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(Stone, Hobbs and Khaleeli 2002), A 8| A 4=<=9] g
A& RS 4 Qltk(Sousa and Voss 2006).
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Sh= ol E=v dF BFolE(theory of
reasoned action: Fishbein and Ajzen 1975; Ajzen and
Fishbein 1980)3} A| €] 585 0] =(theory of planned
behavior: Ajzen 1985; Ajzen 1991)0] €3] 8517
AUt o] ol ol M= A HE o AHE

2 718 H 0 Fedol o g Fsdt YRE A
Adog Agiam s, 4 fvg%% A

1998; Madden et al. 1992).

2 A7 o] 24 £ &4 F-Fole2 Aol
ot B L (attitude toward the act), 32
(subjective norm), -5 2] & (behavioral intention) 2]
A2 A W2t 95 (behavior)S 74 29107 5}
1 olE s 1t AR AA BE5 o8&

Avgstazt gt

el PEolEolA= e AFS dSdhe
ol o] 71 2 A SHAS P2 Pote= I
SO g Erh &, diF2e] AtEE2 B
o) z]of what FAE 4 917 mZof(Madden et al.
1992), 335-2] 2 A Q1 AH 8312 s 5of et e
L2} oy} 5-Z St = ) OAEE 2ot

(A4, F94 2001; Norman and Smith 1995). ©]
= FEert AFol FFS PlA= F7EA 7]
S, FE w7t Forda= Yol A 7t
o] AA 4= Q)32 oJu|gh(Ajzen 1991).
83, PEoh= 5 el thet 7l H]
T oF A filof ofs A H ok E ot of 7] A
Bl = 35 Aol theh AubAQl 7iQ1 o] Hrte},
39 A= Foll dst= 2HE 7 HE 2ol
T e el Hrie] g2 A EtHAjzen and

olr or Fl

Fishbein 1980). 18] 7 Z3H2] 7.2 a7t =
3 Y5 APt 210 el B9) A7 S0

Sthal AZbshe AbdEol(referents) 574 352
[e]

G o8] Lol Shete] gt ele] Azt
2 oln|sl= A A1'E (normative belief) 2}, 7
A 7](motivation to comply)<]

LE]'(A]zen and Fishbein 1980).
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™(Sheppard et al. 1988; Madden et al. 1992), A& &
PFol=23t 7|& 489 (technology acceptance
model) 9] 124 E|E AFsta gt I Az Sl 7Hd A%

B ATE 4u7 429 G50 ol2d A28
2150 Fishbein and Ajzen(1975)0] A3t g2l 2 54 1. o

Fol2g Hgolelr). B 4T} 42 P59 of

% 9 Gl PFOIRE AT oG £F R ATE 4T FEo| LA T2l W]
9 AHl= Felolal AZAR] 5 Foll HA <73t 5-ol2t TAS}AL Fishbein and Ajzen(1975)
o) e mRahe gefa{o|al A& gt & o] AAI ATt §e] A P45 0] (Theory of
ARt Y5 o= wobd 4= 917] wjZo|tt. o|ef wH Reasoned Action)= 2-8olo] &£F 0 P52 oA
sto] Wind and Mahajan(2002)2 Q113 ©:et  Any fAUZE FeknAt sk, o 9
Vol L ol §ol AHAE hybridconsumer o) 2 AT T} 2 ATRPE Yot
2t 2|5 A, o] 52 7t HeldS FAIst <1 1>,

o] 2 41e] Aele] gk U 27} ok stk Eat,
tho] Aol A HElAE & gel gl A

2Rl P5= ol A A (best deal)= =55}
L Asko] ol A7 ©l) J A} 0 . Perceived
= ol ATl AAEI TR 2013a; Feommen
Vetheof et al. 2007; Chatterjee 2010).
o] 31@' _Z’_;g-_‘é_% iﬂ‘é Z‘j@' o] E]-E— tﬂﬂ _E-_%% Z:]l- Hi) Showrooming Showrooming
= = = 7 = = . Behavioral
—/,\—EHO}Z Sh= J/}_—‘T——Do] O(H%O] J/J\—’uél —9-%9’] —Z|LEHQ,]— = Aftitude H4 (4) Intention
H2+
oo 214 o] AAL st A%ehy gelHel y T
S I 5 Familiarity with
A2H|8)E 0 2 mjetHE 4 9129 AJA}ott), thA] 2 Oilllil;:aslz(;pv;:ng Subjective Norm
sfl, gte] 4 sl 2olA e iAol tiet B

7} ofUet a5 o] Avtel st B g ofm|gheis

HollA FAE wAY A 52 Tl ol B9 <Y 1> APRH
E dAEHA E o 3F 3ol A s -3 A

. M A
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2o Wt A £ 27 £uAEL Y5 Al o L1 258 ZHH 7M1t £33 BE0 O
A o] T oA 2 aH 87 Y% AR e 9 A= 8
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AL @52 AEs 4 glelnz g dires ded fEAdss A= e 2d
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7vz5] 2= ot} d & AFs] HlaL 71 shrE ofdde] i, o
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(Berman and Thelen 2004; & R4 2015).
ol¢} o] 2t Ado] B4 2
wzte] HHE AT Fohagd o] B A4S
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(Gefen 2000).
2ehl e g Wefoll A Al B ol W Y

7o Y A% N2 F5S 275

7] ghge] QA AHge] W shsaate] 4
A EE A S JIAE, FGS 2007). ©f
£ a2y 204 4% 7S eklelA st
LA Ao w) 2etelamol o A9y A
L 629 B G N Fa 2oz 3
29 4 9le-g AARI

A 21440 Tt A7 Sof nh i 2ekel 47
Aol F445 Latel Tt EolA:

(Tan 1999) AA| FujRl: Fgt F7lotA "ot
(Forsythe and Shi 2003)1 gtch. 18] 11, el
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(Forsythe and Shi 2003; Tan 1999).
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H]-go] exztelaide] Bls| H7] wiEol(Liang Fele YA 7HsAdol 2 Ao w debE
and Huang 1998), ZH419] Y=o gh= A1 &S 74 QoFopAtH, AEEMI} Foffd-S deA oz
S1A) AEsE 4= 9l A © Z o] B 2(Bakos 1997), & 0]-8-6t 1A} Stz AP A 2 F ol whet
TS eI & SES FoE Aot derd o= Afde HAMIEst] A4l o] 427 98
ESH Z7] 2 AE O] APE A A2 ol8staL = SHietetalzt g Zlom, £ DS F8l A7
AR A o] Fshe AFdEe A ] tis & 2282 ARt A0S kil A4S 2 2 A
7] Aam ATt AHE vl A4 Zojlug ojtt. 12al, AB[AF EA 3ol tisl 54 Al
(Balssubramaina et al. 2005), S 5= 3 A B 7HAAL QLA Ao Al Fajt 9 A E
of dish 22 ZHA "ot & S0, AFEE2 oAl 2L BFol U2 4 e Wl FF O T= =ot
FEZAME2 Tl A" 7 o = AlFolut AH| 2 A A et
£ 85 5 7] "lwell 2225 ATt AR} ERL Z|EAFNME FHA Y BEoe
2 9145}/ Htk(Chandon, Wansink and Laurent Atololl Fofgt JaF BAZF =1= Tl UTH(Shimp
2000; Feick and Price 1987). and Kavas 1984; Bagozzi et al. 1992; Ashworth et al.
S, AT -9 5tel B/ Aol B 2005). dlS Sol, Ashworth et al.(2005)0] T}2H,
TR a0 B o] AL AFEA L vl FE A D5l thet v o] T
dol WE Aol B WS AT AT FEol e A6 d Bojo] wret TE o)
ZFA ¥ 2 & (Verhoef et al. 2007), T84 FHE & ol Hsletrtal 4 5kelct Wb, 45T A
ohe) £ AOIA FAATE HES BT walEe] det 2P PEe 459 W50l
457 PForo JFHS AN 7sol = A Y= nE AR AT 5 QT o] &
o =, 7 AES AE o] AEAQ FHe Edj= o2 &2 7S AlQkeit
7FA] 21 21 7] w2l (Berman and Thelen 2004), &
ALE Ao o] 88 A FHEE Au]s 3] 378 FEe £29 BEzo] Hhe]
AHzo] F7kstol anlat dl@ie FeKthEY a2 w3,
2010; Wallace, Giese and Johnson 2004). 9 & 5°1,
cofld e gukae dHol B, e Tekeld 14 22 HET £2Y WSSO O/XE
g2 AlEel digt 2842 AAT & 7 W= gt
Oﬂ(X—]/\]'U] 2013a) Z—]Eﬂxﬁ_‘,} Q_UH = 71—7] = X
dofl A stA 2 7-%(cross-channel), T 2H2] & <] 350l et B = 4-3F 5kl A} S= d-5of TRt
< GdAdute o] 83S met Hlws) F Ao=w T oA 52 B oAl HHrA 747 © % (Ajzen and
o= ot Fishbein 1980) thAo] tigt el =7} o}t o5 A
TS, =Wl AAC A 71 xet BrERLR Wof| et H7tet, 9] 3= Fofl dst= Aot
Fe A B ego] FRSAHA 2etQlagEo g ZA7ItE A9 o &2 Ao Eth(Ajzen
ofxlo] FE A1 Ql= 7k 451 dFo] 7t and Fishbein 1980). THA] ol 3j5of T35t g =t
AotF= A A slE2 22 B g oA =7 327t Asel diste] 1 52 shFe=H
Aol H=g J4A713L, 4571 FFoko Aol Al Brg At Aaprt dojd Aolzts Ad
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Likert 78 22 SH = oh(1=mf-¢ 12 2] g, =02 £ 2Y He= 4T P55 of et
7=t Tty wlAe] 504 .0 ] ol el Hohe A tiAo]
A7, &5 AAA 7] = 7 g o] ApE A o] et B =7t of et fs Aol gt Bl =
1B B8 AT oRA B5D 5 s, o4, PERE, =uHQ01)] ATE e
U= AAA ZEA of tigt 7| 2 4 2] 6Fal, Kim and Shof 2 Aol WA AT 32 g e = S
Niehm(2009) Aol &85 328= & A+l npzete 2 &2 PF5o= 2aploA] FH
9 Astel 245t oo LeRled B WAsty oxeleldl ABS IT 5 Lo
2442 Gefen(2000)2] A olof wrat vkA 9] 45 0101]*1 Tt oo 2 AJofstal, Khalifa and
g A%, 120 84S Eol2 Ado] BAE Lu@o07)olA ASE 4R 3 1858 2 Qo
S, A, ot ¥ o = P A1 7o thgh o] 5f SHA| A st ARESERAL, SHLAE 002 117
2 #4313, Kim and Rao(2008)2] A5 #H%5} 5to] =A5k9ith
of 259 £ Qo] A}k Betus 38
= & Aol BA 5t ARG 19 A, 5 3. Mzd S EfEd Ed
T 1 H-2 Ajzen and Fishbein(1980)2] 7 o] o] ot
o 9IA Axzrh 5o tid Bre} 1 5] 2 APl AL P AZ A A=A B 5
el Bl FH AFES] WA FESHE,  glon], eld agRAe To TGl By
Shimp and Kavas(1984)9] 175 ZFx5to] 3719 d= ASSHn. WA, SAFEEY 4A=4d 54
mopo 2 =45kt & 913 Cronbach’s 4ot 245 AASHHT 24
<BE2-2H 32
474 55 ys yaes
_A20| = 4 =
rmery | ATIAERTSRIE ARAE —
e -Lh= a20oz X238 7170 7fxl7f 91'1} *07—.*3_*&
-l 2EFRIEoN 422 ¥e Ao A5t
=22felay F=d -l 22felad PO Z 2 M A0 =50} Kim and Rao(2008)
- LH= 22401K 20lA 4E2 Tofsts 2o etk
7t S25tA M2dhe AFRE2 W7t &8 FOIE Sl 2R E
OisH 24Ol Chef ... 2hm Aztstc Shie and
ESn/RS It CO{E| A X5 2e b an
R = o83 Kavas(1984)
MK e e 7H| =
o|RHES POfSt X S ..
429 HE L= &2 9 Foj7H S0 0 y2sict ol5E; P52,
L7 - Lb= 420 7047} S YsIChn A2t 0| FI(2011)
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<E 3> HOIH 20124 21}
AN 3= HZ23 A& SEE. gt P CR AVE Cs a
2|2kel A20 PEV1 899 - - -
A 713 PEV2 898 052 19.599 kK 0912 0.814 0929
erin PEV3 910 .052 19.618 Hokk
FOSI1 .889 - - -
2210147 =M FOS2 .898 .059 17.887 Frk 0.924 0.792 0.919
FOS3 .882 .056 17.354 HEE
SUNI 913 - - -
F2A A SUN2 904 .050 18.721 Hokk 0.882 0.777 0.911
SUN3 .825 .053 15.801 Hkk
ATS1 .903 - - -
ASE[E ATS2 914 .049 20.446 kK 0918 0.779 0.919
ATS3 .829 .052 16.362 rkx
A20dE0|g SBI 1.0 - - - - : -
*Model Fit: X2 =171.499 (df: 56,p= .079) , RMR=.029, GFI=.948, NFI=.970, IFI=.993, TLI=.991, CFI=.993, RMSEA=.037
ok n<(.01
<H 4> Alu_l-?.‘“ _E_ M
T2 PEV FOS SUN ATS SBI
PEV 1.000
FOS .638 1.000
SUN .688 462 1.000
ATS .848 736 .663 1.000
SBI .608 572 457 811 1.000

PEV: Perceived Economic Value, FOS: Familiarity with Online Shopping, SUN: Subjective Norm, ATS: Attitude Toward

Showrooming, SBI: Showrooming Behavioral Intention.

43}, 2 2492

2507

=° 3t Cronbach’s &otgto]
UrE}LP M0 A=]Ado] R

Telos

X% =171.499(df = 56, p=.079), RMR=.029,
GFI=.948, NFI=.970, IFI=.993, TLI=.991, CFI=.993,
RMSEA=.0372 249] Agr = 48 7=dlctn
wehE ik

HHE7] 9l AFEHTE
T}, i3 41 2] & (Construct
Reliability; CR), 3w EAFFEZZ (Average Variance
Extracted: AVE) %f©| Fornell and Lacker(1981)7}
A AIGE 71Z(C.R.=.7°14, AVE=.05014)& 25 A
I AHEE SATHRES ASEHTAAI A=A
R e

e O AE= AR 2] Al
AVEZIHT 2225 Fof o]F
THEEE Al (") A4 7 AVEE H] i s}o]
AVE> ¢*o|H HHeEIG 7] 2
and Larker 1981). 1 ¢ 510 4|
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‘47118 o] AVEZLo] A 4= TH Al 4] A5k A5 A, BEAS7} 326(C.R.=5.362 p<.0)Z
= Jelote Aoz yeit SR FA4oAM AL ot (o FF= vAl= A= et 7Hd
$H HrSe waggye g oz B A=
ATH<HE 4>, o= 7 1 457 Bl e 7He] Al
S ASotA g7 32 4 2A57-.108(C.R.=.1753
4.714 44 p>.05)=2 7P o] Weo] Wit 2 Yepityl, A2 2
25 ol5l7] oot AElEA Zgct npuro 2
SH QAR ZHYRY B F ATRYe] s 4k 27 HErt a7 P u]xs
Nt o B2 P2 A ST ol 2R o] 4 FFoll mA= FFol Bt ARJMH B=AS7L
A= <X 5590 AAF vEe} o] 867(C.R.=12.995, p<.01)= L} A &= GlTt.
x? =81.700(df = 59, p=.027) 22 7|2t ]t}
I8, 9] p-valuers HE9] 37|19t SS9
ol Rzt A 7HAAL Qlo] A 7]of gt V.42 9 =2
5H2] ¢F-2 TLIY RMSEA Q] A 252 ¢/ 1 &5}
o] o] Weke Wast glek. el A APE 1 Aol 20F U AJAPY
A5 RMR=.036, GFI=.940, NFI=.966, IFI=.955,
TLI=.987, CFI=.990, RMSEA=.044% Hair et B2 AFE £F 0 o 5o] AH|xFe] o] 4 wto
al.(2006)7t AN T AR 7| F(FEES 250015t 2 2 Eolet Mekeln HE9) 5A0]9] <l
o], CFI>.95, TLI>.95, RMSEA<.08)2 TFEA| Zi T}, WA E Aotz el dFoles 285t &
B AN AR ARAR dF AR L A 2P PF AR o RHOR PFF A S
Fbdel A AT <E s-oh gk WA M 1S gtk
459 BAA 712 A2l 459 Hkof v|A= 2 AT EAEANE gofstH vt gt |
Aol TS Aoz H2ALTt 635(CR=9.871, A, A 24E &2 AAA 7], Latl i 44
p<.01)= Hof A==t 7HE 2= IE UL 2Pl FEE o] 259 Bkl T8 A el 9
ZAo] 427 Huof vAE G B AN FL u]ATHs AHE Lokl a® W44, 429
<H 5> 71444 A}
7t 3= BESH 2+ ek p2| 2f{E4 04
H1 Perceived Economic Value — Showrooming Attitude 635 9.871 * ok KK EH
H2 Familiarity with online shopping — Showrooming Attitude .326 5.362 *okk KH EH
H3 Subjective Norm — Showrooming Behavioral Intention -.108 -1.753 .080 7|2t
Ha Showrooming Attitude — Showrooming Behavioral 867 12.995 s X
Intention

Model Fit : x> = 81.700(df = 59, p = .027) , RMR=.036, GFI=.940, NFI=.966, IFI=.955, TLI=.987, CFI=.990, RMSEA=.044

% p<0.01
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Understanding of showrooming behavior based on the Theory
of Reasoned Action

Min-Sun Yeom*

ABSTRACT

Today, a lot of corporate distributors adopt a multi-channel strategy that utilizes a variety of media while
diversifying service encounters in a bid to provide customers with better services and to meet their various
sophisticated needs(Wallace, Giese, and Johnson 2004).

Meanwhile, customers selectively and strategically choose their preferred channels that are considered
mutually complementary under the multi-channel environment in order to meet their needs more
effectively(Wallace, Giese, and Johnson 2004). That is, some consumers browse products online and make their
purchases in offline stores while others visit offline stores to check out products and make purchases online in this
multi-channel environment(Chatterjee 2010).

However, there is a lack of research into multi-channel consumers who shows complicated purchase behaviors,
moving around online and offline without restrictions. In particular, previous researches fell short of profound
discussions of multi-channel consumer behavior patterns, limiting their coverage to classifying those behavior
patterns.

This study has focused on showrooming phenomenon that is becoming an issue recently in multi-channel
distribution environment. Showrooming refers to a consumer pattern where a shopper visits a store to check out a
product but makes a purchase online instead at a lower price(Verhoef, Kannan and Inman 2015; Sevitt and
Samuel 2013). In fact, surveys show 23% of domestic customers experienced showrooming, checking and
comparing products in offline store but actual purchasing is made online.

This study seeks to promote understanding of showrooming behaviors of consumers by theoretically
investigating the mechanism of showrooming behavior by applying the theory of reasoned action presented by
Fishbein and Ajzen(1975), based on the assumption that showrooming behavior among consumers is based on
their rational decision.

Major hypotheses generated by this study are as follows. First, consumers who find showrooming
economically valuable are likely to show strong attitude toward showrooming(H1). Also, given that

showrooming consumers make actual purchases online, those who are familiar with online channels are more

* Senior Researcher, Korea Chamber of Commerce & Industry
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likely to engage in showrooming(H2). It is also assumed that consumers who have a positive attitude toward a
specific behavior and have their behavior accepted by significant people around them are more likely to have
higher intention of engaging in that behavior(H3). Based on these hypotheses, a research model has been set up as

illustrated in Figure 1.

Perceived
Economic Value
H1 (+
() _ Showrooming
Showrooming Behavioral
. Attitude H4 (+) Intention
+
*) 1134
Familiarity with jecti
Ouline Shooping Subjective Norm

<FIGURE 1> The Conceptual Framework

To test the hypotheses presented above, this study has conducted a survey among males and female shoppers in
their 20s through 40s who live in the metropolitan area and have the experience of showrooming fashion items
within the latest six months. A clothing product that is purchased usually upon completion of a careful
decision-making process has been chosen as the target product of the study.

The survey was conducted during the period between October and November 2014 through a professional
survey service provider. A total of 200 survey sheets have been collected, out of which 198 sheets have been used

for statistical analysis. The typical characteristics of the sample are described in Table 1.
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<TABLE 1> Characteristics of Respondents(n=198)

Characteristics Frequency % Total
Seoul 101 51.0
Region Gyeonggi-do 78 39.4 198(100%)
Incheon 19 9.6
20-29 48 242
Age 30-39 75 37.9 198(100%)
40-49 75 37.9
men 92 46.5
Gender 198(100%)
woman 106 53.5
. single 89 449
Marital status - 198(100%)
married 109 55.1
below 1 32 16.2
1-5 51 25.8
e Shopping Experi
Online Shopping Experience 5-10 69 348 198(100%)
(less than six months)
10-15 39 19.7
over 15 7 35

Following the confirmatory factor analysis and measurement model analysis, the theoretical model that
corresponds to the research model has been analyzed. The analysis results of the theoretical model are presented
in Table 5. Hypothesis One is about finding out the effects of recognizing economical value of showrooming on
the showrooming attitude and was adopted with the path coefficient of .635(C.R. =0.987, P<.01), which indicates
the former makes a statistically positive(+) or significant influence on the latter. Hypothesis Two is about finding
out the effects of familiarity with online shopping on the showrooming attitude and was also confirmed with the
path coefficient of .326(C.R.=5.362 p<.01), which indicates the former makes a statistically positive(+) or
significant influence on the latter. Meanwhile, Hypothesis Three designed to verify the correlation between the
subjective norm and showrooming behavioral intention was not adopted with the path coefficient
of-.108(C.R.=-.1753 p>.05), which indicates it goes counter the direction of hypothesis and is not statistically
significant either.

The study presents the following implications. First, the analysis result that says the familiarity with online
shopping makes a positive(+) effect on the showrooming attitude implies that more experience in online
shopping consumers have, the more likely they make purchases online without checking out a product offline.
Next, the conclusion that the economic value showrooming makes a positive (+) impact on the showrooming
attitude indicates that showrooming consumers engage in planned and rational shopping by taking advantage of
different channels on a mutually complementary manner in order to maximize their economic benefits. Finally,
the third hypothesis that the subjective norm makes a positive (+) impact on the showrooming behavioral

intention has been rejected, which demonstrates that showrooming consumers are relatively less sensitive to
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social pressure due to anonymity in their online purchase behavior.

<TABLE 5> Results of Structural Equation Model Estimation

Hypo-thesis Path F:(:fnm‘dli (zia.igiendigs CR. p Result
H1 Perceived Economic Value — Showrooming Attitude 635 9.871 w1 Supported
H2 Familiarity with online shopping — Showrooming Attitude 326 5.362 *#* | Supported
H3 Subjective Norm — Showrooming Behavioral Intention -.108 -1.753 | .080 Rejected
H4 Showrooming Attitude — Showrooming Behavioral Intention .867 12.995 w1 Supported

Model Fit : x* = 81.700(df = 59, p = .027) , RMR=.036, GFI=.940, NFI=.966, IFI=.955, TLI=.987, CFI=.990, RMSEA=.044
*r% 50,01

I expect this study to instigate relevant researches given the reality of near absence of research into showrooming

and to serve as the basis to establish channel integration strategies for distributors.

Keywords : Multi-Channel, Showrooming, Theory of Reasoned Action, Perceived Economic Value, Familiarity

with Online Shopping, Subjective Norm






