on the best dressed. .62
By comparison of the various shops to select the most suitable. .83
Deliberation/.observation/ About the clothes before you buy to buy a lot of thought. 72 1.96 1226 67
experience Observe the attire of the people, and then use them as a 60
reference when purchasing.
Buying experience brand. .84
Brand dependence 1.68 10.54 71

Buying famous brand. .80
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9 2 FAE Tl F St A7 EBE WG B W 5
Aol g 919 el Azkmely 919 ol Healsl
o 291 3& BUE Tl AL} Pl F ART Flo B
EHon} Yo U FA) U AL YEpEE BAY
S1gole WHsiglon] a9l 4 A Pl F /G 4
S5 A AFEIe] BoHhsh aﬂoﬂ B 992 tehjuz
7iSA Al YA, 21 5 P T 50l

X
ﬂ]E% LR %F , 4 w4 Fusl 28, SaaErdY
E, *ohi«l%«] 57K LC'JEE FEHAUL 65%] A¥ES
Uereh(Table 5). 891 12 2014 sk HHHQ BAE
e 7o) o9 AR BEske A Ueblnz Tl
19l Bgole FPAL 29 2 vHEIL AN AF
of $EH9 FRE AT 2N} ol F PRES B
e 2 UERER whE FE Ang 2ol BEsi
o} 29 32 Jjelg} npAEe] JakElowyE Hwd Yow 4
Holm #EZ] ARE FHyslez HEZ HHY g0z
Bsgon 99l 4 914 PRI sk A ue
< Bgshs 0 A =l oI5k YRES Yehlo] %
3,97 4E 9o st 2l st 2 )

F

43, HOIS7|, SIEXIZ0l WE 2K RY 28

430 FelBN19 7Y BF

B BB B 39924 81 B 20 8
He Bole] 28 7 2RSS ol§sle] KA 24

2 Aol el B700) wWe WS AR s 2
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Table 6. Cluster analysis of motivation (n=400)

Group Society/External Health/Internal Low

ostentation benefit motivation F
Factor (N=152) (N=119) (N=129)
Improvement of -0.11 1.09 -0.87 e
climbing skill b a c 310.37
Achle.vement/ 0.00 0.89 -0.83 174 8%
Excitement b a c
Extem.al 0.61 -0.01 -0.70 859k
ostentation a b c
. 0.38 0.19 -0.68 -
Society a b c 57.97
Health/Fitness -0[.)1 3 0'30 -0.c67 131.29%**

**%p <.001, duncan test result (a>b>c, p<.05)
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A3 215t Ak Q1S Hito] THE YRS &
Zgslo) Mas] 37 PRoR BRAYT 24 28 5
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@ QNS Bl 228 24 8RS ol8sl] KA
FHRHG Ao o] 7o) WE M ARs sl
27 12 919 A7k 9 2085 Harol BE 27 2wtk
& AE nel HlaA o] e Uo R BRANL 23
= 20l Bt A7t o} wlas
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4
H‘ N
k
o
td
i
to
o
2
R

< ujoll FRAE] Helo] ofs) AthzE o
2 Y Y920z yoslojof sk B AelMe HelAk A
A8 A A, 2 98 A7 Aoz B3l ti(Table 7).

44.1. 7104571 X“‘)r AFAZ

57 Il 98 XH Qa%le] Feol4=<E p<01, p<.001
oA frelug zke]7F e tH(Table 8). €19 #12+ &9l ¥
g0 AAZ IFM=3.66), 7152 FM=3.37), Az
Hed &4 A8 M=2.97), A28 18 M=2.92), A=A
AFM=2.90)°] o= Yeht viad I 7HAdE sk
e S ) Al AAA RS 7P A Akl {3/
ALBE 1S 7P AA Azeke Zlew Uit oldk A
I AP A3, AAA 99, 4 AE, £ 99, AL
A 919, Al 9199 202 ek U 98-S thy
o 3 AT (Kim, 1991) Ak} Ael2l 19z} 271
4 9199 EAHeIA Aol2 RolT ATk 2, Atk ojHelE
AEE 98 Vg 2 Ak ARy 8

=
HA AzFslaL ot Sakee] 735 BA1A A A

Y rp; _IIN

jz

Table 7. Cluster analysis of risk perception on purchase outdoor wear

(n=400)

Group Low risk High risk

Factor (N=196) (N=204)
Fashionability/Social risk -0.65 0.63 -16.91%**
Time/Convenience risk -0.67 0.64 -17.52%%*
Economic risk -0.35 0.34 J7.52%**
Psychological risk -0.52 0.50 -12.00%**
Performance risk -0.49 0.47 -11.20%%*

*ixp < 001
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Table 8. Difference of risk perception between motivation groups (n=400)
Group Total Society/External ostentation Health/Internal benefit Low motivation .
Factor  (N=400) M(SD) (N=158) M(SD) (N=119) M(SD) (N=129) M(SD)

Fashionability/Social risk 2.90(.72) 3'21;65) 2'75é'87) 2'6915'65) 21.068***
Time/Convenience risk 2.97(.79) 3'28;68) 2'682'87) 2'8815'81) 20.972%%*
Economic risk 3.66(.71) 3~59]§~52) 3.91;.84) 3-51é-78) 10.429%%+

Psychological risk 2.92(.75) 3.05(67) 2.92(89) 2.76(.69) 5.198%*

a a/b b
Performance risk 3.37(.63) 3'43;'58) 3'45;'66) 3'23é'67) 4.622%*

**p<.01, ***p<.001, duncan test result (a>b>c, p<.05)

Foll tha Azte] 7P =7 velskor 424 913 f3e 28 Fo] SaLAEA :j OJE(M=3.54), 435 SFE(M=3.43),
gk AR Ao ATt Al - e A P Fe AR F8M=335), e drd 28
G A e F2lo] thE Aol Aharet 2Fl HAE 9 (M=3.28), A& Zéi% S (M=3.10)2] =02 Yepgon
3 4t gl Foldks FAdow FAE ) Al FY/ALE] ol dwreliS e r § A FOl ek Kim(1992)
2 L1 AR A8s e el vl =A A7kt o AYAT Aol FUT Ayolrt. F, LHALEC] FAEH
W BAA 19 vy s Aztsle e Hol FAkE ARk o5 il A YA agEd AR o=
Tl Al 7pAe] FofEA] AL 32 ARrlo] ERRIAl BIHA] HOJE FEE 7P Bel sl HEA AR 282 vwA
= AR BES F8 A she Ao® BAEnh AMA Al she Aoz idd o Utk St EEol Hojske 54
ofFT ko] A A ol FFo] o mAel] Fofi| o] T2 AtEHe] Akusl oA o] Ee Al
o33l TiRle] R EeS Sl8l Fofske Hdew Azt T e S FEell o8l AH e, Tedd ¥ A%
Faeld 1S WAl Azslar BA1E 18 42k fifde] o < 913 HAo] =2 AAMA FolF Hee] A A
E Jde g w2 ZoR Hol FAE Fuf & wlout RN UPﬂE Fe gud, vl A s AR tigk &
el e @R Erks 7H0l old AL A A 8ol =2 Ao= vttt T3 /I e o] JPE e
ol tisl o Bol fH@EA)ER= AS & 5 Uk ol HE tﬂﬂx—i HEE JRE S8sle R4 YR 882 At
7F Aoz e A fkys 7] Hwel A% e A8 2z WA F JHM=3.45), A7 FAFT FM=3.01),
[2MeIA BT 4t oake] gk JERHAL it A (Kys7] AEM=2.77) 22 VERLoH | Al Fujgt 7
ol A o8] S & G e FRE 8oMe A
442. FoE57] At E SRR F A frAFT FAEM=3.80), AL S FTH(M=3.46),
Fefsr] Al el E 89 2R fo5E p<.001 A(ys7] AHM=3.06) =22 YEPTE o228 Alal/#A]
oA frelmgh 2ko]7F e tH(Table 9). HH &4 29l ¥ FT7F =2 o] AAMA FAFT AdRd f9s A
Table 9. Difference of risk reduction behavior between motivation groups (n=400)
Group Total Society/External ostentation — Health/Internal benefit Low motivation
Factor (N=400) M(SD) (N=158) M(SD) (N=119) M(SD) (N=129) M(SD)

Interpersonal information 3.28(.72) 3'44(30'65) 3'37?'74) 2'99(bo‘77) 12.595%**
Marketer-dominated information 3.35(.66) 3'48(30'54) 3'46(;)'78) 3.08(bO.65) 13.759%**
Professional information 3.10(.76) 3'45(30'61) 3'0159'092) 2'77(00'75) 20.778%%**
Deliberation/Observation/Experience 3.54(.63) 3'64(210'48) 3'64(2?'68) 3'33%0'72) 8.747%**
Brand dependence 3.43(.78) 3'461)0'68) 3’80(2?’88) 3’06(00'79) 25.405%%**

**%p<.001, duncan test result (a>b>c, p<05)
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Table 10. Difference of risk reduction behavior between risk perception

groups (n=400)
Low risk High risk

Group :

Factor (N=196) (N=204)

M(SD) M(SD)

Interpersonal information 3.10(0.76)  3.45(0.68)  -4.831***
Marketer-dominated 3.14(0.70)  3.54(058)  -6.184%%*
information
Professional information 2.84(0.80)  3.35(0.74)  -6.599%**
Dellbf?ratlon/ObserVatlon/ 3400.61)  3.67(0.64)  -4.133%%
Experience
Brand dependence 3.36(0.89)  3.50(0.77) -1.589
**kp <.001
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