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ABSTRACT

This Study investigated the variables affecting consumer preference of mobile shopping applica-
tion which is one of the major channels of fashion retailing. Also, some factors affecting purchas-
ing through mobile apps and perceived risks were empirically investigated. Data was collected
from 313 female consumers aged 20-30, living in Seoul and Gyeonggi area who have experience
shopping for fashion products using mobile apps during the period from November to
December, 2016. For Statistical analysis of data, frequency statistics, factor analysis, reliability anal-
ysis and regression analysis were performed using SPSS 22.0. The factors that influenced the
choice of shopping apps to purchase fashion products included quickness, customer management,
contents variety, digital technology, and ease of use. In addition, security, convenience, and the
reliability of the product were included among factors of risk perception. Two factors affected re-
purchase intention within a specific mobile app, namely quickness and ease of use. The results of
this study can provide practical help in establishing a strategy for improving fashion retailers’ mo-
bile shopping application.

Key words: mobile shopping(Z¥t¥4:3), purchase intention(" ¢%), risk perception($] @2 7)),
shopping application(sz 3 o Z2|#A o] 4)
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2017) 2 A HIFolE W AMAES 28]l B A oMy o] &rkee BEutd o §A wfEd
v &g o A Ao F AFY FelE &) 3 2utd 4E B¢ &2¥S ¢ AF FEEA =X
= As & F U, s fAGEEC] Bupd ARHCE &% w9o°] ¢ A et A=
Ps B3l AMAEAA HIslok & HoE & F5T F A
T AT PAAES FUIE Fupd S dis) =
SHEHAEC Rutd a¥A F&de TAEFS Abet A3} th&(Table 2)9F 722 A37 Yebs o
A Ay &3 #E fEYAHE R ES SEHA RS eERl g, AEAMA 4,
T &¥E ge SEAT 68 (21.7%), &£ of THEIYE P45 GEste] &8ty AN, 59
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BAE 2578(783%) 02 veht nad Fue 2 dudi, O BgoR 24AYNA U F3
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re 7es Ao FEH AYEAT 24 A% BupALYS AEAN 2%
2utd g o8 HANE &Y s & 2Ewle]l Frdthes A9t U Open
(Table 1) Result of the difference of shopping amount
difference of shopping amount no %
amount of fashion shopping with mobile app {amount of fashion shopping except 84 96.8
mobile app :
amount of fashion shopping with mobile app >amount of fashion shopping except 132 129
mobile app ’
amount of fashion shopping with mobile app =amount of fashion shopping except 79 959
mobile app ’ :
{Table 2) Result of Used Mobile Apps for Fashion Shopping
number
0,
Apps (n=331) &
Open-market App 109 34.8
Social commerce App 98 31.3
General mall App 56 179
Portal mall App 21 6.7
Brand-mall App 2 0.6
Fashion specialty mall App 2.9
Soho mall App 17 54
Etc. 1 0.3
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{Table 3> Result of Reason for buying in shopping app
count(%) %% Test
Rezeen 6 B Ge‘neral Open- Social total
shopping mall market commerce (n=263) p value
app (n=>56) app(n=109) app(n=98)
proper price 7(12.5) 33(41.8) 39(49.4) 79(100)
shopping convenience 6(10.7) 30(54.5) 19(34.5) 55(100)
customer management 1(1.7) 3(60.0) 1(20.0) 5(100)
product variety 7(12.5) 15(50.0) 8(26.7) 30(100)
quick delivery 1(1.7) 1(5.6) 16(88.9) 18(100)
2_
benefits & events 7(12.5) 23(59.0) 9(23.1) 39(100) ng 130'5274
AS(return, refund, etc.) 8(14.3) 0(0) 1(11.1) 9(100) = 000%%*
trust on quality 15(26.8) 0(0) 0(0) 15(100)
easy payment 2(3.4) 3(42.9) 2(28.6) 7(100)
VR service 1(1.7) 0(0) 0(0) 1(100)
other shopper’s reviews 0(0) 1(100.0) 0(0) 1(100)
etc. 1(1.7) 0(0) 3(75.0) 4(100)
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31.9
23.6
18.2
14.1

3.8
2.6

1.9

16

1.3

100
74
57
44
12
313

Risk of Buying

Item
fit
size
texture feeling
AS(return, refund, etc.)
privacy
price
payment security
etc.
color
app inconvenience
total
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%
284
23.3
131
12.1

6.1

4.3

3.5
3.2

1.6

1.3

1.3

0.3

89
73
41
38
19
15
11
10
313

Reason of Buying

[tem
proper price
quick delivery
trust on quality
easy payment
AS(return, refund, etc.)
etc.
App design
VR service
total

shopping convenience
benefits & events
product variety
customer management

other shopper's reviews

(Table 4> Reason of buying vs. Risk of buying
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Z(23,6%). 2R =2 (182%). “FOF AS(141%) D =it #9949 4 34 2d
o] £o2 dEFEE UEoE YeRy, 99 HANE &3S 93 AP A9 o =
NAGRRE (38%), A (26%). AAN B LA AHEE 29 FHer) A8 Varimax
F(19%), “AAF(13%), WAH: BRF(1%) 5 A9 % FAL 2w dAE AR T
o] 22 oAoZ et o g%lo] FEHU A WA 2902 &£l
A agdd AgAAe] A, a8 o
Table 5> Factor Analysis for Reason of app shopping
Factor Cronbach’s a
Factor/Item : (cumulative
loading variance)
Factor 1: Quickness 0.79
Payment is fast and secure in this mobile shopping app. ’
payment is easy and fast in this mobile shopping app. 0.730 0.88
The process of shopping and purchasing is done very quickly in this mobile shopping app.| 0.549 (33.11%)
individual communication including inquiries, customer care is done quickly in this mobile 0478
shopping app. ’
Factor 2: Customer management
This mobile shopping app has a variety of recommendations, including bestseller, MD 0.800
recommendations, and great reviews
This mobile shopping app has a variety of customized shopping cart features like 0.79
archiving, wish lists, inventory reminders 0.684 (49.28%)
This mobile shopping app has services such as purchasing tips and referrals to help you shop | 0.629
This mobile shopping app will manage your customer like a regular after purchase 0.460
Factor 3: Contents variety 0.80
This mobile shopping app is linked to various SNS services ’
This mobile shopping app has the ability to share information with friends and family
on the SNS while shopping 0.76 0.79
. . . . ) ) . . . (55.29%)
In addition to product information, this mobile shopping app provides helpful information 0.7
such as weather '
there is music while shopping in this mobile shopping app. 0.70
Factor 4: Digital Technology
there is 3D digital fitting technology such as virtual fitting service and augmented 0.81
reality in this mobile shopping app
This mobile shopping app has advanced technology (model color change, coordination 071 6 00..7765 %)
style change, etc.) that help customer to understand product
This mobile shopping app has a personalization function that customizes the design, 0.63
color, and customer management individually ’
Factor 5: Ease of use
This mobile shopping app is convenient to use 088 0.87
. . . . (65.89%)
This mobile shopping app is easy to use 0.86
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(Table 6> Factor Analysis for Risk Perception of app shopping

=
e
By
o
il
db
>
olN
N
BT

SERPASEK:

A WA 29 &% Pl ABA
A SAZ, SNSERE F ok
23 #ug

EA4, Cha &
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Factor Cronbach’s a
Factor/Item . (cumulative
loading .
variance)
Factor 1: Security
I recently became concerned about privacy when I purchased fashion products in this 0.905
mobile app.
0.88
I recently became concerned about purchasing payment security when I purchased
. . . . 0.893 (29.38%)
fashion products in this mobile app.
I recently became concerned about the payment process when I purchased fashion 0.806
products in this mobile app. ’
Factor 2: Convenience
I have recently been concerned about the easiness and convenience of shopping when I 0.843
purchased fashion products in this mobile app.
. . . . 0.79
I was recently concerned about how much fun it would be while purchasing fashion
. . . 0.802 (52.76%)
products in this mobile app.
I recently became concerned that there would be a variety of content to help shopping 0.788
in this mobile app. ’
Factor 3: Reliability on product
I recently became concerned about product characteristics (design, color, size, etc.) 0.85
when I purchased fashion products in this mobile app.
. . . 0.70
I recently became concerned about the variety of products (design, color, size) when I
. . . . 0.71 (69.884% )
purchased fashion products in this mobile app.
I recently became concerned about AS (exchange, refund) after purchasing a fashion 0.70
product when I purchased fashion products in this mobile app. ’
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8.179%**
8.464%**

RZ
0.343
0.348

Ease

of use
(0.283%**
0.3027%**

Digital
technology
0.095
0.119

Contents
variety
0.109
0.139*
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Reason of App shopping

Customer
management
0.091
0.027

o, Avl, Thp st

7
0.168*
0.115

ol
=

Quickness

3}
=

171 &l
Independent
Variables

Repurchase Intention

(Table 7> Reason influenced on intention of Repurchase or Recommendation

Recommendation Intention

Dependent
Variables
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