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Abstract

Purpose — The ICT(information and communications technologies) development is affecting consumer behaviors on selecting
channel or distribution system. This study aims to advance our knowledge about the factors influencing omni-channel
behaviors. This study considers the positive brand experience as the moderating variable into the relationship between
omini-channel use intention and consumer brand relation. Also, the effect of positive brand experience on consumer-brand
relation is researched.

Research design, data, and methodology — This study conducted an empirical test with the subject as customers who
purchase goods or service through on-off cross channel simultaneously. The research model is developed from prior
literatures about influencing variables on channel selection. The structure of this study is designed to identify causal
relationships between the variables.

268 survey data from the questionnaire survey which is conducted to target customers who use online and offline channels,
is used for empirical analysis. This study validates generality with descriptive statistics and data reliability with Cronbach's
alpha value. The exploratory factor analysis is used for value purification. Then, the confirmatory factor analysis is conducted
for structural equation modeling. Finally, the execute structural equation modeling is analyzed to confirm the hypotheses

Results — First, the two causal influences between perceived performance risk and the propensity of omni-channel and
between price consciousness and the propensity of omni-channel are verified through the empirical test. Second, the result
identifies that the propensity of omni-channel is influenced on consumer-brand relationship. Third, the AMOS analysis proves
that the moderating variable, positive brand experience, has significant positive impact on consumer-brand relationship. This
significant relationship is highly supported by the regression analysis between brand experience and propensity of
omni-channel because it results that positive brand experience has positive impact on the propensity of omni-channel. All
hypotheses are verified to be true.

Conclusions — Based on the empirical result, this study confirms that perceived performance risk and price consciousness
are the important factors influencing propensity of omni-channel. According to the additional analysis, the moderating variable
and positive brand experience plays important role between the propensity of omni-channel and consumer-brand relationship.
Furthermore, positive brand experience influences more on consumer-brand relationship than non-positive brand experience.

Keywords: Omni-channel, Price Consciousness, Perceived Risk, Brand Experience.

JEL Classifications: M31, M39.

* The writing of this article was supported by Dankook University ** Author, Professor, of Department of Business Administration,
grant in 2016(R20151231). Dankook University, Korea. E-mail: swpark0318@dankook..ac.kr



130 Seung-Hwan Park / Journal of Distribution Science 14-11 (2016) 129-138

M H HESAO WEN ADEES| [IF53IE A7y
Ol EEQt 2Ht
= MS0t 0| CHASHX|
M 2-2mE2lo| MHo| WSoA 2=zt OjEM M
= = 2l (showrooming)
I S S +
e 94 2 (reverse-showrooming) 1t ZH2 AH| O[S 0|
EfLEZ| AIZISHRICE Ol2{oh a2 CHHTHED
2tel xE fIFo| MEXHQ FSEY0| ICTe| Yoz 2
gielez HHEO| 7tsStHA AH|XIQ| AH| o)
o|ojtct.

AH[AL 2H4o| otz oI5t AH| {FEAHE0| DB 20|
1t EHX|E(single channel)MEE] 24X E(multi channel),
Jd2|1 2LXE(omni channel)etZA0| CHEE|D QUCE AH|Xt
=0| AP0 HREE FSSt FOiSHE AL, S
a2 g8st= HEXNYE, d2|1 SLE A2 220l
Xy 2#nt oLl PC, 2HIY & 7|7|E 0[&35t0] X OC|M
L} CHefot MdE ELS07HEHAM 4TS HEHE ToHCH

SHH, AH|X7L CHbol MEE2 283t0 FEE EAisn
AHEO| XISt HE|SH AES MEiSIe] AOjlsS E2O0[A
E|RA=0 HEXf'E(Nam, 2014)2 =22l =202 AMEE
AH|XE M2 #2|siof St 2 7[ute] Aol ot 7|
A LiEo| 220l xdn @m0l MY 7io| 2HME Zt
Zt de T2 S MBS 20| MG ot 1y
L} aH[Xto| X" 0[|80| HzlstHA %20z HE[XfEl &
HO|AM O Lio7L 2 Z2PRI0] M2 ZRtElE St SLK
g 22| HEf7F LIEILEZ| A|ZFSHSCHPiotrowicz & Cuthbetson,
2014). BLMEE 7|EQ| HEIXES N = U= KX
HEN FEEMN L0jAS0| EIHe| Y ZEE O|F0X|
X ot Crst gt =ME S Foi7t S0 0|F0]
X|= "rAlO|CH(Verchoef et al.,, 2015). SL|AHY A2Xt= 2
mzlelg HUHEHM FEU FifdE2 EOo|AHL HE 8
TO0f Z2E A8SteH |7IELE 222l 2Z2elg of
20 ARSI E|Of 7|E Ze| HES odA AUl HEY
2 HHPOl ULt MM FEAIES] TEHEel d¥E 7|0 &
T U2O(Fei, 2013), O|= AH|XIQ| 2 Al7kat H|EQ| H,
me|eh 2848 5 2™H0l 2117t QICHNapolitano, 2013).

SLXE 2F xHE 2t dZ02|= ZHYS 283 2Ht
d7|17|Lt PC S, QIHY HHat AHE S ICT7|Hte| 7|adE
b A7 O metM BT HEEAT|E 2HHE0| AsoK|
A2 ALBAH= Y=t ABALELE LA EEEO| RS £+ U
o, SLE F2E0|LE && +=F0| B = UL [ty
SLMES &8st7| fIs aH[Xts ol = ICT 7|=0f Cf
of M2dar xstof w2t Xjo|7p et 4= QUCt 7[EL &
LIZgol CHot G0 o2f3t oEEAE A5 HEH
ol ot d*It EE0, FE SLXEQ JiEut AH[X}O|
EM80| Cfst A7t O|FO0{ K| QUCHBhalla, 2014; Bell et al.,
2013).
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S SLKES TEA AHT POYS Wtet 7|so|
ol ofelof SrBiCt 220l FEEM, eatel ME Hln I
Jb 9 ROf d8|n omAlel AE Higol Yools 2-omel
Olg £3 ONAS 27t WD WHOX X UM Hg

LE StLEQ| XHE0lA LAl E 2A RN vzt A ZHO|AM
CtE2AH LtEILtD Qe ZO|CH(Frazer & Stiehler, 2014). O|=
AH|IXRE-E 2| QE0] JAOM QIHAE WA Tts
‘40| U=, AHX-EHE A Fdo| ZHOAM Al H
2 =HE ZAAY oo ¥ME|D QJUCKStory & Hess, 2006).
SLXHEel AH|X FojA=zaE2 CHE AMEo| urgECH &
A ddo) e P g2 F = US Aolch 2 Ao
Me Ol Zo| M7|E Uit 2AE AHXASAHT
2 AH[XRSl SLAE e QIHAE HEHeE EM35H0]
SLXHE ddof Chst 28 AAEES =E5H0X}F i)
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=
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= =

2.1. 2L o| 9|9

SL|Md(omni-channel)2 BE ZHg L£8l= ZIEI0 2L
(omni)et OHAIES| FEHEE Kot= AlE(channel)0| AT
gdofolct AH[XtZE 22tel, 2=etel 1

2 7

So| CiYst o8] 2SS Sl gF= Mot Foig =
UEE oF MH|2Z 2t R& MEo E4& ZEot0o ofF X
22 O|8siHate ofg] MES 0l8%t= MY HIsn =

X0l &L AL WSICHYim & Han, 2016).

A 7|YE2 THHAIE, Hi5hE, SQIofE So Q=E2tQl
0j&0|2t= A= X E(single—channel)2 &3 AH|AFSO|AH X}
Ao| 4ENt HMCEE LRICE ot AHXIER ASAHE0A
HEE EMsiD o Mo FOHE StQIch Ol M3At
HHYME Z2H0l ofFR2E & = UCHE O|FO| UYL
ICTO| &Moo=z 2etQl H=LAYL dEeo| met 7[gE2
HEe MESI AES TOfSHA EIACE K'Eel Z0| HOoiX|
A 7SS Bt Jh OlMel MY FHSHs HEIX L (multi-
channel)O| 2t g =& M2FZ FBICL Ol 03] HEXHES
OEH E28C2 2g% ZQIX|7t LFE|RUCL O|F &}
7192 xEYE CHYst 4ES FFoo ME 7t d™E /e
st 7|9 LHOME RHMES ME

= a

af HHEZS AH|IRSOA

Cret Bz MEYo =N XHEXQ M2 2FTEHS SOt
of 17 RN DIEAHE BSIACL 7|YS2 Ol2fet K
22 f3 2-zatelo MgiES JHEste MESael F|
& Sl MES 27| oot

J2iL} YESMO0| UESH REYO0| AYSIE EFHA 7|
Y2 odet MES Ssto] R FoiHI|EE MSsIA2
Of, Ol2iot Hatof| 2HXS2 ZEXES dAE HOMLD A
Ct. oo &et 7|@=0] BESU7[E2 7|¢H2z2 AH|R=
oA 2-2zZ2tele] FAE Foigo dad A0 SHHL =2
HE FHS MIotn 2HRR BAE Heistn Atk F 2
2, oy, Z2H, HiE AL"-S M2 2 SEotel 25t
Ct= ZO|Ct. 7|&9| WMo 2 [FE(distribution) 2f0| HHFLL
A AO|LH.
22. ZLME 2HXH B

TOiEE|gat 2EE ICTe EHOo| TISIL {0 CHe
ol FEEZ| AASHE DA E &+ 2Z2}R

[El
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FEls MEYElS| =20l AHefst CiE& O|RUCt X
B ZHHY 3 ZHFYO| CHUsH O|E2|AH 0| S7t2 oA of
CIMLE EEE EMMstn FOjE 28A & = A ZIRJACH
ICTe| HHXo=z QI F&EXHE0| CHASHH ZHM@L|UA2MH,
AHAEE 2-2m20 XHES SAI0 M6t 28t #
M AH|E St ARAH AT(crossover shopping)0| S7%¢
FRCE ol2fst ARARH AHE 229l OjE0IM MES 4
ot 222! ojEoM HMES FoisHs 4&F Y(showrooming)

oot O

=, 2212 ME2 ZdY¥stl ezatel oige S Foistks
o a2 0l(reverse-showrooming)E QI 2tQl OjEO|N HES
destn mHS Soff F0lsts Z2(mobile showrooming)
=, 22018 8% 14 HIFS 49 £ =20 24 HE
F2 2N 22felo|M 2 20fsHs £0{20i(boomerroomen)
£0| QCKYim & Han, 2016; Yeom, 2015).

FHE2 Crdet 24 20| Exfct= 7I20 M2 E7HY

A

INSHE MAOAM BlOjL} 2SS fIT F2 Al2EES &
AH|XIOA 2O Hot 0 ZEE HSSHRH= 7HE0)A
51 QICH(Lazaris & Vrechopoulos, 2014). &= ofg{ L0}
Ciot HEfZ M8 E8E|D UY=L, & 2=Zztelo] A
DHD @meolol Agt § J|EQ| st x4l Foj
2AIQI HE[XEOoIM LHE HEH2tD 2 4= UCKHBell et al,
2013). AlHIEMN I mEEN= 22FQIoA ZelE 7+
OS2 FOf ZAXME St 4F FH2 2E2Q A FA|
gt = AXE AH[XMOA H2lMHE MIsHe *ME M2 A
t otk SLRHE =2 2 -2Z2fRl0jjA AH[X}E0|
[dES HOolz= IT 7| 2Hdd) 30| Zoh WEFE9|
LIXE 2P ARHME AHXEZ2 Z2HEY 7|7|E 0[8%t=
Zdat #AHo| deh, ol 7|&std Hapt AHA dE R
7ol O MEF BHHZ HHRD Qe Zd0[Ch
UMY sd2 O HAMo|H, HEREe| ZIetE HEY
EM BE AUKES Sl ZEE 20| Ao CHsiAM X
S0 F2e masil, SLES d3H2E £™st| <
diMe fFEEde Ol8sts AH|XIe| @S Ol2{sh S0
gaks OiX|z g 228 mYdts Aoz QT EICL

AH|X} HESE0F AFOINM AH|X{C| Ef=ot HSZAtO|Q 2
AE HYSt= O|20| MEH, ARE2 oMAES WE
7l2XMeg gz|Xo|l Ol Itstt FHE NAXME AME
St AMA=z2 Ol8Ate| ofX|of w2t SHECte ZHIsHTt.
0§ =0, 22felat =2l g SE 0|83t AH|XIE
SEMEE 0|8t AH[XI2tn X|HSHHAM O|F2 7H4, He|
g, de|n x|Mol MEo| oSt L{=7} =0kt SHRICE O] 5t
Ol= HEIXHE ATo| &t Ch=o| AF0|ME= HEMES &
ot O|8XI7t &2|Ho|n Aol WHE2 Solf %|Ho| ey
(best deal)g =235l= Z4T0| UCtD =ZCHChatterjee, 2010).

oHH, AH|XO| FOjA=S| SLME d&2 ICT/|=2 Y
Hat 420 ZHY AEBHIE 57t 522 MER SHE B
Ol RACL O|2{st WEfo|M SLIM'E &0l AH|Xto| WS
ClASHY FERAE 5|0 e XZE F8da Xz
He|do| AH[Xte| SL XY Meko| S-Xel IS 0|
USE 2|7\ SISCHYim & Han, 2016).
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221, X|Z4™ 2&d(Perceived Risk)

2HRPZE POf SEOIM XZHE fE2 EF Ao Foj
A7F =7l &9 et 2=y, Z|tE20) thet aH[Xte

[

IS mCk(Mitchell et al., 1999)2 2 HO|=ICt.

Ml AFO|AM AH|AF FOIASOIA AH|XEZE FOHA|E 0| A
X2t e B e feczs 275t ULt HEAHCR
Jacoby & Kaplanz A& F0O§ Al X|ZE|= @e| RS 4
N Y, MEAE Y, M2ld i, AHE ™, ARE ¢
A 5 KA 7HX|2 ERSIQICt £ Stone and Gronhaung
(1993) F7HA A|7HY 22 MAISHH X|4& e =t
1 QICHHassan, Kunz, Pearson, & Mohamd, 2006)

M=%k Hiel Z0| XA {d2 Of oAtAE 1bEolAM
dgt = Qe &4 s SEAEO| Oish AHXE FEA
2 Ll BEE Fololeh YEEoR EE =4 24

I AHXHe FOHE XHASH|= ot X[Z4HE sz

= d¥g EQlICKBauer, 1960). O|E S0 AH|X= X
2o Z[AZE sl AHMOIA MERON ASEUH
O|ESIALE Xt H4EE ME O2|d HI3AQl HE

(]

=
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1= oot rin
OF m|o <2
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0 OF

tol fIgS E0laxt
= AFoME dF SEEM U 70| Al X X2
T A= o2 7KK XY 9" M= 55| 2H|X| &7
Y WS PO 52 AC=Z THEE duelza d2lH
Aol F=SHRACEL Fatelgd2 2HE E= HF ST A

Ct 512 |
of 7|C{et CHE ZR0 Ydkls &4 Foist MEat MHA
7k Z|CHoll YX|SHX| 4= | CHSt =QH(Simpson &
Lakner, 1993)2 2 7 9|IC}.

XA dorede E35 22t FOfAIEA BISHA &
Mol= X|Zre eSS 85Xl QUCt Forsythe and Shi
(2003)0f =M QU O|8XAE2 QU AHo 2HEQ
deke O £ Qe 18719 ZAH &l FoM EE0

o

N
or
0x
2

=
et BHEHO] Of2{S3 Oj2fet oM NBATo| Cipt 2l
SEO| TP DI HSBICHE A SHCE

© O o
oHE 22tel 2ESFAM HEF, ML FEO| st EE
SH0| uatelof BIsh MeteElCk=s HE 4ere W Hureld
of B POIX R|ZS £2W EI=E HAHs FR3 I

29002} 5|1 QICHYeom, 2015).

2.2.2. 71A4 2|~ (Price Consciousness)

AH|XPZE FOjeEol AH[Xb= X|E 7HACHH] 82 $
2 it off EH AH[XEE2 R2 7H40 nEES
oMs ME0| ZoILt 7tAoAlde 2 4o R X|E5}
20 £FO| HF0lH 52 7H4E2 X|ESHA| f28Es AH[X
o oIX] B2 X2 7142 X|=5t7| st 7tHol| EES= E
L (exclusive focus)Z 7HO|=ICHLichtenstein, Ridgway &
Netemeyer, 1993).

AH|XE FOjAEOA ZHE0| Che QA= AH|XE 72l
O el ChEA LtEfHC olE S, 714 oAF el AH|XtY
+= H|80HH| HatE x|Ciztetr| flsf 7Hs3t of 22 7t4
o= ME2 ES5shs Ao #AE THXH, 7HA0| oEXO0|7|
Mol 7tH0l =n 30| oidst EEE EOo|A ot
(Lichtenstein, Bloch & Black, 1988).

St 744 F0| w2t AH[Xte| HHE HEs F0f HE M
Boj = ¥ak2 O|Ich £9|, 7t4o| Tigst AHX U5 oY
I & QEZRRILC @E O, &4 HHA § 222 M

rr st A

)

=
= dEg 2h50| FOIX|H| Ltz AO|Ch. O|9F BHBIY =2
gtel M2 ol8Ats 74, FE, Hdd 2 7HKegs o
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M 7H48 7t Q% Q0oz A3t S, £ 1| =2 20ELh
20f et &B|Xte] 7hAQIA0] xi'E MEfo| Fgrs DjEICta SHH AH|XR-EZHE 2HA|(consumer-brand relation)2| 7H'E2
SFRACHVerhoef et al., 2007). O|S{0f= 22tQlnt @2l &Y LHAPL EHES d20o|ESE DIEHZ QA3 Al=|He
2 MEfo] JkA QL Kim et al. (2007)2] FFOME 7tHR 2L oz B Cieh Q0jE £0{5ts AS LIEHH
olo] 7o MEfo] Zaot 2F¥aelez XHES}E Olfs 22t ChFournier et al., 1998). AH|XtQ} HEHEZHO| FA O CHSHO]
ol x{'Eol 7tAH| 7t gojotn =2l xHEOf HISH| Tk 2 A EF, Afor AHE, d=ojEY, i, ®EE, g
Hoz &2 70| MES e = U= 7I=7t @Y WE 1 DIEHZMO| AE S 67HX| EHMEQL AH[XF Zhe| A
OlC}. = &52 MAIB|= StRICE 0|62 2HAVF £ 2/E
XS =2 HEotH, XY fld & durelent 7t e HAE Sl AOrE Hgotn Fgs Fugs Aolh,
AoA g2 aHRel SLxHE dgo IS 0E 7ol AtE| LHOIAM ZHQ1 Zhol EAOIMAM Y AH|XteF BEHE ALO[O]

Ea= AARSICH MR, 48, d8H SYHE 2 4 UCHKIM & Kim,
2011). O|E SO 7HQlMt FF ZHYEMES] ZAOAM oHEH
B = Bl

<7Hd 1> AH|XRQ| X|ZHE dit Y HEs SUME 4 2 BUER X2 2H, JHol2 ME=MERHE0)| sl Lo
2ol Z(+)el dgs = Aot 2EFAS CHHSHEO, XjOF O|0|X|E Z2tA|ZICHat QIAIGH
<7Hd 2> AHXLL| 71 M2 FUHE dEol H(+)2l EICHH JHQIo| Ef=2M ERMEO 2ZE 7M1 UAS AR
ggs & Aol =g = UCE Ol AH[XPL BMEQS AL =E Qs &F
<7bd 3> AH|XO| SUME HE2 AH|X-EHE A0 O|Lt MH|20f Chsl PHES AL MFOiSh= A O|deE B
)l g2 = Ao|Th HEo| HS FOI50 OHA| JHQlntel HAINT e 0
Edg|= 42 LIEHCHAaker, 2000). O|2{3t ZHAH= AH| Z

23 EME AH, AH|X-EIHE 27 go| XMooz Qg HHE 4= ATHKIm et al, 2014).
SHH AH[XL-EZHE 2HA O] AN a2 & 2HE Xpt It
AH|X} SHZO0|A ZSO|2F X}AIO| Of[HSH AHOIL} HES Ao 2FHl ks = = A7| W0 525t CHROH
AR EY S|EHMLE Z4e Z{oZ QI7i0o| ZHzZitnp BES £ OF SICHKiIm, 2016). AH|A-HHE ZHA[O| HX Ghatof] g
oo ANSI AAS TESI= IPHS USiCh ABS HB 9| 2 F&£ Q22N &2 HIzo| ZH, J{olntel Aatd, Y
CHAMOCEMO| AFSS HSHSE ATHR} ZABSH= FH|7b Qb= 2, S9oM0| HA|Z|D QUCHFournier et al., 1998). Park and
70| Qlojof Bl EfQlo] AHES Aol Ho=z CiAE £ Lee (2006)2 AH|Xtet BRMEO| 2ot ATOM HEHE IJ{d
Q7|0 ZES AN TH7} AAZ St QIAIS|OF SHCE b Xjop o|m|X| x|, BHE J2|1 AH|AREME 27 S
o|2{st WEtoM EHME ZHH(brand experience) AH|X} ATE S3t0] o2t BME JHdetd JHES0| AH|X-EH
QF HACO| RAOM oLt AVS o|Ojste Aoz HaH E BAMK 38X g 0|ECk= A0E FMAStD UCk
Lo st RE &5 I s ot F2 O, AH| oHH, FLMEE 7|ES eiEd TEA ME MISXet

Xt s, MRSt =O|E|ROH AH|XIZF AHES A J1Oj AHA] HE HIZ7 0 F O et #AE 71XL &S
5l0 O|20{X|= AH|X} 2, = HZ1} AH|X}7} Atlsto 2 SHA| EICh AHIZF POIEES HEOM BHE SHEEQ HH2
MSEREE 742 J|MOE A|RE|QCE HELFOE mb AH|IXRE-WE A HE A= O SEFQ dHS
HE O E MMOIM HE OAEe 338 s 1S T %= g ZHoZ ARECL

£ Qs ZHEQ dEeS FXS= ZO0|CHSchmeitt, 2002).

2t0 Wsin 7z, ZM, QIX|, WE, AR FTME FHEH <7td 4> BLME FOiASO| RUA0IM EIHE FFH H
Z3Y D E(Strategic Experiential Modules = SEMs)S K| A|5t A2 AH|XR-EHE A =HzoL JAS A
UL O|F HE2Z FHFUHOM, A|Z-AH0{ OO|HIE|E| O| .

(identity), ME2| 2l&, 2&i(branding), S7t7d, BAOIE
(web-site) 12|17 QMQA E JHE} ACtoz HAc HY

€ Aneisict 3. HPRYD A o

rE

st HEEA 7|&o| WOz Afjdo| CiUstA =AtE|n
HRELIAOIM ==tto] S0{E0f Mz} 7|PE2 BHE FEES 31 A7 oy
Z3re = Js WHES Sl AHReF AOAES Bich
of aOslEg| @K sAtoz 29X - N L
AU FSOIASO SUME Slsos STolEA e = GToNE RIZH 9dol M3 I 712 ojAKo|
dol sEu AS0| BUSA AO0fLt AHTS SHOR WA apixio] gUmY M0l ST FHS OXD USS Y
7t HHEO| 3R/, =HAM0| O|FOE ZOICh MEEES O Ol OFE TR} SICh St MOIEEOIM SLKE Mste =aic 2
Clas B oAy DO Al DHo| ~cte orif. ==¢f =D =] = ot == °
ChES| TR AH|XHOA KBS 25t FOiel sHE A XEO| AB0| AHX-EHIHE THAO| OjX|= @& DA U
SoFE 2ol0|7t ot SeEQl EHME AEHS MY = Ol ZE&EII} 92 Zo|Clake 7HHS J|EloZ ofgf Zto|
EE 3f|F= Ho| ZQICH EME HFL|AHOIM Ao &Y 2 oj7o| gEe Cteqt ZH}

259 R7IY gZE2 EUE ZHO| 7|He FO0 2H|XO
HEEMN FUES2Z oo, Ol T&HY OHE &
g 0|2 & ofLt2l ADMA ZEO|A AISAS HE=Z HSI5IY
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Brand
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experience

Perceived
Performance
risk
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Price
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<Figure 1> Research Model

32 W9 =EMH FO| (1993)9| “Folof wa} HI¥ JHHE X|26HK| fede Fuio

deoz Holstn M3 AFoM AEE 32de 2 F70
2 g7 BXg 5t Ee £ /s = UEE Fo M 2832

sto ARl £Ho| QPEICE ASHOl HRE XEsL| £ Cheo2 SLUME g2 ol FOi2s0 SA0 2 2%

5o M3 Sg &asiol 2 Q7o =g Jjdof| st = 2tol Mge SEHez &8st YA, T 22zt

A& X O|(Operational Definition)S s}RICh HL0A] TEHA HeS g8 AQX|of st LHE2Z2 “AZEO0|Lt MH|A FOj

Holo| M2 =He 78 SN2 SHE|QCE MK, X|ZE Al 2-2E2R12 Al 8, ‘4E0|Lt MH[A 00 2 2

MItQBe M8 MRE ADSI0] RONSH XZEDH MHATE 7 =29l FA| #8E 1=l 8 SYIIAUL

CHEHH| 80| YXISHA| 2 2ol TSt AH|Ate| ot oHH, J2|0 AHXRE-ME 2= 2k, U3, R9d

S Holsln, 42802 XYL S2E AN FoIE ofel, RE 2Ye 78 HER 5
PSS

CS 717 oJAlM e Lichtenstein, Ridgway and Netemeyer MU Ozl <Table 1>0f LtEFLE QUCH

<Table 1> Operational Definition

Variables Operational Definition Reference

Afraid that the quality of the products or service might not satisfy my expectation

Concerned that the product or service delivered may not be exactly as it appeared when
Perceived Performance | displayed on-line channel Hla;ssan, Kugz,
earson,

Risk Afraid that the function(operation) of the products or service might not satisfy my Mohamd (2006)
expectation or needs

Difficult to meet expectation for the performance of the product and service

Price is important to me in purchasing a offerings at channel Lichtenstein

Price Consciousness | Comparing the prices of several products before decision making Ridgway, &
Netemeyer (1993)

Tending to devote my time & effort to find a offerings available for a lower price

Using OC(on-line, off-line store, mobile etc.) concurrently while purchase goods or service

Propensity of

Omni-Channel Consider OC(on-line, off-line store, mobile etc) when try to purchase goods or service Davis et al. (1989)

OC(on-line, off-line store, mobile etc.) purchasing is my priority way to purchase

having a positive sense with the brand

Brand Positive Having a positive feel with the brand
Experience Having a positive think with the brand

Interacting with the brand

Schmeitt (2002)

creating a bond with the brand

Consumer-Brand having a relevance to the brand Fournier et al.
Relationship having a good feeling toward the brand (1998)

thinking of valuable brand
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<Table 3> Exploratory Factor Analysis

<Table 2> Descriptive Statistics

Gender Marriage
Items Frequency | % Items Frequency| %
Men 128 47.8 Married 110 |41.0
Women 140 52.2 Single 158 59.0
Age Purchase category
Items Frequency | % Items Frequency| %
20~30 112 41.8 | daily necessities 64 239
31~40 102 38.1 |electric appliances 92 34.3
41~50 43 16.0 clothes 78 291
over 51 11 4.1 cosmetic 34 12.7
42 d21d A BEd &4
2 oM A™E JHEdE BB AM FEHES0
ook Bt 2ME T HAISIRICE MK, SEEH0| Cfst
EH==0f CHS}O] EFME Q0| EA(Exploratory Factor Analysis)
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. <Table 3>0jA HOF=
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2 ar X oo
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Factor1 Factor2 Factor3 Factor4 Factor5 Factor6

PPR 1 0.826 0113 -0.201 0.062 0.025 -0.152

_ _ PPR 2 0.747 20.041 -0.005 0.199 ~0.031 0.009
Perceived Performance Risk g3 0.547 -0.024 -0.065 20.225 0.247 0.204
PPR 4 0.631 0.012 0.310 0.223 0.073 -0.421

PC 1 0.103 0.698 0.387 0.186 0.238 0.109

Price Consciousness PC 2 0.030 0.704 0.154 0.310 0.207 0.314
PC 3 0.270 0.808 0.206 0.016 0.228 -0.037

POC 1 0.058 0.049 0.830 0.165 0216 -0.164

Propensity of Omni-Channel POC 2 0.211 0.094 0.938 0.031 0.049 -0.065
POC 3 -0.004 0.210 0.812 20.310 0.129 0121

BPE 1 0.154 0.070 0.092 0.923 0.102 -0.081

5 _ BPE 2 0.219 0.125 0.173 0.842 0.105 0.018

Brand Positive Experience BPE 3 0.211 0.094 0.011 0.938 0.059 -0.085
BPE 4 0.131 0712 0.182 0616 0.343 20.012

CBR 1 0.521 0.004 0.209 -0.195 0.267 0.777

o CBR 2 0.316 0.319 0.100 0.377 0.207 0.560

Customer-Brand Relationship |——p 0.103 0.386 0.186 0.218 0.119 0.698
CBR 4 0.231 -0.031 0.422 0.225 0.464 0.874

eigenvalue 2308 1.908 2.396 3.160 4271 2.945 1.642
cumulative % 35218 56.259 52373 38.126 33.063 66.452 3215
Cronbach's Alpha 0.734 0.823 0.864 0.806 0.910 0.822 0.704
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<Table 4> Confirmatory Factor Analysis YN ZHo zBRUWE FIHoE AFSHI| fI8td 2
HIMAIS 3l28I00F o JEMOIA FMIAIBIHE0D 7t A
Variables ltems |Estimate| S.E CR P ee= ZEotfitt. A7 JrIoN A IOF’Z‘A | A= °
" o /™, 7HE ofAld 291 50| LAY Mo O|X|= I
_ PPRIL 100 - | - | - WS TEREWAE 23 YOl £ ATeHN 2
Perceived  |PPR 2| 1.042 | 0280 | 3725 | 0.000 & HMBID X|4= GFl(goodness of fit index)= ZESHEICHy|Z=
Performance Risk | PPR 3| 0.677 | 0.167 | 4.133 | 0.000 (>0.90)22 09412 LIEIL} XESHH LIEFtOD, A ZADO|
PPR 4| 1326 | 0312 | 4.002 | 0.000 RMRE 0.0512 0.072C} X0} 28| MM =HoiZ=D
_ PC 1 | 1.000* - - - Ct.
Conee o | PC2 | 0727 | 0183 | 3982 | 0.000 HE2(RMSEA)S ZAIRAIHFAISOZN T 20| &
PC 3 | 0.605 | 0214 | 2.829 | 0.004 20| ot CHE T FHE I 7|tiE= MEEE 9
POC 1| 1.000* - - - 0|8l YHEtMo=z Mo £X|= 0.05~008%2 2Y If £=8
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Propensity of  Fonc5 T 1 042 | 0226 | 4607 | 0.000 Jtsdoz Weielth. 2AZat 00652 LBt +87t522
Omni-Channel s 3| 0850 | 0219 | 3875 | 0.000 LIEFGICE TZ2HH0M CMINZL2 Ch-square 7t Lottt o
— . . . T41} Ch-square?t 61.3220|, {9|=t52 1.6042 LIEFGH
BPE 1| 1.000 - - - C}. 12|71 CMINDFE YHPMOo=Z 2 Ofs}E malo| Mafsict
Brand Positive | BPE 2| 0.501 0.199 | 2516 | 0.012 2t1 S|MEICE CFl S 0.9 O|AMO|OIO0F L} 0.9 O|8}2 L}E}
Experience BPE 3| 1.158 | 0.237 | 4.884 | 0.000 L} 2XsIst H o2 MEHEIC)
BPE 4| 1.210 | 0244 | 1.356 | 0.003 2 70| CH3l AMOSEZ 0|23 JHMS AZSIRICH 2A
CBR 1| 1.000* - - - A1, d2A %, 8K, BERAL CR(critical ratio) & F82
Consumer-Brand | CBR 2| 0.692 | 0.211 | 3.281 | 0.001 U2 2t <Table 5>2+ ZLt.
Relationship CBR 3| 1.079 | 0.252 | 4.289 | 0.000
CBR 4| 0.671 0.216 | 3.109 | 0.002
HEBO RaFHEKE NS 12 2FATY YUY
<Table 5> Hypothesis Test
Regression Estimate | S. Estimate SE CR Verification
Perceived Performance Risk | — Propensity of Omni-Channel H1 0.625 0.623 0.147 | 3.591*** adopt
Price Consciousness — Propensity of Omni-Channel H2 0.668 0.675 0.197 | 3.390*** adopt
Propensity of Omni-Channel | — Consumer-Brand Relationship H3 0.763 0.845 3.562 0.214 reject
Fit Measures CMIN/pZ}/CMINDF=61.322/0.000/1.604, RMR=0.051, GFI=0.912, AGFI=0.843, CFI=0.899, NFI=0.783,
RMSEA=0.065
P <0.01
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<Table 6> Results of Moderating Effect
Regression Estimate Esti?r-late S.E CR
P03|_t|ve Perceived I_:’erformance . Prop_ensny of 0,087 0178 0.028 3107
Experience Risk Omni-Channel
Non-Pgsmve Perceived I_:’erformance _ Prop_ensny of 0412 0498 0.086 4,790+
Experience Risk Omni-Channel
Positive Price Consciousness |  Propensity of 0.465 0.258 0.203 2.206*
Experience Omni-Channel
Non-Positive Price Consciousness |  Propensity of 1.128 1125 0.284 3.971*
Experience Omni-Channel
FEEINT Propensity of Omni-Channel | —| Consumer-Brand 0.148 0.159 0.051 2.901**
Experience Relationship
Non-Positive | 5 cnsity of Omni-Channel | —|  Consumer-Brand 0.850 0.845 2.878 0.004
Experience Relationship
**P <0.01
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<Table 7> Moderating Variables & Regression Analysis
Positive(n=102) Non-Positive(n=166)
Beta T Sig.t | Beta T Sig.t

Propensity of

Omni-Channel 435 | 4.736 | .000 216 | 2.045 | .054

R 0.485 0.233

R square

(Modified) 0.235(0.225) 0.054(0.041)
F 22427 4.182

*p < 0.05, **p < 0.01
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