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Abstract  The purpose of the study was to identify dimensions of benefit sought where consumer 
cross-border online shoppers seek and to examine the effects of the dimensions on expectancy, perceived 
performance, disconformity and satisfaction with cross-border online shopping. A total of 258 data were 
gathered and analyzed using SPSS 22.0. The results of the study identified that six dimensions of benefit 
sought of cross-border online shopping, which were economic-efficiency, convenience, uniqueness, scarcity, 
superiority and conformity seeking. There were significant effects of economic-efficiency, scarcity and 
uniqueness seeking on the expectancy, perceived performance, and satisfaction. In addition, consumers 
were segmented as four clusters classified using benefit sought of cross-border online shopping. The four 
clusters were labeled as “high interest type”, “disinterested type”, “unique scarcity type”, and 
“price-first unfussy type”. The significant differences were found among the clusters in the research con-
structs of expectancy and disconfirmation theory. The findings of the study suggested practical and mana-
gerial implications. 

Key words  Cross-border Online Shoppers, Segmentation, Expectancy and Disconfirmation Theory, 
Benefit Sought, Satisfaction 

Introduction

Cross-border online shopping is emerging as a major retail channel for consumers’ purchases as four out 
of ten Internet shoppers, so-called “direct purchasers”, have made purchases from overseas online shop-
ping malls (H. J. Kim, 2014). The market size of the cross-border shopping has surged in recent years 
("Overseas Purchasing Again", 2015), although cross-border shopping still takes up a relatively small por-
tion of entire retail sales of 268 trillion KRW (Yoo, 2014). Cross-border online shopping refers to a 
purchasing strategy that involves making a purchase from an overseas shopping mall and having the 
product internationally shipped to the purchaser (J. M. Park, 2013). Cross-border online shopping has 
shown a steady increase in the previous four years, and showed approximately a 470% growth rate com-
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pared to 270 million USD in 2010 ("Overseas Purchasing Again", 2015). The market size of the cross- 
border online shopping is expected to exceed 2 trillion KRW (Jeong, 2015). Although the proportion of 
cross-border online shoppers in their 30s and 40s in the entire retail market has decreased from 2014, 
the proportion of those in their 20s has risen sharply from 5.5% in 2011 to 11.5% in 2014 (T. J. Kim, 
2015). Regarding purchase items, clothing and fashion accessories accounted for the largest portion (40%) 
of all cross-border online purchases, followed by health functional food and food ingredients (25%), and 
cosmetics (11%), growing with the variety of the times. Moreover, the countries from which purchases 
are made more than doubled in 2014 compared to 2010 ("Overseas Purchasing Again", 2015).

The cross-border online shopping market is growing rapidly, the shopping malls that allow 
cross-border online shopping is increasing, and easier and faster cross-border shopping systems are being 
established (J. S. Lee, 2015). In addition, the “Black Friday” sale in the U.S. drew enormous attention 
in Korean magazines and newspapers, and attracted great interest from domestic retailers (C. Y. Lee, 
2014). While the interest of consumers and industries in cross-border online shopping increases, research 
on cross-border online shopping has only recently begun, and has been focused on the general aspect of 
cross-border online shopping rather than product characteristics (H. S. Cho, Kim, & Byun, 2014; E. Kim, 
Park, & Park, 2015). However, research needs to be conducted on different types of cross-border shop-
ping items since consumers’ shopping patterns, expectations, and benefit sought vary across different 
product groups as demonstrated by S. Y. Chung (2009). In addition, despite the high proportion of cloth-
ing and fashion accessories in cross-border online shopping ("Overseas Purchasing Again", 2015), little 
research has focused on the topic.

The need for research on purchaser’s satisfaction with and repurchase intention for cross-border 
shopping purchases has been suggested as the issue has not been discussed, despite a continuing increase 
in cross-border online shoppers. The “expectation disconfirmation theory” (Oliver, 1980) is a leading 
theory in evaluating satisfaction using expectation and perceived performance to explain consumer 
satisfaction. Research on customer satisfaction in the theoretical framework of expectation and dis-
confirmation has been conducted in many fields (S. Y. Choi & Cho, 2014; Shin, 2009), as well as spe-
cifically on clothing (Y. M. Chung, Cho, & Chung, 2009). However, consumer satisfaction with cross- 
border online shopping as a retail channel has not been determined, and the benefit sought by shoppers 
from cross-border online purchase have not been identified. Most previous studies on benefit sought by 
clothing shoppers were focused on clothing products (Im & Ryou, 1998; H. N. Kim, 2008; K. H. Lee & 
Lee, 1999; Yu & Kim, 2013), and included various retail channels (Chae & Kim, 2013; G. Choi & Lee, 
2012; H. W. Park, Park, & Lim, 2004). Thus, the present study aims to identify the benefit sought by 
consumers from cross-border online shopping, and investigate the effects of the type of benefit sought on 
satisfaction, using the expectation disconfirmation theory (Oliver, 1980). The study is different from pre-
vious research in that it identifies the benefit sought from the use of cross-border online shopping as a 
retail channel, and determines shoppers’ satisfaction with the shopping experience by recruiting actual 
cross-border online shoppers for fashion products as study participants. 

The study was conducted with cross-border online shoppers for fashion products in their 20s who 
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live in the Seoul Metropolitan Area. The study objectives are as follows. First, the study identifies the 
benefit sought from cross-border online shopping, and determines the effects of the types of the benefit 
sought on expectation, perceived performance, positive disconfirmation, and satisfaction. Second, the study 
determines differences between subgroups of the consumers classified based on benefit sought. The find-
ings of the study are expected to deepen retailers’ understanding of consumer groups that vary in the 
benefit they seek, providing evidence to inform group-specific marketing strategies. 

Literature Review

Cross-border online shopping

There are three types of cross-border online shopping: direct purchase from a foreign shopping site, use 
of a delivery agent, and use of a purchase agent. The direct purchase from a foreign website type in-
volves consumers making a purchase on a foreign shopping site and having a product internationally 
shipped by the foreign shopping site; three online shopping malls including Amazon, eBay, and iHerb 
are the most commonly used ("Overseas Online Shopping", 2015). The use of a delivery agent type in-
volves consumers making a purchase on a foreign shopping site and having a product shipped to a de-
livery agent in the foreign country, and then paying the agent to have the product shipped to the pur-
chaser in Korea. The use of a purchase agent type involves purchase agents making a purchase and 
shipping the purchased item on behalf of a consumer, and then the payment is made via the purchase 
agent (E. Kim et al., 2015). 

Consumers engage in cross-border online shopping in various ways, and researchers in the past 
have investigated cross-border online shopping. S. Y. Chung (2009) reported that consumers’ demands for 
foreign brands showed a sharp increase, and that the degree of consumers’ preference and trust in the 
overseas purchase agent shopping malls has positive effects on their purchase intention. S. H. Kim and 
Park (2010) showed that the high level of Internet shopping activity increased purchases of brand prod-
ucts through the domestic purchase agent shopping malls and foreign shopping sites that ship 
internationally. The study also highlighted the prediction that the purchase of foreign brand products 
would increase, and as a result the activities in the cross-border online shopping industry would also 
increase. E. Kim et al. (2015) classified cross-border online shoppers into four types: savvy luxury brand 
shopper, shopaholic, price-sensitive shopper, and superiority seeker. The savvy luxury brand shopper type 
perceives cross-border online shopping as a useful tool for purchasing products inexpensively. The shop-
aholic type places significance on purchasing the items that are unavailable or difficult for others in 
Korea to buy through cross-border online shopping. The price-sensitive type is interested in purchasing 
popular products inexpensively and fast using cross-border online shopping. The superiority seeker type 
uses cross-border online shopping to feel a sense of superiority. However, E. Kim et al. (2015) con-
ducted a study on the classification of consumers using qualitative research methodology, which is ex-
plorative in nature, and suggested the need for quantitative research as future research direction. 

Studying the factors that affect behavioral intention of cross-border online shopping using the plan-
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ned behavior theory, E. J. Kim, Park, & Park (2014) found that subjective norms, perceived behavioral 
control, and attitude have a significant effect on behavioral intention of cross-border online shopping. The 
comparison of the effect sizes of the variables suggested that the sizes were in the order of subjective 
norm, perceived behavioral control, and attitude. Regarding variables about beliefs, while enjoyment, utili-
ty, and innovation had a significant effect, the effects of a sense of superiority and trust were not 
significant. However, previous studies on cross-border online shopping (H. S. Cho et al., 2014; S. H. 
Kim & Park, 2010; E. Kim et al., 2015) have limitations in that they conducted only a classification of 
cross-border online shoppers, which is basic data gathered on cross-border online shopping activity in 
Korea. 

Expectation disconfirmation theory

According to the expectation disconfirmation theory (Oliver, 1977, 1980, 1981; Yi, 1990), consumers 
form expectations of a product or service before purchasing this product or using this service, and then 
they understand the actual performance of the product or service through using it. Depending on the de-
gree that the purchased product or service disconfirms the purchaser’s expectation, the level of sat-
isfaction is determined. If the performance is lower than the expectation, it is negative disconfirmation, 
and the consumer becomes dissatisfied. Conversely, if the performance is higher than the expectation, it 
is positive disconfirmation, and if the performance matches the expectation, it is simply a corre-
spondence, and in these cases the consumer becomes satisfied (Oliver & Desarbo, 1988). Expectation re-
fers to the criteria with which to compare the performance in relation to attributes of the product or 
service expected in a point in the future (Halastread, 1999; Oliver, 1980). Performance refers to the con-
sumer’s judgment based on the experience of using a product or service (M. R. Kim & Rhee, 2004). 
The expectation disconfirmation theory defines customer satisfaction as the evaluation of how much a 
consumer’s experience of a product or service corresponds with the level of expectation (Hunt, 1977). 

Oliver and DeSarbo (1988) demonstrated that expectations influences satisfaction. Engel, Blackwell, 
and Miniard (1995) reported that positive disconfirmation results in customer satisfaction and purchase in-
tention, but negative disconfirmation reduces repurchase intention of the product in the future. Regarding 
previous studies on applying the expectation disconfirmation theory to the field of apparel, Ko (2011) 
found that correspondence between performance and expectation had a positive effect on satisfaction with 
purchased clothing products, whereas expectation did not have a direct effect on satisfaction. K. H. Hong 
(1991) found in the study on consumer satisfaction with brand clothing that expectation had no direct ef-
fect on satisfaction as shown in Ko (2011); however, performance and normative expectation dis-
confirmation predicted satisfaction. Ye and Chang (1999) reported in the study on consumer satisfaction 
with purchases of formal clothing that expectation and performance had a direct effect on satisfaction, 
but positive disconfirmation did not have a direct effect on satisfaction. These studies investigated the 
satisfaction level as a function of a consumer’s expectation of clothing products; however, the theory has 
never been applied to cross-border online shopping as a retail channel. 
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Benefit sought

Benefit sought refers to the subjective reward and the related positive outcome that a consumer wants in 
relation to a product or service use (Peter & Olson, 1987). Attributes are objective characteristics that a 
product is composed of, whereas benefits are the subjective experience of the attributes of a product or 
service as outcome (S. H. Lee & Lim, 1998). In other words, as a consumer seeks benefits from a 
product and service, the market can be segmented based on the types of the expected benefits, and the 
benefit segmentation can be used for predicting a consumer’s purchase behavior and positioning a prod-
uct and service (Schiffman, Bednall, Cowley, O'cass, Watson, & Kanuk, 2001). Previous studies classified 
benefit sought using various criteria depending on the subject of the research (H. N. Kim, 2008; Im & 
Ryou, 1998; K. H. Lee & Lee, 1999; Yu & Kim, 2013). Yu and Kim (2013) classified the benefit 
sought from clothing into trendiness, individuality, aesthetics, and utility factors, and the factors in cloth-
ing choice into overall coordination, stability of form, design, others’ reaction, fit to occasion, and 
convenience. The study identified clothing choice criteria for individual groups based on benefit sought. 
J. S. Hwang (2003) compared benefit sought and personal values by classifying the benefit sought from 
clothing into five factors (better impression, trend, individuality, body shape correction, and comfort) and 
personal values into three factors (stable and harmonious life, enjoyment, and achievement). Je (2012) in-
vestigated consumer satisfaction in clothing choice criteria by segmenting consumers who purchase out-
door clothing based on the benefits they sought (individuality, trendy brand, functional utility, and sophis-
ticated look), and reported that the satisfaction was highest in the consumers who seek individuality in 
the look. H. S. Hong and Koh (1996) identified the benefits that married women in their 30s and 40s 
seek from clothing, and tested the difference in the types of preferred brand types between the consum-
ers who seek different benefits. The benefits identified in the study that the consumers seek included 
brand value, economic efficiency, self-expression, youth/trend, and quality. H. N. Kim (2008) classified 
consumers based on the benefits they sought from clothing, and determined the differences among con-
sumer groups in their reasons for delaying a purchase decision about clothing. The study classified the 
benefits the consumers sought into social status, individuality, economic efficiency, body shape correction, 
and comfort, and reported that the individuality seekers, economic efficiency seekers, and body shape 
correction/comfort seekers tended to delay purchase decisions, while only the consumers who seek little 
benefit overall did not delay purchase decisions. 

Most studies on benefit sought focused on the benefits that consumers sought as a motivator for 
purchasing clothing. A study on purchase behavior in Internet shopping found that consumers seeking 
different shopping values showed a difference in the benefits they sought (H. S. Lee, Kim, & Jeong, 
1999). A related study (J. O. Kim, 2011) identified the benefit sought by shopping mall users who var-
ied in their degree of use of Internet sales promotion, and investigated the effects of different types of 
benefits on satisfaction and loyalty. The study explained benefit sought by classifying practical aspects 
into benefits of money saving and convenience, and pleasure aspects into benefits of entertainment and 
information. However, studies on benefit sought and satisfaction also exist in the settings of fashion out-
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lets (H. W. Park et al., 2004), fashion mobile apps (G. Choi & Lee, 2012; Chae & Kim, 2013), and 
specialty store retailer of private label apparel (SPA) brand stores in department stores (T. J. Kim, 
2015). G. Choi and Lee (2012) found that, among benefits of information sought on the fashion mobile 
apps, benefits of basic information and the information for convenient shopping has a positive effect on 
satisfaction. Chae and Kim (2013) investigated the effects of the benefits Chinese consumers sought from 
a luxury brand mobile app on satisfaction. The study measured specific aspects of satisfaction (i.e., sat-
isfaction in design, provided information, timeliness, and convenience) instead of measuring it as a single 
dimension, and specific benefit sought included seasonal information, shopping information, additional in-
formation, and emotionally-engaging information. The study found that among the benefit sought, season-
al, additional, and emotionally-engaging information had a significant effect on satisfaction with the luxu-
ry brand mobile app. T. J. Kim (2015) identified three dimensions of benefit sought from SPA brands 
(individuality, trend, and economic efficiency), and investigated the effects of the dimensions on 
satisfaction. The study found that all benefits studied had a positive effect on customer satisfaction, and 
the effect sizes were large in the order of economic efficiency seeking, individuality seeking, and trend seeking. 

Benefit sought from cross-border online shopping 

Economic-efficiency seeking 

Regarding the reasons for cross-border online shopping, approximately half of respondents indicated 
the reason of purchases at a lower price than in Korea ("Pay 159,000won", 2015). In other words, the 
major reason for cross-border online shopping is because it allows for purchases at a lower price than in 
Korea for the same product ("Research on the", 2013). Regarding economic-efficiency seeking as a bene-
fit that consumers seek from a clothing purchase, H. S. Hong (1996) reported that most purchases occur 
during sales periods, and price is the key factor in purchase decision-making. Han and Kim (2014) re-
ferred to the characteristics of taking advantage of sales periods and shopping primarily at discount 
stores as the affordable price as the priority. In Han and Kim (2014) and H. S. Hong (1996), consumers 
purchasing during the period with reduced prices instead of accepting the usual pricing were referred to 
as economic efficiency. Based on this research, the present study defines the benefit of economic effi-
ciency as seeking affordable purchase using cross-border online shopping instead of accepting the prod-
uct’s usual price in Korea, considering that product purchases are possible at a lower price in cross-bor-
der online shopping than in Korea (“Pay 159,000 won”, 2015). 

Convenience seeking

Since cross-border online shopping occurs online, convenience seeking can be conceptualized as the 
convenience of online shopping. In a study on Internet shopping, M. S. Kim (2008) defined convenience 
as the measure of ease in product purchase and use of Internet shopping malls by consumers. 
Wolfingbarger and Gilly (2001) maintained that Internet shopping provides a more convenient shopping 
method and environment than offline shopping. J. S. Lee (2015) reported that the growth of the 
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cross-border online shopping market led credit card companies to offer easy, fast, and reliable payment 
systems, highlighting the convenience that requires users to fill out minimal number in informational 
fields to make a payment. Based on theoretical and empirical studies, the present study defines con-
venience seeking as the benefit of a simple purchase procedure by means of a simple payment procedure 
and minimal requirement for information. 

Uniqueness seeking

Uniqueness seeking refers to seeking personal identity through behavioral expression of one’s 
uniqueness, and this mode of behavior manifests in nonconforming, innovative, and independent social 
behavior (A. Cho & Lee, 2009). Tian, Bearden, and Hunter (2001) proposed that uniqueness seeking ten-
dency is the consumer’s tendency to seek difference from others by means of purchase, use, and dis-
posal of a product to improve social image. Tian and Mckenzie (2001) argued that uniqueness seeking is 
the tendency to purchase and use the product to develop and reinforce personal identity and seek dis-
tinction from others. Considering that cross-border online shoppers who report using the Internet to pur-
chase products not available in Korea account for a large portion ("Pay 159,000 won", 2015), the present 
study defines unique seeking as the desire to purchase the products of the brands and design that are 
difficult to find in Korea. 

Scarcity seeking 

Scarcity refers to the restriction of opportunity to purchase a product, which makes consumers ex-
perience more value in the product and the desire to own it (S. Y. Jun, Kim, & Huh, 2004). Gierl, 
Plantsch, and Schweidler (2008) conceptualized scarcity using two aspects: limited quantity and time. The 
limited time in terms of supply uses the strategy of “limited edition,” which was suggested to increase 
consumers’ desire for the product. In an attempt to determine the effect of scarcity by limited quantity, 
Van Herpan, Pieters, and Zeelenberg (2005) conceptualized the limited quantity as excess demand and 
limited supply. Considering the current trend that the number of shoppers who purchase from overseas 
shopping malls to buy rare items such as limited editions and items not sold in Korea is growing (“The 
New Trend”, 2015), the present study defines scarcity seeking as the characteristic for seeking the prod-
uct that cannot be purchased in Korea due to excess demand or limited supply. 

Superiority seeking

Sense of superiority refers to a high evaluation of oneself (Murphy & Witt, 1975). According to 
Y. S. Hwang (2011), sense of superiority refers to the sense of standing out and having more talents 
than others in terms of degree of distinctiveness compared to others. Based on the study by E. J. Kim 
et al. (2014) on the types of cross-border online shoppers, the present study defines the benefit of a 
sense of superiority as consumers feeling superior about themselves regarding being a smart shopper who 
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uses cross-border online shopping, which is a smart shopping method in itself, and feeling proud about 
smart purchases for better products using the cross-border online shopping (H. S. Kim, 2014). 

Conformity seeking

Conformity can be described as changing one’s behavior and orientation to others’ behavior or the 
direction consistent with others due to psychological pressure from a social group through interaction 
(Kang, 1995). Murphy and Witt (1975) argued that individuals conform to elicit desirable reactions from 
their social environment, and M. J. Park, Lim, and Lee (2002) maintained that conformity is the ten-
dency to fit in with the majority’s opinion or the directionality of one’s group. Cross-border online shop-
ping is spreading in society beyond simply a fad in consumer trends (J. S. Lee, 2014). Especially con-
sidering the current context of the increase in growth of cross-border online shoppers in their 20s (T. J. 
Kim, 2015), and the tendency of conformity among consumer in their 20s, the present study defines con-
formity seeking as the benefit of identifying with the norm group that uses cross-border online shopping. 

Research Method

Research questions

The present study investigates the benefits that shoppers with experience in cross-border online shopping 
seek during their fashion product shopping based on their satisfaction with the shopping experience by 
using the benefit sought as consumer characteristic variables. Specifically, consumers are grouped based 
on the type of benefit they seek from cross-border online shopping. Then, the study determines the dif-
ferences between groups in perceived performance of and satisfaction with the shopping as a function of 
the expectation level when the shoppers purchase a fashion product using the cross-border online 
shopping. The research questions of the present study are as follows. 

RQ 1. The study identifies the benefit sought by cross-border online shoppers.
RQ 2. The study determines the effects of the benefit sought on the shoppers’ expectation, per-

ceived performance, and positively disconfirming satisfaction. 
RQ 3. The study groups consumers based on the type of benefits they seek. 
RQ 4. The study determines the differences between the subgroups based on benefit sought in their 

expectation, perceived performance, disconfirmation, and satisfaction with regard to cross-bor-
der online shopping, and the differences in demographics and purchase behaviors in 
cross-border online shopping. 

Sample and data collection

The sample for this study was limited to consumers in twenties those who had purchase experiences 
through cross-border online shopping. They purchased fashion related products including cosmetics and 
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perfumes. The researchers identified the respondents’ experiences using a screening question by face to 
face and then only qualified participants filled out a self-administered questionnaire. In addition to offline 
survey, online survey was prepared and a same screening question was used. A total of a total of 258 
data were gathered and used for final analysis. SPSS 22.0 were utilized to analyze data using descriptive 
statistics, factor analysis, ANOVA, cluster analysis, and multiple regression analyses.

Instrument 

Benefit sought of cross-border online shopping were measured using 27 items including econom-
ic-efficiency seeking, convenience seeking, uniqueness seeking, scarcity seeking, superiority seeking, and 
conformity seeking, of which they were revised in the context of cross-border online shopping. To assess 
economic-efficiency seeking, 4 items were revised, each of 2 item from M. J. Lee & Lee (2013) and M. 
S. Kim (2008) respectively. Convenience seeking was measured using a total of 5 items; 3 items from 
M. J. Lee and Lee (2013) and 2 times from M. S. Kim (2008). Superiority seeking were measured us-
ing 4 times obtained from E. J. Kim et al. (2014), and 6 items from W. S. Kim and Ryu (2003) were 
modified and used to measure uniqueness seeking. To assess conformity seeking, 4 items from Suh, Cho, 
and Noh (2009) were revised and used, and to measure scarcity seeking 4 items from Yoon, Lee, and 
Lee (2014) were used. To assess expectation, perceived performance, disconformity, and satisfaction, 
questions from S. M. Jun (2013) were modified in the context of cross-border online shopping. All items 
were measured using a seven-point Likert-type scale, ranging from strongly disagree (1) to strongly agree 
(7). In addition, questions about previous experiences with cross-border online shopping and demographics 
were included.

Results

Sample characteristics

The characteristics of participants for the present study were as follows. About 47.3% were male and 
52.7% were female, and the average participant age was 23.4. A majority of the respondents were col-
lege or university students (76.4%), of which fashion and clothing related major was 49.8% and 
non-fashion and clothing related major was 50.2%. In regard to respondents average monthly household 
income, about 24% of them exhibited both categories in 4,000,000~6,000,000KRWand 6,000,000~ 
8,000,000KRW. The participants expressed 219,647 KRW as their average monthly expenditure for fash-
ion products.

In regard to respondents’ frequency of cross-border shopping experiences, 38% of them indicated 
they shop in every 2~3 months, followed by 24% of them purchase two or three times in one month, 
19.8% of them shop one or two times in a year, 14.7% of them in one in 6 months, and 9% of them 
in once in one month. The participants expressed 193,227KRW as their average monthly expenditure for 
cross-border shopping. They heard about this shopping method via Internet (48.9%), and followed by 



IJCF

Vol.16 No.2

34

International Journal of Costume and Fashion
Vol. 10 No. 2, December 2010, pp. 1-

friends (29.8%), family (7.3%), SNS (5.3%), advertisement (3.4%), and newspaper (2.7%). In terms of 
the methods respondents used for cross-border shopping, more than two-thirds of them used direct pur-
chase (66.5%), followed by purchase agencies (55.6%), and delivery agencies (34.6%). The respondents 
indicated eBay and Amazon were the mostly used website as a direct purchase method (48.1%, 43.8% 
respectively) when they do cross-border shopping. The frequency of product categories they shop by 
cross-border were as followed: shoes(68.1%), casual clothing(46.1%), bags and wallets (34.1%), fashion 
accessories including watches and fashion jewelry(17.8%), and cosmetics and perfumes (16.3%). 

Preliminary analysis 

To assess the construct validity and reliability, the factor analysis with a varimax rotation was conducted. 
As shown in Table 1, 27 benefit sought items resulted in six factors with an eigenvalue exceeding 1.0., 
excluding one item of a low factor loading in uniqueness seeking dimension. The 6 extracted dimensions 
were named as economic-efficiency seeking, convenience seeking, uniqueness seeking, scarcity seeking, 
superiority seeking, and conformity seeking, and explained 72.05% of total variance. As shown in Table 
2, the results of factor analysis in expectation, perceived performance, disconformity, and satisfaction, a 
total of 4 dimensions were extracted and 82.64% of total variable was explained by them. Cronbach’s 
alphas for all research constructs in the study were above .80,indicating acceptable internal construct 
validity. 

Table 1. 
Results of factor analysis: Benefit sought 

Dimensions Items Factor 
loadings

Eigen
value

% of 
variance 

explained

Uniqueness

to purchase products only few people know 0.70

3.90 15.02 0.83

to purchase only for myself 0.82

to purchase products that are not available in Korea 0.89

to purchase the more unique products 0.90

to purchase unique products that differentiate from others 0.87

Conformity

to purchase people around me to do so 0.82

3.24 12.48 0.84
to purchase people closed to me do so 0.84

to purchase where people around me purchase 0.83

to follow those who influence my shopping 0.85
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Dimensions Items Factor 
loadings

Eigen
value

% of 
variance 

explained

Scarcity 

to purchase limited edition globally 0.87

3.22 12.40 0.89

to purchase the product of which is hard to get in Korea 
because of high demand in Korea 0.89

to purchase products where limited edition in Korea 0.81

to purchase products of which having difficulties getting 
them in Korea 0.87

Convenience 

to get convenient order process 0.74

3.11 12.00 0.91

to get easy and fast shopping process for products I want 
to buy 0.82

to get easy check-out process compared to online shopping 
site in Korea 0.75

to purchase products whenever I want to buy 0.80

to get convenient searching process for the products I want 
to buy 0.72

Economic- 
efficiency

to get products cheaper than online shopping site in Korea 0.84

2.74 10.53 0.92
regular promotion makes me purchase products in mark-down 
price 0.75

price comparison makes me to purchase the cheapest products 0.86

shopping expenses is lower than ones from Korean online site 0.77

Superiority

let others know that I’m a smart shopper 0.71

2.50 9.63 0.81
let others know I can purchase products from expensive brand 0.78

to get shopping process others having difficulties 0.84

to get information about brands in oversees that others do 
not know 0.63

Total variance explained 72.05%
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Table 2. 
Results of factor analysis: Expectation, performance, disconformity, and satisfaction

Factor
Dimensions Items Factor 

loadings
Eigen
value

% of 
variance 

explained

Expectation 

to expect satisfied purchase 0.82

4.21 30.08 0.95

to expect purchase that I want 0.84

to expect the shopping makes me pleasant 0.86

to expect satisfied shopping condition for myself 0.83

to expect purchase the product that I want 0.85

Positive 
disconformity 

purchase products with good shopping condition better than 
I thought 0.80

3.48 24.61 0.91satisfied with the products better than I expect 0.82

shopping values better than I expect 0.76

satisfied with post-purchase compared to pre-purchase 0.78

Satisfaction

satisfied with cross-border purchase 0.76

2.48 17.69 0.91made me pleasant cross-border online shopping 0.81

wise to conduct cross-border online shopping 0.74

Performance 
cross-border online shopping condition was satisfied 0.72

2.45 10.25 0.81
benefits from cross-border online shopping was satisfied 0.68

Total variance explained 82.64%

Effects of benefit sought on expectation, perceived performance, positive disconformity, and 
satisfaction 

Table 3 presents the results of multiple regression analyses examining the influences of benefit sought 
dimensions extracted from the present study on expectation, perceived performance, positive dis-
conformity, and satisfaction. The regression model to predict expectation was significant(F=16.08, 
p<0.001) and explained 26.1% of total variance. The dimensions of economic-efficiency seeking, unique-
ness seeking, scarcity seeking, and convenience seeking had positive effects on expectation, especially the 
effects of economic-efficiency seeking and uniqueness seeking were strong compared to the others (βeco-

nomic =0.26, p<0.001;βuniqueness=0.26, p<0.001;βscarcity=0.18, p<0.01;βconvenience=0.18, p<0.05). While, there was 
no significant effect of superiority seeking, conformity seeking on expectation. 

The regression model to explain performance was significant(F=15.20, p<0.001) and explained 
25.0% of total variance. The dimensions of economic-efficiency seeking, uniqueness seeking, and scarcity 
seeking had positive effects on performance, especially the strong effects of economic-efficiency seeking 
were found compared to uniqueness and scarcity seeking (βeconomic =0.27, p<0.001;βscarcity =0.19, p<0.01; β

uniqueness =0.19, p<0.01).The regression model to explain positive disconformity was significant(F=17.18, 
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p<0.001)and explained 27.5% of total variance. The dimensions of economic-efficiency seeking, unique-
ness seeking, and scarcity seeking had positive effects on positive disconformity, and especially the eco-
nomic-efficiency and scarcity seeking had strong influence compared to uniqueness seeking (βeconomic 
=0.32, p<0.001; βscarcity =0.25, p<0.001; βuniqueness =0.14, p<0.05).

The regression model to predict satisfaction was significant (F=14.89, p<0.001),and explained 
24.6%of total variance. The dimensions of economic-efficiency seeking, uniqueness seeking, and scarcity 
seeking had positive effects on satisfaction, and especially the economic-efficiency had strong influence 
compared to and scarcity and uniqueness seeking (βeconomic =0.29, p<0.001; βscarcity =0.23, p<0.001; βunique-

ness =0.20, p<0.01).In summary, the more consumers in twenties with cross-border shopping experience 
seek economic-efficiency, uniqueness, and scarcity, the more they had positive responses in expectation, 
performance, positive disconformity and satisfaction. However, convenience, superiority, and conformity 
seeking did not show significant effects on dependent variables.

The study results showed that economic efficiency in benefit seeking was the most significant fac-
tor among all dependent variables including expectation, perceived performance, disconfirmation, and 
satisfaction. Since the previous study showed “because the price is lower than in Korea” accounted for 
the largest portion of the reasons for cross-border online shopping ("Research on the", 2013; "Pay 
159,000won at", 2015), in the present study, economic efficiency was the highest-rated expectation, and 
accordingly, the perceived performance and satisfaction, which indicate meeting expectation, and the pos-
itive disconfirmation level, which indicates exceeding expectation, were highest in the economic efficiency 
benefit dimension. The results of this study also showed a high level of expectation, perceived perform-
ance, satisfaction, and positive disconfirmation in the uniqueness and scarcity benefit dimensions. This re-
sult likely reflects the characteristics of shoppers in their 20s as being more sensitive to trends, and hav-
ing a stronger desire to express individuality and have rare products than other age groups, as shown in 
previous studies (W. S. Kim & Ryu, 2003; “Pay 159,000 won”, 2015; Yoon et al., 2014). In the present 
study, it was found that the influence of convenience in purchase and payment procedures was sig-
nificant to expectation, but not to perceived performance and satisfaction. This is likely a result of the 
fact that purchasers who are accustomed to convenient shopping in Korean online shopping malls do not 
find the purchase and payment procedures of cross-border online shopping particularly convenient. In the 
case of superiority and conformity factors, contrary to the view that they are important factors for 
cross-border online shoppers (E. J. Kim et al., 2014; J. S. Lee, 2015), they did not have a significant 
influence on satisfaction in the present study. 
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Table 3. 
Effects of dimensions of benefit sought on expectancy, performance, disconfirmation, and satisfaction

Dependent variables Independent variables β t Adjusted R2 F-Value

Expectation 

Economic-efficiency .26 5.73***

.26 16.08***

Convenience .13 3.90**

Scarcity .18 4.27***

Conformity -.11 -0.60

Uniqueness .26 2.19*

Superiority -.01 1.03

Performance 

Economic-efficiency .27 4.65***

.25 15.20***

Convenience .08 1.46

Scarcity .19 3.15**

Conformity .03 0.52

Uniqueness .19 2.94**

Superiority .08 1.12

Positive disconformity 

Economic-efficiency .32 5.73***

.28 17.18***

Convenience .05 0.90

Scarcity .25 4.27***

Conformity -.36 -0.60

Uniqueness .14 2.19*

Superiority .07 1.03

Satisfaction 

Economic-efficiency .29 5.05***

.25 14.89***

Convenience .05 0.79

Scarcity .23 3.75***

Conformity -.03 -0.52

Uniqueness .20 3.98**

Superiority .02 0.25

*p<.05, **p<.01, ***p<.001

Effects of expectation, performance, and positive disconformity on satisfaction 

Multiple regression analyses were conducted to examine the effects of expectation, performance, and pos-
itive disconformity on satisfaction. The results were appeared in Table 4, and the regression model was 
significant (F=133.52, p<0.001), and the morel explained 61.0% of total variance. There were positive 
and significant effects of expectation, performance, and positive disconformity on satisfaction (βexpectation 
=0.30, p<0.001;βperformance=0.24, p<0.001;βdisconformity=0.36, p<0.001). Thus, consumer perceived more expect-
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ation, performance, and positive disconformity of cross-border shopping, they perceived were more sat-
isfied with that cross-border shopping. 

Table 4. 
Effects of expectancy, performance, and disconfirmation on satisfaction

Dependent variables Independent variables β t Adjusted R2 F-Value

Satisfaction

Expectation 0.30 6.09***

0.61 133.52***Performance 0.24 3.75***

Positive disconformity 0.36 6.10***

***p<.001 

Consumer segmentation by benefit sought 

To segment consumers based on benefit sought, cluster analysis was conducted. The Ward method was 
used and based on the results of the dendogramm, 4 clusterswas set as appropriate numbers of the 
clusters. Next, cluster analysis using the K-means method was conducted and from the application of this 
method, respondents into four groups. Based on the results of cluster analysis, ANOVA was conducted 
to examine the mean differences among the clusters. As shown in Table 5, there were significant differ-
ences in all six dimensions of benefit sought by clusters (Feconomic= 48.16, p<0.001;Fconvenience= 34.69, 
p<0.001, Fscarcity=85.62, p<0.001; Funiqueness=17.78, p<0.001; Fsuperiority= 80.30, p<0.001; Fconformity=49.15, 
p<0.001).

The first cluster (n=86) scored somewhat low on the convenience factor, but high on all other ben-
efit factors. Based on the result, the first type was labeled as “high interest type,” indicating their high 
interest in most benefits. The second cluster (n=26) scored low on all benefit factors, and particularly 
low on the convenience, scarcity, and superiority factors; thus, the second group was labeled as 
“disinterested type,” indicating the low tendency to seek all benefit factors. The third cluster (n=82) scor-
ed highest on the uniqueness and the scarcity factors, while scoring lowest on the conformity factor; 
thus, they were labeled “unique scarcity type,” indicating high scores on uniqueness and scarcity. The 
fourth cluster (n=63) scored highest on the economic efficiency factor, and lowest on the uniqueness fac-
tor, while seeking little superiority; thus, they were labeled as “price-first unfussy type.” The results of a 
cross-tabulation analysis on the demographic characteristics of the groups showed no significant difference 
among the groups in the characteristics. 
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Table 5. 
Consumer segmentation by benefit sought

Factor/Cluster
High interest 

type
(n=86)

Disinterested 
type

(n=26)

Unique scarcity 
type

(n=82)

Price-first unfussy 
type

(n=63)
F-value

Economic-efficiency 5.04a 2.71b 5.00a 5.42a 48.16***

Convenience 3.97a 2.28c 3.20b 3.34b 34.69***

Scarcity 5.31a 3.50c 5.88a 4.52b 85.62***

Conformity 5.00a 3.66b 5.45a 2.97c 17.78***

Uniqueness 4.34a 2.45c 3.21b 2.45c 80.30***

Superiority 3.81a 2.05b 1.80b 2.15b 49.15***

***p<.001
Note: a, b, c indicate significantly different standardized means using Scheffé Post Hoc tests.

Analysis of variance was conducted to examine the difference of expectation, performance, dis-
conformity, and satisfaction among clusters and the results were shown in Table 6. The results showed 
that the consumer types based on benefit sought from cross-border online shopping have significant dif-
ferences in expectation, perceived performance, disconfirmation, and satisfaction. To determine specific 
differences among the consumer types, Scheffé’s post-hoc tests were performed. The results showed that 
the mean scores of the disinterested type were significantly lower than other groups on all factors, while 
the remaining three groups showed no significant difference in their mean scores, and the mean scores 
were high. Specifically, by comparing mean scores, the disinterested type was significantly lower in their 
mean scores than the high interest group, the unique scarcity type, and the price-first unfussy type, all of 
which scored high on all benefit factors. This suggests that the disinterested type has a low level of ex-
pectation of all benefits. The mean score comparison in perceived performance also showed that the 
mean score of the disinterested type was 3.53, significantly lower than the other three groups. The disin-
terested type also scored significantly lower in positive disconfirmation, which indicates that post-purchase 
outcome exceeds expectation, as well as post-purchase satisfaction than the other three types, all of 
which scored high in perceived performance and satisfaction.
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Table 6. 
Results of ANOVA and post-hoc analysis by cluster

Factor/Cluster
High interest 

type 
(n=86)

Disinterested 
type 

(n=26)

Unique scarcity 
type 

(n=82)

Price-first unfussy 
type 

(n=63)
F-value

Expectation 5.28a 4.39b 5.54a 5.02a 9.39***

Performance 4.94a 3.63b 4.85a 4.49a 9.93***

Positive Disconformity 4.91a 3.53b 4.96a 4.60a 13.18***

Satisfaction 5.28a 3.97b 5.39a 4.95a 13.29***

***p<.001
Note: a, b, c indicate significantly different standardised means using Scheffé Post Hoc tests.

A cross-tabulation analysis was conducted to determine the difference among four clusters in demo-
graphic characteristics and purchase behavior in cross-border online shopping. The four groups showed no 
significant differences in demographics such as gender, household income, and age. However, the clusters 
showed a significant difference in the ratio of those with a fashion-related college major (Table 7). 
Specifically, among those with fashion-related college majors, the proportion of the disinterested type was 
much lower than among their counterparts, and the proportion of the unique scarcity type was higher 
than among their counterparts. The difference among the four groups in expenditure on clothing was not 
significant.

The results of the difference among the clusters in purchase behavior in cross-border online shop-
ping showed that there was no significant difference in purchase time and frequency, monthly average 
expenditure on cross-border online shopping, the method of cross-border online shopping, and cross-bor-
der online shopping sites used. However, there was a significant difference in the purchased items in 
cross-border online shopping, specifically formal wear, casual wear, and shoes (Table 7). Regarding for-
mal wear items, 40% of the purchasers were the disinterested type, whereas only 8.9% of those who had 
never purchased formal wear through cross-border online shopping were the disinterested type purchasers. 
Regarding casual wear items, in the disinterested type and the price-first unfussy type, the proportion of 
those who had never purchased casual wear through cross-border online shopping was higher than the 
proportion of the purchasers; however, in the high interest type and the unique scarcity type, the pro-
portion of the purchasers was higher than the proportion of non-purchasers. Regarding shoes, which are 
the most commonly purchased items in cross-border online shopping, the proportion of purchasers was 
higher than that of non-purchasers in the unique scarcity type and the price-first unfussy type. However, 
there were no significant differences among clusters in other product groups including outdoor wear, 
sportswear, bags and wallets, miscellaneous fashion accessories, watches and jewelry, and innerwear. 
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Table 7. 
Results of Chi-square between cross-over purchase behavior and clusters 

Factor/Cluster

High interest 
type

(n=86)

Disinterested 
type

(n=26)

Unique scarcity 
type

(n=82)

Price-first 
unfussy type

(n=63)
Chi- 

square
frequency (%) frequency (%) frequency (%) frequency (%)

M
ajor

Non-fashion related 38(31.4) 19(15.7) 35(28.9) 29(24.0)
9.125*

Fashion related 43(35.8) 5(4.2) 42(35.0) 30(25.0)

Product category 

Formal 
wear

Non_purchase 
experience 84(34.0) 22(8.9) 79(32.0) 62(25.1)

10.65*
Purchase 

experience 2(20.0) 4(40.0) 3(30.0) 1(10.0)

Casual 
wear

Non_purchase 
experience 39(28.3) 19(13.8) 39(28.3) 41(29.7)

10.86*
Purchase 

experience 47(39.5) 7(5.9) 43(36.1) 22(18.5)

Shoes

Non_purchase 
experience 35(43.2) 11(13.6) 19(23.5) 16(19.8)

8.80*
Purchase 

experience 50(28.6) 15(8.6) 63(36.0) 47(26.9)

*p<.05

Conclusions and Recommendations

The present study was conducted with cross-border online shoppers for fashion products in the current 
context of steady growth in cross-border online shopping and the high proportion of fashion products 
among the purchase items in cross-border online shopping. In the study, participants were classified 
based on the specific benefit they sought from cross-border online shopping, and the effects of the type 
of benefit on post-purchase satisfaction were investigated. Specifically, using the framework of the ex-
pectation disconfirmation theory, which is a leading theory in studying consumer satisfaction, there were 
differences among the groups with different benefit sought in expectation of purchase, and perceived per-
formance and satisfaction after purchase. Shopping items included only fashion items, which account for 
the highest portion of all purchased items in cross-border online shopping. Conclusions of the present 
study are as follows. 

First, the study identified six types of benefit sought by shoppers in cross-border online shopping, 
including economic efficiency, convenience, scarcity, uniqueness, superiority, and conformity, which are 
similar to the benefits identified in previous studies. Second, the results of the analysis of the effects of 
benefit types from cross-border online shopping on expectation, perceived performance, disconfirmation, 
and satisfaction based on the expectation disconfirmation theory showed that economic efficiency, con-
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venience, uniqueness, and scarcity benefit seeking factors influence shoppers’ expectation levels, and that 
economic efficiency, uniqueness, and scarcity benefit factors influence perceived performance, dis-
confirmation, and satisfaction. The effect sizes of the benefit sought were largest in the following order: 
economic efficiency, scarcity, and uniqueness, which hold true in all dependent variables (expectation, 
perceived performance, positive disconfirmation, and satisfaction). The study found that the scarcity and 
uniqueness benefit seeking factors had positive effects with similar magnitudes on satisfaction. However, 
conformity and superiority benefit seeking factors influenced no dependent variables. The study results 
suggest that important benefit sought by consumers are economic efficiency, scarcity, and uniqueness in-
stead of conformity and superiority. Among the benefit sought, the convenience seeking factor in partic-
ular had a significant effect on expectation of cross-border online shopping, but no significant effect on 
performance, perceived performance, disconfirmation, and satisfaction. This suggests that shoppers ex-
pected that cross-border online shopping would be convenient, but the actual performance did not meet 
the expectation, and consequently the convenience seeking did not lead to satisfaction. 

Third, cross-border online shoppers were clustered into four groups based on the benefits they seek 
from the shopping: the “high interest type” that scored high on all six types of benefit sought; the 
“disinterested type” that scored low on all six types of benefit sought; the “price-first unfussy type” that 
scored highest on economic efficiency, but scored lowest on uniqueness and superiority; and the “unique 
scarcity type” that stressed uniqueness (products of the brands or designs unavailable in Korea), and 
scarcity (products that cannot be purchased in Korea due to limited supply and excess demand) as the 
benefits of cross-border online shopping. According to the results of the difference among clusters re-
garding expectation, perceived performance, positive disconfirmation, and satisfaction, the high interest 
type, the price-first unfussy type, and the unique scarcity type showed a high level of expectation and 
high levels of perceived performance, disconfirmation, and satisfaction. In contrast, the disinterested type 
showed significantly lower mean scores on the level of expectation, and lower mean scores on perceived 
performance, disconfirmation, and satisfaction based on the expectation level than the three other clusters. 
This likely suggests that regardless of benefit sought, those with a higher level of benefit seeking have a 
higher level of expectation, and higher levels of perceived performance, positive disconfirmation, and sat-
isfaction based on the expectation level. Regarding differences in demographic characteristics among clus-
ters, there was a significant difference in the ratio of fashion majors and other majors among clusters. 
Specifically, in the unique scarcity cluster, the proportion of the fashion majors was the majority, where-
as in the disinterested cluster, other majors were more common. Regarding the items bought in 
cross-border online shopping, formal wear was most often purchased by the disinterested type, casual 
wear was most often purchased by the unique scarcity type and the high interest type, and shoes were 
most often purchased by the unique scarcity type and the price-first unfussy type. 

The present study also has academic significance. This study is significant in that it focuses on 
cross-border online shopping as one of the biggest issues in the current retail industry, and was con-
ducted with shoppers that have experience in cross-border online shopping. Another significance is that 
the study identified the motivational dimensions by applying the theory of benefit sought (S. H. Kim & 
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Park, 2014; E. Kim et al., 2015), and moved beyond an explorative survey on the status of cross-border 
online shopping like in previous studies (H. S. Cho et al., 2014) by applying the expectation dis-
confirmation theory. Furthermore, although the relationship between benefit sought and satisfaction has 
been studied, research on the relationship between benefit sought and expectation disconfirmation is vir-
tually nonexistent; the present study incorporated both the aspects of benefit sought and the expectation 
disconfirmation theory. This study demonstrated that while convenience had a significant effect on ex-
pectation, economic efficiency, scarcity, and uniqueness also had a significant effect on all aspects of ex-
pectation disconfirmation, suggesting they are important benefit sought by shoppers in increasing sat-
isfaction with cross-border online shopping. The study also has the following practical significance. 
Unlike previous studies that conducted a general survey on all product groups, the present study con-
ducted an in-depth investigation focusing on fashion products. Moreover, the study determined the pur-
chase strategies for specific types of cross-border online shoppers by identifying the types of benefit 
sought by male and female cross-border online shoppers in their 20s that influenced post-purchase 
satisfaction. 

The ramifications of this study are that the findings can inform analyses of consumers, strategies, 
and measures to promote domestic fashion retailers and brands. Specific practical implications of this 
study are as follows. In the study, regarding benefit sought by cross-border online shoppers, economic 
efficiency, uniqueness, and scarcity benefit seeking are major factors that have positive effects on con-
sumers’ expectation of cross-border online shopping, as well as perceived performance of, comparison be-
tween expectation and the performance of, and satisfaction with cross-border online shopping. The three 
benefit sought by the shopper were also found to be instrumental to consumer segmentation and organiz-
ing the characteristics of individual groups. Based on these findings, it is concluded that economic effi-
ciency, uniqueness, and scarcity seeking dimensions, which significantly influence both consumers’ expect-
ation and the satisfaction based on the expectation, need more emphasis from retailers. 

Specifically, recommendations for retailers in cross-border online shopping are as follows. First, 
they need to attract customers by providing information on the products and securing the products at 
lower prices overseas than in Korea in order to reinforce the economic efficiency, the benefit that is 
considered most important by consumers. Second, retailers need to specify the strategies (e.g., email and 
social media) for introducing and procuring brand products for the consumers who seek individuality 
through unusual brands. Third, retailers need to present strategies for quickly identifying and responding 
to excess demands and consumer needs for products with a limited supply in Korea. Among the results 
of comparing clusters of shoppers based on benefit sought, there was a difference in the ratio of the 
fashion majors and other majors among the clusters. This is likely a result of including only the pur-
chasers’ fashion products among a variety of products in the study. Regarding the differences in pur-
chased items among the shopper clusters, the results showed that there are differences in the shopper 
groups, suggesting that a shopper’s reason for cross-border online shopping varies depending on the prod-
uct group of fashion items. Thus, fashion brands and retailers in cross-border online shopping need to 
present relevant strategies accordingly. 



A Study on 
Cross-border 

Online Shoppers 
for Fashion 
Products by 

Benefit Sought

45

International Journal of Costume and Fashion
Vol. 10 No. 2, December 2010, pp. 1-

Specific strategies of retailers for different types of shoppers based on the study findings are as 
follows. First, for the high interest type, retailers need to focus on keeping them as loyal customers 
since they have a high level of benefit seeking in all six types of benefits. Second, retailers need to be 
aware that the disinterested type may show different purchase patterns depending on the fashion product 
groups. Specifically, in the study they indicated making more purchases of formal wear than other types 
did, despite their generally lower level of benefit seeking in cross-border online shopping. For this type 
of shoppers, retailers need to employ strategies to keep their interest in cross-border online shopping by 
providing discount information or using direct marketing via communications such as email for inactive 
customers. Third, for the unique scarcity type, retailers may employ strategies to encourage their 
cross-border online shopping by means of promotions via email and social media on brands and new de-
signers of products which are unavailable in Korea, and by providing information such as product arrival 
dates for rare items (e.g., limited edition) prior to their arrival, since these types of shoppers seek unique 
and rare products. Moreover, this type of shoppers showed a relatively high frequency of purchasing cas-
ual wear and shoes; thus, retailers need to understand for what purpose they use cross-border online 
shopping, and implement strategies accordingly. Fourth, for the price-first unfussy type, since these shop-
pers are highly concerned about economic efficiency and little concerned about uniqueness and sense of 
superiority, retailers may employ strategies such as drawing in customers using promotions (e.g., free de-
livery and discount corners) on a regular basis, and highlighting the possibility of purchasing at lower 
price using methods such as popup windows that announce the lower product price compared to that in 
Korea. Notably, this group showed a relatively high proportion of those who had never purchased casual 
wear, but a relatively high proportion of those who had purchased shoes through cross-border online 
shopping. This also suggests that the difference in benefit sought from cross-border online shopping de-
pends on product group, and accordingly there is a need for custom marketing for specific product 
group. 

The study also has the following limitations. First, the study included only the residents of the 
Seoul Metropolitan Area in their 20s as study participants, despite the trend that an increasingly wide 
range of people use cross-border online shopping, and the benefit sought and satisfaction experienced by 
the users likely vary accordingly. This makes the study findings difficult to generalize. Moreover, due to 
the homogeneity of demographics in the study participants, the shopper clusters based on benefit sought 
showed little statistically significant difference; thus, future studies need to expand the scope of study 
participants, including various age groups. In addition, future studies need to investigate other product 
groups in depth to present retail strategies, since the product groups included in cross-border online shop-
ping are expanding including health supplements and household goods. Benefit sought from purchasing 
those products, post-purchase satisfaction, and perceived performance likely differ from fashion product 
shopping. Second, the study identified only the benefit sought that influence consumer satisfaction, and 
failed to discuss the types of dissatisfaction with cross-border online shopping and specific cases of the 
types. To conclude, future studies need to expand the range of study participants and include a wider 
range of product groups to present specific strategies for specific participant groups and product groups. 
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In addition, the study showed that there are differences in the ratio of those who purchase and did 
not purchase items of specific product groups across shopper types; however, the study did not inves-
tigate this difference further. Therefore, future research on the reasons for cross-border online shopping 
of fashion product groups will likely provide useful information for domestic retailers and those involved 
in the fields of the product groups. Finally, research also needs to be conducted on strategies for draw-
ing in potential consumers with purchasing power but no experience of cross-border online shopping, and 
on consumer dissatisfaction with cross-border online shopping including a discussion of cases and types 
of dissatisfaction. 
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