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ABSTRACT

This study targeted active senior consumers in their 50s and 60s to determine differences in their online
purchasing behavior, online shopping orientation, and online shopping risk perception. An online survey was
conducted with a total of 300 active senior consumers. After dividing active seniors into four groups accord-
ing to gender and age (male/50s, female/50s, male/60s, and female/60s), this study examined their online
shopping behavior. Group shopping practices varied in online purchase frequency, online clothing purchase
items, monthly online clothing purchase total expenditures, and preferred online shopping mall types. Next,
these differences were evaluated. For all four test group, trend-seeking shopping orientation and hedonic
shopping orientation were confirmed by the results. Lastly, this study assessed six types of online shopping
risk perceptions and 1dentified variations between the groups in their responses to product uncertainty risk
and information exposure risk. The significance of these results demonstrates how the examination of online
shopping behavior by segmenting active senior consumers provides fashion companies with a strategic basis
for the segmented, active senior consumer base.
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wehA], B Ao E 50-60t] QEIE AlY Agst w2l By A 77 (Bernice Neugarten) o
2HAES LR 289 A agydFss ¢ o3 AHg AAEH Lo, EH o|Fo = AHA
olR ¥z gt} olE9 2l A &Y FS g 9 A7Es &7 ]‘EH A ol s A4
TFAReZ AR H3, A - dH g 22 o7 FostaA = 50~60] AHE A A=
ol sj A FuljalE, 229l &P 22 &Y Adelth(Kim, 2016). HZ g} Anv]Adgko]
AAAZ Zpol & —hotstaal sH4Th dEIE AlY 2 7EG UE AZRE A5 sodd wet
g9 2 A aIdPFS FFotstaa g 2 AEE AJojgls £o7F Wo] AMEEHIZ g
ATE FF AYo] AnjatEe] 289l Iy F (Kim, 2012). &, dEH AYAEL AFo|H #}
ATFE gt 7| A7rt & 4 S ASE AW Y SE0 &3 @S Hule 54 onAE
Hy AA7EE A AZFE 7S vldss o A 719 AW AURT SgHoly EFHQ
ool A Ao FZ FHuHT S AW AHAER, A4S Y8 oMdslE
2H1E M 71E Ade F3EkA FEEL 9
IL 0|25 HjZs o 582 20) =0 mejel A g atop] e} 2 ehol A
ol A A E] B Al Y o] 5 o] 28] F A 2 FAFSF 7 9T
1. 9E|E A|L|0f AH|AIS] 2201 AZISiE (Lee, 2022), AF7HA o] AME AGE LTS
THoZ A $ATH AEU - Bupd 37
wel, & AMels FHAN AGHL SE i Smans ae sEn Averme] =
SolAT 1 ANE WA FRIANE A4 o0l mowy gn el
Y MoschisO0®)E 1€ HA, SAF Z8 a0 e e
A4 S Sl AL AL FRAN A e e gon g g s st
ool AHAL Ae A ARG ShAA A G sqggn, paaEs adse drEA
7b A &3 e AMEolE AHosAn & AsAE s B4 2 HEAEoolgle] TS
wm7IE AR %WW AA Vsl HE7L waAu(Chae, 20200 Kim & Hwang, 2017
el SN st A5 AEG AT 1 @ Kim, 2017: Yun, Lee, & Lee, 2017), A
U SHe ﬂEV] A SEAA ey g 2 g #F4 AF(Jung & Lee, 2017:
A GRS A AN 287 &2 1 9016: Kim & Kim, 2017) So] A@€ o,
AUzt WAy w27t Abgsls A7E 97 Aoz e B Ao AHAEe] Lzt A
T0H(Moschis & Mathur, 2006). #A &9 Ao Ao Qgto] ZosAHA olg BAW A7
47 HHEE LAGMDS AFE EIY oo g s k23 98 e
sl&x o2 9% (calendar age) 654 ©]go = Nl 2Ee Sato) olagE BH A7
B SARE ARASRE ARG 2MIAE 2 (Kim. 2015: Oh, Kim, & Kim, 2015), ®u}l 2
ol A 504 ole®E FEI JthH(Nam, 2013). N3 BEE AN A 2 234 A7 (Choi

AN l:ﬂ
M S0HIE pAReke] e, A & Lee. 2020: Lee & Son, 2022: Park. Kang, &

° = A FEE Sk AR o 2010), eekel UxE guEe AnAzx

golZ gty 2 Wl Aol 7% B golzZ Culolx BE A7(An & Yoon

Az ol NS TR Al 2MAL B g ki & Lee, 2018) S0l A oleA T £

3= A7 Solubr YtHKim & Lee, 2007). o AAATEL B3 A 7]7]0] 4357 o
HE]H. AU o](active senior) = W= A7} tHShw
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21.7
64.6
13.7
20.3
24.3
21.0
12.7

8.7

6.3

6.7

65
194
41
73
63
38
26
19
20

Na & Suh(2008) €]
61

Characteristics
Education
College degree
Master’s/Doctoral degree
Occupation
Office work
Housewife
Management/Professional
Freelancer
Service / Sales
None
Etc

goz FAHUAG Lehel A THAES Chae

Less than High school graduate
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%
50
50
50
50
5.7
23.0
29.7
17.3
16.0
8.3

150
150
150
150
17
69
89
52
48

L AEe wWE AEE AYos
il dobh

o Lol HA FuPE Holol

2l

3
Age
60-69
Sex
Male
Female
Less than 200
More than 200- Less than 400
More than 1,000

Characteristics
(Unit: 10,000 won)

Average monthly household income
More than 400- Less than 600
More than 600- Less than 800
More than 800- Less than 1,000

{Table 1> Sample Description
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{Table 2> Differences in Online Fashion Purchasing Behavior by Gender and Age group

Male/50s  Female/50s  Male/60s  Female/60s Total

Construct Item x>
(n=75) (n=75) (n=75) (n=75) (n=300)
Online PC 24°(20.0)°>  13(20.0) 25(20.0) 18(20.0) 80(80.0)
shopping 6.409
channel Mobile 51(550)  62(55.0)  50(55.0)  57(55.0)  220(220.0)
1-2 times per 2(15) 0(15) 4(15) 0(15) 6(6.0)
year
Online 172 times per 12(135) 6(13.5) 20(135)  16(135)  54(54.0)
season )
purchase 26.943**

1-2 times per

frequency 37(29.0) 26(29.0) 28(29.0) 25(29.0)  116(116.0)
month

tirﬁ‘;rzetrhﬁoith 24(31.0)  43(3L0)  23(31.0)  34(3L.0)  124(124.0)

Casual 31(43.3) 59(43.3) 27(43.3) 56(43.3)  173(173.0)

Online Sports/outdoor 31(21.3) 6(21.3) 36(21.3) 12(21.3) 85(85.0)
clothing Golfwear 6(3.8) 3(3.8) 6(3.8) 0(3.8) 15(15.0)  57.482%**

purchase item Innerwear 6(5.8) 5(5.8) 6(5.8) 6(5.8) 23(23.0)

Etc 1(1.0) 2(1.0) 0(1.0) 1(1.0) 4(4.0)
Less than 10 25(25.8) 16(25.8) 39(25.8) 23(25.8)  103(103.0)

More than 10-
Monthly Less than 30 39(35.0) 39(35.0) 25(35.0) 37(35.0) 140(140.0)

online clothing More than 30-
purchase price ore than 9(10.5) 13(10.5) 9(10.5) 11(105)  42(420)  21559*

(Unit: 10,000 —=ess than 50

More than 50-
won)
Less than 70 1(2.5) 5(2.5) 2(2.5) 2(2.5) 10(10.0)

More than 70 1(1.3) 2(1.3) 0(1.3) 2(1.3) 5(5.0)

Mega shopping
Preferred mall (ex. SSF, LF)

7(14.8) 23(14.8) 9(14.8) 20(14.8) 59(59.0)

online Open market 62(54.8)  45(54.8)  63(54.8)  47(54.8)  217(217.0)  20.194%*
shopping mall (ex. Coupan, 11lst)
type Brand & Soho mall

(ex. Half club) 6(6.0) 7(6.0) 3(6.0) 8(6.0) 24(24.0)

w001, **pX 01, *pX.05, *observedfrequency, Pexpectedfrequency

A LS =Est 1) #9290 4 FAFT DAL 5RO T4 3550%
7 434 LA &2PAT A &P B AYSHE 0E dedon, AIEE 08798
% WA £PAFOE, of LABY F FH A Uehinh 9o 2T SRYOE TR
Wele 707%2 Jehit 2 29¢ FAsE  1890%% A9eE Ao® Jehton Az
gl 9N elRE BE /249 05 ol 09308 et AAH &94Ee sRgom
RE 2919 NHE $& 07 o4OR 29184 BB §60%F A¥shs ACE v,
AT (Table 33 20, NFEE 08585 et HOH &R TS
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{Table 3> Factor Analysis of Online Shopping Orientation

Construct Item Standardized Eigen Variance Cronba
factor loading value (%) ch’s a
I usually buy designs that are popular that season. 773
When I buy clothes, I pay attention to what the 853
Trend-seeking trends are. ] 35,50
shopping I try to dress according to trends. 882 6.744 ( 35'50) 879
orientation I buy clothes of styles I often see on 859 ’
advertisements on TV and in magazines. ’
I am very interested in new fashion trends. 843
When I'm in a bad mood, I cheer myself up by 778
shopping online. ’
Hedor'lic Online shopping is fun and exciting for me. 825 18.90
shoppu}g Online shopping is one of my hobbies. 810 3.501 (54.40) 930
orientation
To me, buying clothes is a pleasure in itself. 727
I enjoy browsing online shopping. 727
I use shopping malls that offer discounts. 798
I have a tendency to purchase relatively 767
inexpensive products. ’
Economic When I buy clothes, I usually use sales or discount
. 780 8.60
shopping coupons. 1.634 (63.00) 858
orientation I am willing to invest a lot of time to buy 897 ’
inexpensive products. ’
When [ purchase a product, I compare prices with
. 721
competing brands.
Online shopping is convenient, 816
) Saving time is important when shopping online. 756
Convenient - — - - 774
shopping When shopping, it is ve?y important to do so in a 695 1471 . 826
. . convenient way. (70.74)
orientation
I constantly use shopping malls that have images 842
or atmosphere that I like. ’
oz FRAY 774%E dWste AeR o 8Qe82 FEHALH, olF 8Rlde FA&4Y
Elgton, A T= 08268 YeERATh AE, Ag/a3/vE AF, AF B4 AE,
o2 dEH AYY AHRESY 28 & ARLE Y, 22k &3E A 99, wi$ 9
3 A ] gl AFEE zpo|7t d=A el Ho] 23 A Table 4).
WE AFEA 32 HAeks] PA S80S F FIEA SI9S 3RFOR FRAY 4179%S
E57) A% LARYL AAG. APATE 7] APsE 2o tegor, NHEE 09338 o
FOR m2d 299 &3 994242 FASE B A% LB/WE AGS ARYOE FRA
2023 ol QARHE ANT A3t GF S o 1359%F ESE A0 tustor], Ak
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{Table 4> Factor Analysis of Online Shopping Risk Perception

Construct Item Standardized Eigen Variance Cronba
factor loading value (%) ch’s a
Buying clothes online will affect other people’s opinions 829
of me. ’
Loss of 41.79
Buyi loth 1i 1 b i fi 8.357 ’ 933
dignity risk uying clothes online und not be appropriate for my 899 (41.79)
social status.
Buying clothes online would not suit my image and dignity. 903
I'm worried about choosing my size because I don’t 801
know what size 1 should wear. ’
Size/ Clothes may not fit me because product sizes vary
807 13.59
exchange/ from company to company. 2.718 (55.38) 865
return risk If T don’t like the product, it may be difficult to return it. 713 *
If there is a problem with the product, it may take a
. . 755
long time to exchange/return it.
When I purchase something online, I am concerned
that the quality may not be as good as what appears 7157
on the screen.
Produ?t I am concerned that I may discover defects that I was 8.35
unce'rtamty not aware of while using the product after purchasing 772 1.670 (63.73) 855
risk it online,
Products purchased online will not meet my expectations. 788
Products sold online don't seem to be very luxurious. 657
I am concerned that the credit card information I enter
when paying the price may be leaked and I may 868
] suffer a loss.
Ir;f)({)rr;itrlzn I am anxious that my personal information may be 880 1335 6.67 921
I?isk exposed and used for other purposes. ’ - (70.40) ’
Entering my credit card number when purchasing a
product is too burdensome for me, so I am reluctant to 788
purchase it.
It is difficult to trust online shopping mall companies 849
Online when purchasing products. ’
shopping It is difficult to trust the information about clothes 876 1108 5.54 902
mall trust provided by online shopping malls. ’ ’ (75.94) ’
risk It is difficult to trust clothes purchased from 829
unrecognized online shopping malls for many reasons. ’
Clothes ordered online may be lost or damaged during 807
delivery. ]
Shipping I'm worried that my order might go wrong and the 856 1.003 5.01 890
risk product I want won't be delivered when I want it. ’ ’ (80.95) ’
It seems like it would be a hassle as delivery would 759

take a long time.
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08652 UETh AE BIAY 9P 123 eopel 2T T 4, A A 7 2ol
o7 FRA 835%E MYt Ao Uei  dZ ZAdE (Table 6)9 2tk 47hK L899l &
om NEEE 085%E et FHxE ¥ ARG F FYFT 2YAE oH 2N
o 3RgoT R 667%F AYaE A2 A AW 7 o7 AU FAFTE 294
Ueton, AZEE 09218 det Leel o] A% 500 Aol s =gk, 9 A A
£WE A YL 3RFOT FRA 55142  DHE foud ol Ak Ld a9y
Awsls 2oz Jehgor NEE 09028 4 8 50, 6001 iAol s mskom eon)
BT Mg SWS 3EFOE FEA 501%5 A, 400 WA S0 & Ao® Y
At 20 Yehton AT 0808 4 W AAN 234G #o)d andFel s o
Eh o), EjH AuREe] g dEw g 7zl
BRA 2 orth

2) A4, Aol WE el &P, L
& AR Aol gow ealel £3 WA W A
QAEAL Ed) 521 el 234 &g 7 Ao AZS AANFAOH, I AFE (Table
QA 23 AA e &9)Lol thsl AEH Ay Dok 2 6744 LElel &% FAL F AE
olse 4w AW AW 7 Aol2 AWMEIA BN 9% AHLE 9N AD 7 2ol
BARAs AFAY (AAH2E) S AT b et AE BSA4 8L 500 4ol

(Table 6> The Result of ANOVA (Online Shopping Orientation)

Group Male/50s

Female/50s

Male/60s

Female/60s

Construct (n=75) (n=75) (n=75) (n=75) 3
Trend-seeking shopping orientation 3.91(B) 451(A) 3.85(B) 3.95(B) 5.155%*
Hedonic shopping orientation 3.81(B) 434(A) 3.95(AB) 4.27(A) 2.988*
Economic shopping orientation 5.32 5.38 5.22 5.15 865
Convenient shopping orientation 5.48 5.63 5.41 5.49 819
**p( 01, *X.05, Duncan test: A)B
<Table 7> The Result of ANOVA (Online Shopping Risk Perception)
Group Male/50s Female/50s Male/60s Female/60s .
Construct (n=75) (n=75) (n=75) (n=75)

Loss of dignity risk 2.85 2.83 2.89 2.60 860
Size/exchange/return risk 4.46 4.62 4.42 4.29 807
Product uncertainty risk 4.59(C) 521(A) 4.82(BC) 4.94(AB) 5.365%*
Information exposure risk 4.34(C) 4.86(AB) 4.48(BC) 4.94(A) 3.679*

Online shopping mall trust risk 4.64 4.56 4.65 491 1.127
Shipping risk 3.70 3.75 3.61 3.30 2.077

** X 01, *2£.05, Duncan test: AYB)C

- 150 -



7P A Azt AU, 1 TR 60t o

by,

A

oAtk
60t Aol 7k =kom, 50t oA

e

3, 50th

1+
=

, 60d

)7}
60T . 0T A ol

3

[e]
R

3]
=i

—

% 4

o
A

ks

HAET ARdAN =A Yt

o

mo

2t sAROR 2l &

ool

oF
Bo

—_—

ﬂ_o

ofJ

Fol A5 23t 6714

N
—_

e

—

NI

-

O

oK
TN

50th Aol 71 =A Aztket
o2 60t o34, 60th 24, 50th B4 ol

[e]
-

KR
=

B ATE 50~600 AEE Aol 2uAE

%
HH

~©

60t 14gol 7}

[e]
R

S8R %
ou, 500} o4, 60t WA, 50t) WA wolgin,

=
=

H

tom, FAHoR

2RI

Al

3P A5

FART ANAA =A Yt

bl

.

obX gttt

Fol 7t LhehbA esie.

SE|E Ao} 2w

B73/60th, ©174d/60tH 9] 4

o,

o
<

o3
"

—_—

ofJ

o9
Bl

—

"

mo

jy

s97} ik

tat= El

3

2 9

9|
%0

b

l

oju

o5

ol 1-2¢1" e 7t

i
#g

HIEE 5000, 60t EAd

N E L7

L
e

Sl A E A

7HE gske, 500, 60t o

ol Qo] A Al ol of] w2} o} &

el
Nr
oo
o

Aol b wol dART 4ol FrET} B

A A Mzeh e

Athg 85

e

60t

AES F2 FuiRe

1H

0
—_
0

Al oh

1
o
N
I+
]
ol

n

ofi
Bl

Ao} 2]

(Jun, Kim, & Han, 2022).

o, 50, 60t <%

ofu

ol

F7h b usk

0]d

ol
djo

F7h Ao} g 1

o
eu

£ 1084 o430

U A Hdel M

A,

ofu

- 151 -



fRdli 55744 198

2 Ao 23 50t

° S97t gtk dg e,

TAHCE FHEYTE b

12

%

-

Aol AY

9,]

a
A ZAAE ARG E o] hTh(Lee, 2021).

og] A3

ofi

‘_AO
A

Alyole] Aol wet AIHYl ©]

Dholakia, 1999),

m)J

A=

2

Helsper, 2015).

dejolx BraT B A7t

[e]
2

o] ol A <t

Bo

A Al

FAt A,

Pl A% 1ne whs

5]

oj 3l

T
Hin

Toll

E

el

B
)

il

28 dgu Ayole] 2

of

Bl

n_Alo

Ho
4

N

olJ
]

B
)
%

sl
i

P

—_

ol
50

Ad Fejelel wAE o

% o

6&]:

s

Ho
<

—_—

ol
H

o
Bo

S

ojw

A=
o
1H
i

==

ol
8

Hr

oAd 7ledl o

bl

=

AA,

oo £

2015),

o] 7] wj &l (Vroman et al,

=
-

g3 A"l

FAeh e

3

[
e s

u
pul

)
ey
1o

15 18
1otk wlAl, A

X o
T
Ao

T ek HA,

&
28 A

gl 71

L
T

3

2 old)

2ol A el

o]

27t 9%

=z O
2 =

fo Q177 23]

]

14

Aep

L
T

o
=

3

ol ZAo|nE
3 )

AAA
=7F 2HA

Z7he
=
LY

=

22}

Yol

s

=

=
=

Foole) o

1=}
RS

=

}

- 152 -



AEE Ao} AMAEe] Ll )

GRS E R

37
« ° “

Ahn,

References

S-Y. & Yoon, Y.-J. (2021). Analyzing the sports
wearable devices behavioral intention of active se-
nior participating in sports through UTAUT Model.
The Korea Journal of Sports Science, 30(1), 559-
570. doi:10.35159/kjss.2021.2.30.1.559

An, S.-H. (2020). Effects of mobile shopping tendencies

Chae,

Chen,

Choi,

Choi,

and information search on the shopping mall sat-
isfaction and repurchase intention: Focusing on
fashion clothing. Journal of Digital Convergence,
18(8), 469-478. doi:10.14400/JDC.2020.18.8.469

J. M. (2020). Clothing purchase behavior of active
senior -Differences according to gender and shop-

ping orientation types-. Fashion & Textile
Research Journal. 2X1), 25-37. doi:10.5805/SFTL
2020.22.1.25

N.-H. & Hung, Y.-W. (2015). Online shopping
orientation and purchase behavior for high-touch
products. International Journal of Electronic Com-
merce Studies, 6(2), 187-202. doi:10.7903/ijecs.1401
M. Y. (2015). The characteristics of fashion con-
sumption behaviors based on chinese female con-
sumers’ clothing shopping orientation -Focusing on
the new middle class consumers in 20s~30s-.
Journal of The Korean Society of Fashion Design,
15(2), 109-127.

Y. J. & Lee, C. Y. J. (2020). A study on the
service improvement for active senior customers in
the fourth industrial revolution of fashion -Focused
on usability evaluation of Home and Shopping ap-
plication-. Journal of the Korean Society of Design
Culture, 26(1), 511-523. doi:10.18208/ksdc.2020.26.
1.511

Donthu, N. & Garcia, A. (1999). The internet shopper.

Journal of Advertising Research, 39(3), 52-58.

Hwang, J. S. & Joung, J. H. (2005). The internet and

TV home-shopping perceived risk segments:
Shopping orientations, purchase intention, and pur-
chase behavior. Journal of the Korean Society of
Clothing and Textiles, 29(5), 637-648.

Jarvenpaa, S. L. & Todd P. A. (1996). Consumer re-

actions to electronic shopping on the world wide
web. International Journal of Electronic Commerce,
1(2), 59-88. doi:10.1080/10864415.1996.11518283

Jarvenpaa, S. L., Tractinsky, N., & Saarinen, L. (1999).

Consumer trust in an Internet store: A cross-cul-
tural validation. Journal of Computer-Mediated
Communication, 5(2), JCMC526. doi:10.1111/}.1083-
6101.1999.tb00337 x

Jun, M., Kim, M., & Han, J. (2022). The determinants

of digital trust of senior consumers in the era of
digital transformation. AKnowledge Management
Research, 23(4), 91-112. doi:10.15813/kmr.2022.23.4.

Jung,

Jung,

Jung,

Kim,

Kim,

Kim,

Kim,

Kim,

Kim,

Kim,

Kim,

Kim,

Kim,

— 153 -

005

H-K. & Lee, J-R. (2017). The wearing evalua-
tion of bicycle wear for new senior women. Fas-
hion & Textile Research Journal 19(3), 302-311.
doi:10.5805/SFTI1.2017.19.3.302

J. E. (2002). A study on internet fashion consum-
ers clothing shopping orientations and perceived
risks  (Unpublished master’s thesis). Dongduk
Womens University, Republic of Korea.

J-H, Koh, J., & Kim, K. S. (2017). Factors af-
fecting e-commerce usage intention: Focused on
marketing strategies for the elderly. 7he Journal of
Information Systems, 26(4), 355-378. doi:10.5859/
KAIS.2017.26.4.355

D. J. (2022, April 29). ‘Active seniors’ have emerged
as a blue ocean in the fashion industry:-- Fashion
companies fierce competition targeting middle-aged
people [FAA EFQXHCE WO E "HEIHAIYY
Ll AGAE FHES B EE BAL The Sto
ck, Retrieved from https://www.the-stock.kr/news
/articleView.html?idxno = 16250

H. J, & Lee, J. M. (2018). Determinants of mo-
bile digital information usage among senior con-
sumers: Focusing on secondary digital divide.
Family and Environment Research, 56(6), 493-506.
doi:10.6115/fer.2018.036

H. S. (2012). A research on emotional design for
mobile phone in next generation -Focused on
smart phones for active senior-. Journal of the
Korean Society of Design Culture, 18(1), 103-116.
J. (2016). A study on the development of outdoor
wear for active senior males: Focused on males
aged 55~69 (Unpublished doctoral dissertation).
Ewha Womans University, Seoul, Republic of
Korea.

J. E. & Kim, E. K. (2017). A study on purchase
and wearing condition of outdoor wear among ac-
tive senior males. Fashion & Textile Research
Journal, 19(6), 736-748. doi:10.5805/SFTI.2017.19.6.
736

J. H. & Hong, K. H. (2000). A study on shopping
orientation and information source by male’s cloth-
ing benefits. Journal of the Korean Society of
Clothing and Textiles, 24(1), 43-54.

S. (2015). Antecedents of senior consumer online
shopping usage intention. 7he Journal of Internet
Electronic Commerce Research, 15(1), 33-54.

S-H. & Lee, J.-H. (2007). The effects of ethno-
graphics on silver-town types and preference.
Journal of Marketing Studies, 15(4), 37-68.

S-H. & Rhee, E-Y. (2004). A documentary
study to determine the concept of clothing shop-
ping orientation. Journal of the Korean Society of
Clothing and Textiles, 28(3), 472-482.

Y.-H. & Hwang, J.-S. (2017). Relationships among



fRdli 55744 198

lifestyle, image management behavior, and psycho-
logical well-being of new senior men. 7he Journal
of International Trade & Commerce, 13(2),
569-585.

Lee, E-J. & Lee, E-Y. (2002). A study on the shop-
ping attitude and the apparel purchase behavior of
Korean high-income consumers. Journal of the
Korean Society of Costume, 5X7), 57-69.

Lee, G. S. (2022, February 23). A new big force in the
consumer market, active seniors, is emerging [4H]
A Nz 2 & deEBAYo7E =3 3t Ine
heon-senior. Retrieved from https://incheon-senior.
com/issues/11151/

Lee, H. J. (2021). Factors influencing non-use and in-
tention to use the Internet among the elderly -
Comparative analysis by type of Internet non-use.
The Korea Association for Policy Studies, 30(1),
33-59. doi:10.33900/KAPS.2021.30.1.2

Lee, S. H. & Son, W. J. (2022). A study about the
mobile application usability test for senior gen-
eration - Focusing on the case of Korean retail
company. Journal of Cultural Product & Design,
68, 1-12. doi:10.18555/kicpd.2022.68.001

Moschis, G. P. & Mathur, A. (2006). Older consumer
responses to marketing stimuli: the power of sub-
jective age. Journal of Advertising Research, 46(3),
339-346. doi:10.2501/S0021849906060326

Moschis, G. P. (2003). Marketing to older adults: An
updated overview of present knowledge and prac-
tice. Journal of Consumer Marketing, 20(6), 516-
525. doi:10.1108/07363760310499093

Na, Y. K. & Suh, H. S. (2008). A study on on-line
consumers shopping propensity and satisfaction
based on apparel product attributes and price
attributes. Fashion & Textile Research Journal, 10
(2), 164-172.

Nam, S,-S. (2013). A study on feasibility and reality of
publishing for seniors: Focusing on gratification
factors and establishment conditions. Studies of
Korean Science, 39(2), 63-85.

Oh, C. H, Kim, J. H, & Kim, S. H (2015).
Understanding the determinants of active senior
consumers online shopping usage behavior and
moderating role of cognitive age. Journal of the
Korean Gerontological Society, 35(3), 813-833.

Park, H. S. & Kim, H. S. (2011). The effect of benefits
and online shopping risks on channel selection for
luxury fashion items. Journal of the Korean Society
of Clothing and Textiles, 35(1), 13-25.

Park, J. O. (2022, September 29). Elderly population ex-
ceeds 9 million..How to make Korea better for the
elderly? [23 A7 9009 =5 S 93 o,
oL A?]. Hankyoreh Retrieved from https://www.
hani.co.kr/arti/economy/economy__general/1060660.
html

Park, S., Kang, B., & Kang, Y. (2019). A study on ac-
tive smart seniors experience in mobile shopping :
Focused on visual experience. 7he HCI Society of
Korea, 2019(2), 400-404.

Roy Dholakia, R. (1999). Going shopping: Key determi-
nants of shopping behaviors and motivations.
International Journal of Retail & Distribution Ma-
nagement, 27(4), 154-165. doi:10.1108/0959055991
0268499

Shim, S. & Kotsiopulos, A. (1992). Patronage behavior
of apparel shopping: Part 1. Shopping orientations,
store attributes, information sources, and personal
characteristics.  Clothing and Textiles Research
Journal, 10(2), 48-57.

Shin, C. H. (2022, July 1). Consumption trends of Korean
seniors changed by Corona: from analog to digital
[ZE2U7} vl gigvls Alvole] AHE-E: of
G204 YRER]. Erounnet. Retrieved from
https: //www.eroun.net/news/article View.html?idxno
=28857

Taylor, J. W. (1974). The role of risk in consumer be-
havior: A comprehensive and operational theory of
risk taking in consumer behavior. Journal of
Marketing, 38(2), 54-60. doi:10.1177/002224297403
800211

Van Deursen, A. J. & Helsper, E. J. (2015). A nuanced
understanding of Internet use and non-use among
the elderly. European Journal of Communication,
30(2), 171-187. doi:10.1177/0267323115578059

Vroman, K. G., Arthanat, S, & Lysack, C. (2015).
“Who over 65 is online?” Older adults’ dispositions
toward information communication technology.
Computers in Human Behavior, 43 156-166. doi:10.
1016/j.chb.2014.10.018

Yun, W. G., Lee, A, & Lee, J. H (2017). A com-
parative evaluation of shopping orientation and
store quality service between silver consumers and
active silver consumers. Journal of The Korean
Society of Fashion Design, 17(4), 157-172. doi:10.
18652/2017.17.4.10

— 154 -



	액티브 시니어 소비자들의 온라인 패션 쇼핑행동 연구 -성별, 연령별 비교-
	ABSTRACT
	Ⅰ. 서론
	Ⅱ. 이론적 배경
	Ⅲ. 연구방법
	Ⅵ. 연구결과 및 논의
	Ⅴ. 결론 및 제언
	References


