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ABSTRACT

|
.
i
:

Since development of the Internet, online shopping platform has been
stood out and worked on positive lines in current society. According to this
situation, a creative and specific marketing approach has been needed to
attract consumers who prefer to purchase online. To grasp consumer
satisfaction, companies must have én ability that can identify and satisfy
_ customer needs and desires. Namely, the study of consumer behaviour highly
5 "h_as become a necessity. The ultimate purpose of this research is to ascertain

. whether there are highly relevant considerations when South Korean women

: _pL_i_r_Chase clothes online, and to evaluate how sfrong the factors influence to
S "'W.c.)men’s online buying bahaviour. Based on previous and current literatures,
Trend, Brand, Price and Online Customer Review were selected as the specific
~ Independent Variables of Women’s Online Buying Behaviour for Clothes
o ""'("Dependent Variable). A sample size for this research was comprised to
smoothly perform an online survey with targeting biological females who inhabit

in Ansan city, South Korea, and have online clothes shopping experience. To

_ '_éccuratety analyse data collected by the questionnaires, several statistical tests
. were carried out by SPSS software for ensuring the validity and reliability of this
. research. The findings in this research strongly indicate that trend and price

'have significant relations on South Korean women’s online buying behaviour for

-_._-'_.if_.':*'élothes, whereas brand and online customer review do not show the significant
3 relationship on South Korean women’s online buying behaviour for clothes.
Based on the findings, lastly this research would like to suggest that all
organisations in fashion industry design specific and suitable marketing
strategies to satisfy targeted consumers, and strengthen competitiveness of the

business, which is a key of success.

Key words: Online Buying Behaviour, Theory of Planned Behaviour (TPB),

Consumer Decision Making Style, Korean Fashion, Clothes

INTI International University (2016)




ACKNOWLEDGEMENT

oject would not be accomplished as well.

would like to appreciate to INTI International University as

International University (2016)



DECLARATION BY CANDIDATE

i understand the meaning of “Plagiarism” and ‘“Intellectual Property

and Ethics Related to the Principles of Academic Works.

1 declare that this study was completed by my own work and effort, and

: Kim Seoah
- 114005766

- 05" December 2016

sINTl International University (2016)



TABLE OF CONTENTS

g'nificance Of the SIUAY ..o 16
1.6.1 Significance to Academia .......ccoovviiviiiriiicc e 16
6.2 Significance to Industry ... 16
TScope Of StUAY c.oovc 17
E iMitations of STUAY ......cooeiriiiiice e 17

TER 2: LITERATURE REVIEW .....c.cocccorernrcretesntennsncosnssnsee 20

T OVBIVIBW. .1 vvco oo seeseseseeemeeseesesseeeesee e eeseeseee e eees e sesneensrees 20

CONSUMET BERAVIOUT «......oeeeeeeeees s e e s esesesese s sve e enenen 20
2':.-:3"Dependent Variable: Online Buying Behaviour...............cccooocieen, 20
4 Women's Buying Behaviour...........ccccveiiiiiiiniece e, 21
5 Factors that Influence Women's Buying Behaviour for Clothes............ 22
........................................................................... 23
......................................................................................... 23
......................................................................................... 24

28,3 PriCE o oottt e e 25
2.6.4 Online Cusfomer ReVIBW ... 27

2.7 Grounded Theory: TPB Model ... 28

INTI International University (2016)



2.2 Descriptive Research ............................................................ 32
3.2.3 Quantitative Research........ccooovvevvemioor e .33

3.7.2 Descriptive ANalysis ......coooriiii e 41
3. 7.3 Factor ANAlYSIS ....ccovieiriiiee e 41
3.7.4 Reliability Test ..o 42
3.7.5 Multiple Regression ......... OO 42
3.7.6 Summary of Data Analysis ... 42

CHAPTER 4: RESEARCH FINDINGS .........ooi it
4.1 OVEIVIBW. .. .ovieeiieiteee ettt ee e st e s a e s s e e e men e e sreeerarnee e 46
4.2 PHlot TeSt....iieei e e 46
4.3 Response RaAt@........coovivuiiriiii i e 46
4.4 Descriptive ANAIYSIS .....coviiiiiiiiicr e 47
4.4.1 Demographic ANalYSIS.......cccccrviiiiii e 47

INTI International University (2016)



.7 Hypothesis TESHNG vvveeeeee s e ee e e 51
8 Key FINGINGS .....ovioiriiii i 54

ER 5: DISCUSSION AND RECOMMENDATION ... 57

OVEBIVIBW. ..o eeveee i e eeeeeeet st n e e e s ee e eas s aan s s e e e e esaesn b seneeneeenesrenesnannnns 57
3 Recommendations (Managerial Implication)..........cccccciiiiininni, 60

ONCIUSION .. e et eerren e enn e rateee e e e rrae et rnnaaeteann 62

esearch Limitation and Further Study'Récommendations ................. 63

INTI International University (2016)



LiST OF TABLES

INT! International University (2016)



LIST OF FIGURES

INTI International University (2016)




10

CHAPTER 1

: INTRODUCTION

INTI International University (2016)



11

CHAPTER 1: INTRODUCTION

__éues of online buying behaviour and clothing shopping frend will be

.S_S.?d by section 1.3, problem statement. The research objectives and

n d by section 1.9. Finally, organisation of all chapters will be made at

nd: of this chapter with outline of the research.

Background

a

nternet world has become an important part of human beings. During
he last decade, a lot of people’s interest and intention about the internet has
r_n_ot_zfély increased (Dazeinfo, 2012). The internet gradually has made our
'b:et_fer. Through the internet, people can interact with others, send e-mail
é'and anywhere, search some data and even buy something on the e-
nerce (Bourlakis, Papagiannidis and Fox, 2008).

Hoffman and Novak (1996) said that a new online network which
s out a marketing medium that influence for both customers and
b_.u__s__messes has been shiﬂing up since development of the internet. According to
UKV.Retailer Shop Direct, which conducted a new research with more than 25

percent of British in 2013, one in four British people shop online at least once a

‘week (Burrows, 2014). Additionally, 62 percent of US consumers now shop
~online at least once in a month, and just 1 percent of US people said that they

- hever use online shopping, according to 2013 report by Walker Sands (Naniji,
2013).

. INTI International University (2016)
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online nowadays; if companies do not have specific marketing

U7
e

respondent

Consumer Electronics
IT & Mobile
Event Tickets
Travel Products or Services
Books / Music / Stationery

Fashion-Related Products

-

0% 20% 40% 60%

Figure 1: The Most Popular Online Shopping Categories Worldwide
Source: Statista.com (2015)
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Electronics
Home products

Groceries

Cosmetics

“Maternity and Children’s Products

Clothing and Accessories

1 T 1
65% 70% .75% 80% 85%  90%

ce: The Economist Intelligence Unit (2014)
* Furthermore, one of the top transaction values of online shopping by
th Korean is also clothing area as below (StatisticsKorea.com, 2016).

South Korean Online Shopping Transaction Value by Group of

__.fStatisticsKorea.com (2016)
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Household goods, molor | 5 200t 4 7370 5510 3138] 4749 2,736
wvehicle p@ﬂ%iﬂ_ﬂ HCCeSsONes

Fumiture ] 967 345] 1,350 6431  1.365 6544
Pet products . 177 77 259 145 228 132

Travel arrangement and 7182] 2605 9375 4256] 85420 3871
reservaltion services

Miscellaneous services ad | a57)  g7q| 2246] 1,460| 2,046] 1,280

jsters, 2016). Actually, women have keen senses about the brand; they
\ake a careful choice with analysing brand values. Furthermore, women quite
nsider product price as a buying decision factor, even they are too sensitive
'pfoduct discounts (J2Store, 2016).

A statistic delivered that the most significant factors to UK shoppers
they purchase fashion items are price, quality, brand, trend and so on. For
; 32 percent of respondents reacted that the most important factors
encing on clothes purchasing process is fit as opposed to men who think
ce is the most important factors for clothes purchasing (Statista.com, 2015).
the interest researches is that 41 percent of Asian women responded
heir personal feeling is the most important decision factor when they
hase clothes on online whereas price and brand value were racked
espectively as second and third factor (The Economist Intelligence Unit, 2014).
Although there are lot of global statistical data regarding popular online
hopping categories as above, and even the statistics indicate that clothing area
S .one of the top online shopping categories worldwide (Statista.com, 2015;;
The Economist Intelligence Unit, 2014.; StatisticsKorea.com, 2016), there are
few researches that have studied or are studying in the field of consumer online
- buying behaviour for clothes (Goswami and Khan, 2015.; Holmlund, Hagman,

and Polsa, 2011.; Lawan and Zanna, 2013). Especially, there are extremely few

-_ INTI International University (2016)
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.arches handled about South Korean's online clothes buying

i, 2002). Therefore, the researcher recognised the necessity of a

Research Objectives

esponding to the problem statement, the research objectives are
comprised. The ultimate objective for this research is to ascertain
f_th"e e are highly relevant considerati:ons when South Korean women
__asé clothing on online. Thus it hopes to achieve the following objectives:
To determine the decision factors that can influence online clothes

urchasing for South Korean women

‘To discover the factor that has strong impact on online ciothes

“purchasing for South Korean women

0" suggest specific and suitable online clothes marketing strategies

fb_ward South Korean women

What are the factors that can influence on online clothes purchasing for

South Korean women?

Which of decision factor has a strong impact on online clothes

purchasing for South Korean women?

Ill. What are the specific and suitable clothes e-marketing strategies toward

NTI International University (2016)



