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A Study on Consumer’s Channel Transition Behavior in the Information Search and
Purchase Channel

Jin Mie Chae'
School of Global Fashion Industry, Hansung University: Seoul, Korea

Abstract: This study investigates differences in demographic characteristics, shopping orientation, perceived risk, and sat-
isfaction after purchase among consumer types. This study classifies consumer types according to their channel transition
behaviors between the online and offline channels with a focus on the steps of information research and buying decision in
buying decision-making process. The four consumer groups are as follows: off-off type (offline research-offline purchase), on-
on type (online research-online purchase), on-off type (online research-offline purchase) and on/off-off type (online and offline
research-offline purchase), off-on type (offline research-online purchase) and on/off-on type (online and offline research-online
purchase). Data were collected from adults over 20 years old who had bought clothes within one year. The questionnaire was
carried out from July, 2019 using a professional internet research panel; in addition, 500 sets of useful data were analyzed by
descriptive statistics, factor analysis, reliability analysis, chi-squared test, ANOVA and Duncan-test using SPSS 21.0. The find-
ings showed significant differences among the classified consumer groups for consumer demographics, shopping orientation,
perceived risk, and purchase after satisfaction. The results imply that consumers show a variety of channel transition behaviors
based on demographic variables, shopping orientation, and perceived risk. Understanding and adapting to consumer purchase
behaviors will allow company distribution channels to be effectively managed and eventually increase consumer satisfaction

as well as company sales volume.

Key words: channel transition (2]'@ ©]-§), shopping orientation (£33 &), perceived risk (X1Z+El $18), satisfaction

after purchase (77 $ 7=)
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g4s Aulsh Hed], JEEA dAleM = AFS Fulsh]
Aol FA8E 3] $al 2ost YHE oy FRADS 5
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Aoz BH3Th

ol9jollm B AFAEC] MMt A 7tehe A 89S
A8 ), AAATE Bl AaHRke] X|zkE fFo] )
Ad Adeel] JaFs wRe ¢ 4 AUk Schoenbacher and
Gordon(2002)& ZH]R= Ba=9l 71¢], QElle] et 314
g, AlE ARz 24 9 714, FR g AL bAel
gk X7k AES A =9 olefgt fES FuAd A
o] §3S MFTAL 34T} Liang and Huang(1998)2 Z:H|=}
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221 s Fstoiar st Kim et al.(2007)= &
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Table 1. Consumer types on the path-to-purchase

Group Frequency (%) Group Frequency (%)
off/off 148 (29.6) off/off 148 (29.6)
on/on 156 (31.2) on/on 156 (31.2)
on/off 45 (9.0
on, on-off/off 141 (28.2)
on-off/off 96 (19.2)
off/on 14 ( 2.8)
off, on-off/on 55 (11.0)
on-off/on 41 ( 8.2)
Total 500 (100.0) Total 500 (100.0)

A AR Lkl oxElelS SATE F3E =
22 2HAE B 2230 e tisii e /e
9} QI /Q I 2 Ty :ruﬂo}*r €9 /03] <@ Q000 T}
7 dete] BAE JAdske Aew AA5HAth(Table 1).
SPSS 21225 o]8-5te] R4, alE4, *@Ji—
2] (Cronbach’s o), W2HEA, LY kil Ea

STt
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H

4.1. Mol RE 71e| eITSAHEN 4 Xlo|
%%El Zﬂﬁol% FH QJATFFAGH 5L Aolg &
A&t 7&4 , 734, AGelA Felet xto]7t ek th(Table
). Aol —E— Zpol2 HH @ E/Q3 fe 50, 60l
oo’ Lfﬂ %/ﬁ’—"— 200h7F 7P Be Alow Yepton A8
zaAd /18 F HEE 2, Oﬁﬁ‘r"bﬂ/‘i BT AAstia 22t
0107 Fushs ‘X, 293/ {32 30, 40th7} 7Y B
St} 30, 40t *c}ﬂl@_é == 0‘3%‘1‘4101] vls] Ad2Ad &
PR Grgdol Jufjof] gloja 22R1¥} QxRS F
olgsle TR AR2Ad aBe e Zo= &
“ﬂoiﬂ' ol9} 7+e A= Joines et al.(2003)2] AT-ollA B
2 Axgde] Anzpt JEYl TS Bol sl AuHoE &

(¢}

]

&

2 AdFYE 2ERICE FHE Bg & o xRl s &
£ Aol v 3 A3t Choi2004)2] ATolx 20th7t
el AMgo] A B 50th o) Tl e =Elel A
g olgo] Brial g Ao} REHOT UX|gi).

Aol W2 xjolS B QI/OI 0L (2 LQI/QI G
ol FAdo] Bk, <2/ QI L0 x/eo0ME o
go] e ZloF Yeht on B BF AR thAlelA
© 2ERly exERlE B o]gaial ot ool vlal &
gL el | o] slar AL el | o]
B2 Aos BAMEQt A HE A A4Y, JEHS AR
HAg 2 ox REA 1ol e ZERIA Fulshs ol

ule- FA EREAL, AFFAE 2/ fio] B Ao
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Table 2. Differences of demographics according to channel transition types

Variable Ttem off/off on/on on, on-off/off  off, on-off/on Total X

20s 198(29.6") 40(31.2) 30(28.2) 11(11.0) 100

Age 30s/40s 55(59.2) 62(62.4) 58(56.4) 25(22.0) 200 12.593"
50s/60s 74(59.2) 54(62.4) 53(56.4) 19(22.0) 200

Male 82(74.0) 63(78.0) 80(70.5) 25(27.5) 250 .

Gender 10.514
Female 66(74.0) 93(78.0) 61(70.5) 30(27.5) 250
Management / professional 18(17.8) 12(18.7) 26(16.9) 4(6.6) 60
Office job 43(56.8) 70(59.9) 59(54.1) 20(21.1) 192
Sales / service 12(12.4) 10(13.1) 13(11.8) 7(4.6) 42

Occupation Self- employment 19(11.5) 8(12.2) 7(11.0) 5(4.3) 39 31.007"
Student 9(9.2) 9(9.7) 8(8.7) 5(3.4) 31
Housewife 23(17.8) 21(18.7) 9(16.9) 7(6.6) 60
Etc. 24(22.5) 26(23.7) 19(21.4( 7(8.4) 76
Less than 2 million won 9(10.4) 11(10.9) 9(9.9) 6(6.9) 35
2-4 million won 41(46.5) 57(49.0) 45(44.3) 14(17.3) 157

I\i/rllzgtr}rllg 4-6 million won 51(45.0) 47(47.4) 39(42.9) 15(16.7) 152 13.944
6-10million won 31(35.5) 36(37.4) 36(33.8) 17(13.2) 120
More than 10 million won 16(10.7) 5(11.2) 12(10.2) 3(4.0) 36
Total 148 156 141 55 500

*p<.05 / * Observation frequency, >, Expected frequency
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Table 3. Factor analysis of shopping orientation

ARG FoEo) Lol] AFoNE LI HE A7 49

Factor Variables Factor loading Eigen value Variance (%) Cronbach’s o
I try to buy clothes on sale. .802
I tend to choose the lowest price for my clothes after searching enough. 75
I will invest my time and effort to find lower price for my clothes. 763
Economic I research a promotional coupon when I buy clothes. 747 5.452 22.717 .853
I search a lot of information related with the clothes which I want to buy. 673
Price is an important element when I buy clothes. 671
I do comparative buying to find the most appropriate clothes. .603
I am very interested in new trend. .805
I consider fashionable style in buying clothes. 771
Trend/pleasureI V.vould .r'flther buy trendy items. 731 3.880 16.168 865
It is exciting for me to buy clothes 673 (38.885)
I like shopping. .643
I enjoy eye-shopping. .633
I prefer buying famous brands in spite of the high price. 812
Brand It is important for me to buy famous brand for my clothes. 786 2997 9279 831
pursuit  Famous brand means a good quality. 781 (48.165)
I am willing to pay more for famous brand’s clothes. 726
I often buy clothes even though it is not necessary. .825
Impulse . . . 7.649
buying I tend to buy clothes impulsively without any purchase plan. .805 1.836 (55.814) .828
I sometimes buy clothes because I like it. .800
I want to save time and efforts for shopping. 674
Convenience I do not like wasting t‘ime to go shopping. .654 1350 5.624 587
I usually use a convenient place when I purchase clothes. .648 (61.439)
I want to buy clothes immediately as soon as I need them. 595

Table 4. Difference of shopping orientation according to channel transition types

Channel transition types off/oft (n=148) on/on (n=156) on, on-off/off (n=141) off, on-offfon (n=55) F-value
Economic 364 B 400 A 373 B 391 A 11.1937
Trend/pleasure 3.14 B 307 B 332 A 332 A 3.828"
Brand pursuit 3.10 A 279 B 3.19 A 299 B 7551
Impulse buying 2.77 276 2.87 2.81 518
Convenience 348 347 3.36 3.38 1.349
"p<.01, "p<.001 / Duncan Test: A>B
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Table 5. Factor analysis of perceived risk

Factor Variables Factor loading Eigen value Variance (%) Cronbach’s o
This clothes will not be as same as my expectation. 793
The quality of clothes will be different from my thought. 789
uality of | worried that purchased clothes might have defects. 126
P?Odugty risk 1 worried that I might have a wrong decision in purchasing. 726 o8 42729 S
This clothes might not be worth with the price. .561
I worried that I bought the clothes more expensive than other stores. .526
I worried that purchased clothes might be lost during delievery. .846
Channel Payment system might not be safe. .820 11.868
risk It might take much time for exchange of clothes. 750 o6l (54.597) 1
It might be a problem to refund the clothes. .698
1 worried that purchased clothes might not be suitable for my age. 855
I worried that purchased clothes might not be suitable for my status. .808 10.085
Social risk 1.412 .836
I worried that purchased clothes might not be appropriate for my image. 788 (64.682)
I worried that I might buy too much expensive clothes. .606

Table 6. Difference of perceived risk according to channel transition types

Channel transition types oft/off (n=148) on/on (n=156) on, on-off/oft (n=141) off, on-off/on (n=55) F-value
Quality of product 312 C 349 A 3.26 BC 3.36 AB 7692°"
Channel 2.63 2.75 2.77 2.90 1.566
Social 3.22 3.18 3.21 3.40 1.250
""p<.001 / Duncan Test: A>B>C
Table 7. Difference of satisfaction according to channel transition type
Channel transition types  off/off (n=148) on/on (n=156) on, on-off/off (n=141) off, on-off/on (n=55) F-value
Satisfaction 3.80 A 3.61 B 3.72 AB 3.66 AB 2941

'p<.05 / Duncan Test: A>B
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