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Consumers’ Characteristics according to Patronage Online Shopping Mall

Jin-ah Son" and Mi-ah Lee”'

! Graduate School of Design, Konkuk University, Seoul, Korea
2)Dept of Clothing and Textiles, Seoul National Universtiy, Seoul, Korea

Abstract : This study categorizes online fashion shopping malls according to consumer store patronage behavior as well
as classifies consumer groups by online shopping mall patronage to understand the unique characteristics in each phases
of purchase. A quantitative survey was conducted using 487 questionnaires from women in their 20s and 30s, The data
were analyzed using frequency analysis, cross-tabulations, factor analysis, T-test, ANOVA, cluster analysis, and xz—test. The
findings of this study are as follows. First, online shopping malls were classified into three types of 'integrated mall', 'open
market' and 'specialized fashion mall'. Second, based on one of the three types of categorization consumer groups patron-
izing each type turned out as follows: integrated mall patrons (141, 28.95%), open market patrons (226, 46.41%) and the
specialized mall patrons (119, 24.64%). Third, the characteristics of each group had significant differences according to
clothing shopping orientation, information search, shopping mall behavior, spending on online shopping, and e-loyalty.
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Table 1. Exploratory factor analysis of online shopping mall
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Online shopping mall

Frequency of visiting

Frequency of purchasing
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Factor Items Joadin (% of Variance explained) Joadin (% of Variance explained)
& (Accumulated) e (Accumulated)
o Soho mall ' 78 217 .76 296
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. . (27.18) (28.24)
fashion mall Fashion brand mall .69 27.18) .69 (28.24)
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Table 2. Consumer classification by patronage online shopping mall
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Soho mall 104 P
Total 487 487
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Table 3. Differences among groups in shopping orientation

Gl: IMP G2: OMP G3: SMP F-value

Shopping orientation

Hedonic

. . . 3.75 371 3.84 1.45
shopping orientation

Fashion conscious

. . . 3.11 3.00 3.08 1.03
shopping orientation

Brz?nd-orl‘ented‘ 371 348 3.51 5,03+
shopping orientation a b b
QOnven}ent ‘ 3.66 3.56 3.36 6,50+
shopping orientation a a b
Economic 373 361 359 227
shopping orientation

*xp< 01

a>b>c: The results of Duncan test
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Table 4. Difference among groups in information search

Gl1: IMP G2: OMPG3: SMP F-value

Information search

Prepurchase

. . 2.85 2.82 2.67 2.07
information search

POP(point of purchase)

. . 4.16 4.24 423 0.71
information search

. On—gomg 3.61 3.63 3.84 4,65+
information search b b a

**p<.01
a>b>c: The results of Duncan test
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Table 5. Difference among groups consumer impulse buying

Gl: IMP G2: OMP G3: SMP F-value

Impulse buying

Reminded impulse buying  2.93 291 292 0.03
. 11 34

Fashion impulse buying 305 3 33 3.48*
b b a

Pure impulse buying 2':5 2':5 254 8.15%*

*p<.05, **p<.01
a>b>c: The results of Duncan test
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Table 6. Difference among groups in shopping mall using behavior

Shopping mall using behavior G1: IMP G2: OMP G3: SMP X
Only use 1 shopping mall 7(11.0) 29(17.7) 2(9.3)
Mainly use 2-3 shopping mall 60(61.2) 106(98.1) 45(51.7) 37 3ee
Mainly use 3-5 shopping mall 43(37.7) 37(60.5) 51(31.8)
There is no fixed shopping mall 31(31.0) 54(49.8) 22(26.2)
*¥p<.001
Table 7. Difference among groups in purchasing frequency and spending
Categories Gl: IMP G2: OMP G3: SMP XZ
100,000~200,000won 39(47.6) 91(76.3) 34(40.2)
Spending 200,000~300,000won 46(41.8) 67(67.0) 31(35.3) 13.03*
on online shopping 300,000~500,000won 27(26.1) 38(41.9) 25(22.0)
500,000 won and above 29(25.5) 30(40.9) 29(21.5)

#p<.05
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Table 8. Difference among groups in post-purchase behavior
Post-purchase behavior G1: IMP G2: OMP  G3: SMP  F-value

e-loyalty 3.73 3.92 3.69
b a b

3.60 3.61 0.71

6.13%**

Word-of-mouth 3.52

*kp< 01

a>b>c: The results of Duncan test
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