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Abstract

In this study, the effects of anticipated regret and perceived uncertainty on price
sensitivity or purchase hesitation in overseas purchasing are analyzed along with the
effects of price sensitivity on purchase hesitation. The survey was conducted among
internet fashion consumers with experience in overseas purchasing and 480 responses
were used in the data analysis. The results showed the psychosocial anticipated regret
positively influenced the price importance, and the service, product and psychosocial
anticipated regret positively influenced the price search. The preference and psy-
chology uncertainty positively influenced the price importance, and the information and
psychology uncertainty positively influenced the price search. The price importance
positively influenced payment stage hesitation and shopping cart abandonment, and the
price search positively influenced purchase hesitation in overseas purchasing. The
functional, service and psychosocial anticipated regret positively influenced payment
stage hesitation, and the service and psychosocial anticipated regret positively
influenced shopping cart abandonment and overall purchase hesitation. In addition, the
perceived uncertainty positively influenced the payment stage hesitation, and the
information and psychology uncertainty positively influenced the shopping cart
abandonment and overall purchase hesitation. The results of this study will be helpful
for developing the marketing strategy for customer relationship management for

overseas internet shopping web-sites.

Keywords: overseas purchasing(3§2] &7, anticipated regret(H Z3)),
perceived uncertainty(X]ZFE  EZE), price sensitivity(7FE BIEE),
purchase hesitation(722] 34 %)
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I. Introduction

AeUl £3golA s A AP 2011
5,200 o4 20149 1Z 6,2009¥ o2 FAA S}
R, 2018¥9 = 8x o] ol Zo=m oiEHM
(Jeong, 2015), QIE|Yl £330 o]8x}9] 54.7%7} <
ARHFE o] &3t Fol e AL2E YEFHTHKo,
2015). sf9] AFFHE & FHAES IR - Al
- ARZEE, A 715AE - AR, IEE, @
T - 7P - AAAE 59 wlE w2 HISE A
A 3fl(Paik, 2014), W AFEF] F5f o] 42 24
7t 8% FEHEE A% Uk SHA|L, S
o AR Ao B4 vlFste] Aulxt )
= 530 9lo] 20179 A7) Bfe] A wE A
HA BUASTE B SAT0001 402 A 2 7]
ZHET} 46% S90 M (Park, 2017), 95 - AT 39
o T B A" 20129 7627004 20149
1,52071 0.2 37 F7Fsto] E5F A9 7R 55%0]
23TH AN, 2015). o]= 39 AHFME °]&st=
oA AEUl A AvjRHEo] BAFA AT
Pe= HY A= ofulshH, s AT 7
5 Edof wigsta Al AHE AFshe &
H|ARZ0] ol o] &RHth(Kim, 2015)= FollA A|lE9
tARlely 452 &2 7H HE uizd 4 Stk
7HALE JAEY A 2H[REEC] gA AAE 5=
, Bl 7Fset SA = Zgsto] FufojANE 27 st
710l =Y, 7149 AR EE AR AQIEE
o7} 315 & otz TLT 7HAYAITHE A1
B7P71E0] wet A= HEA UERdTH(Lee,
2015). 7142 S8AIStAL 7HARAS Ho] sk 4H]
A2 7T ET #2024 47 RotAl=
7A%Fo] Q1 o™H(Bowen & Shoemaker, 1998), 71297}
L2 s s FAHoIAY A7) &2 AEste
=2 3l71% Stk (Lee & Kim, 2013). X274 714
T T2 vA= 290 %= HWAIE a9l
(Ahn, 2012), 7}A M 9] 8-0]A](Jiang, 2002), £
7](Lee & Kim, 2013), A E &2 (Huber, Holerook, &
Kahn, 1986), X|Z+El Z2 23 (Kwon, 2011; Park &
Chung, 2016), &7} (Nam & Lee, 2009a) So| t}
S0l YA, NARNYES Fole RYHe 7
o o F3loh A7kel B4l ek BHL

3

B4, HRgE 2 7o) gAY

Qe 4v)te] RYHel B RE JRA 2t}
F| A7 (Egeln & Joseph, 2012; Jang & Park, 2013;
Park & Kim, 2016), X2 E&4A4(Lee & Jung,
2013; Nam & Noh, 2010), l4}€l 53] 2@ Ae9] of
#-2(Lee, 2013; Zeelenberg & Pieters, 2007) 5°] 31
o, ugEe] Tozbgols AL 4uEol
T3 A BAUE AN A 2EH
o5 B Rl okl & itk 344 7o)
Y5 FHAHE /IS, WE L ojgele
5, ool Buzslol A7ule oA O WS 52
E§1i(0h, 2008), EM 2|AE0] oA
W2AY SHsk EAstEE Tl BEY wE
37 Wgow BT & Aok o TAdo] vt
A--(Cho, Kang, & Cheon, 2006)°] 4= QUE Yl 4H
Aol TollALE AASEA AutH o o)
U &g7tE 27|, T AA DdAA 9 THEAZ 4

oX o
T o

—_

ZFZ5FATHKim & Suh, 2014). o3t uj
Al s ABAREo] si9] AYTHE
Sh= IR AT 4 s Ao, sie -+
ufjo]] tgt At-So] ot} AH|R} E4J(Cho, Kim,
& Byun, 2014; Cho & Lee, 2016), 5= 29l
(Kim, Park, & Park, 2014), 7]&38 M2 (Lee, Ryu,
& Lee, 2015), £37Fx] @ Q=L (Kim, 2016) 59
ASHo =t wtafl, sie] A¥SE 55 e
T Q= AdE FIU AZE EAA, 7RI R
9 o] g }lo] et A2 o]FojA|A] gl §lof,
olo] B A7s} ARl
w2 ATt o9 XYTuE SHow o

9 A AEA9 g FHish Azt BeHaA
Aduge 9 7o gagel uAL Gg 7k
Aok Pl Al HIAE e

t} o] A¥t= QIEY A AHREY] RAAQI
ol ot B4 Sl sl A Fuol gt A5
A AnE ATHoEHA T Futid A]En
HiSTHEGA 2 AHuSAA 52 vHA" A 5
Foll =go] & 4= St} £y ofyg} Al fH T3]t
A4E EGA4E 7 s9] A RS
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Il. Review of Literature

1. Anticipated regret and perceived uncertainty

AFE T AR AP TS TR Ho)
o}, au|xpSo] TujgolA Fuf o]Fo] 7]
A 2 F318 A AIohe AL oo Simon-
son, 1992), 9JApA7H T4 Aest A Fo| Alehst
A 2 AlFF Blasto] AgAd g & Aol
= A= S F37F Y (Chang, 2013)5tE%
o Aol A 98 AAHE Adke o2 Aol
A F3jof T3t 7|29 AH(Ha & Lee, 2011;
Inman & Zeelenberg, 2002)52 AH|AE0] E4 A
FolA =7A 2 F35 APd| AS5to] wstalz}
Tk AHS WHROT, Lee(2013)e AHY WA
aH|zpe] A9 AEe| Aeluto] opel, Eolu} A
o|=, Algt B ¥, AH4lo] ofZE, £ AfH]
2 Ao digt 335 AFStehal shaA A&t 7]
 AFEE] L Auls SEA dgE 5

EHE

Ak CIAE APE FIE A AFAE fe
i 2ERIAE b Ao ofZHm, dygH
28} FARIelES] FFE AT, FETAL

3t Ta|7to] ZHAuZEel BElo] Qi AFAT
(Ha & Lim, 2011; Lee, 2016)2 T2} af9] A7
o S £9A50] QA SN I dug
w0 297 PugEe] JFL vAE 2ol
% e
Aztel BEUYL AuAEo] A o] 2
oA ATE AT 5 g
2004)9 4 ASHH, AAHIA = AR e 7
=5 ol&sto] 7MEERtoIA A7) o] RojA B A
A Aol v EAgo] § wA HERdH
(Lee, 2002). £B|AHE2 Foj27dS ZoARt
’\}737‘49] FRolA wFo] g JEeE &
o] w2t 24T e AT 5 3
ﬁ’fa_“éo] iAo Qe vl o] Ao
1%+ ol Pgste v, 992 A2 A 2
oL Ak A& & AL W YA HAA F
Mg FEETH(Park, 1998). Ju, Koo, and Lee(2012)

S}
=

BESAL,
8K (Das & Teng,

=
g

flo l-ﬂ

i
Fﬂx’i =
40w e 19

N
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il
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[s]

4 w8
APAHONA A2 BT BAl0) W 2
Atk Lee, Lee, and Lim(2007)2 AH|A AHFALS] 7]
sz oloh anlare] 2|4, Au|z A% A 2] E4o]
312149 Yxolzka 51911, Nam and Noh(2010)
F4o] digt S Aga ikt Algof of
o E244do] Akl 5F1eH, Cho et al.(2006)2
Aol gt A 4ol BEstAY Bl 432 TR
SfA sk A BG4S Ash] ol
AE oA A o] T ehehar ’6‘}531"%
Suh(2014)= AE Y &B|RFe] A ZH E4ddS Xé
HoAE 2 A EsAgo R RSk,
Aol Fufx Q] Uloj=kar 5192, Buhr and
Dugas(2002)= A9 Fr7} Eatasty 743l
A &g AY AHAEL AEHAE QAL S
AE FJuste @ & oty EFAS A-lA=
ol¥ A k= A oAU} SIAT. ThA
o] =92 Zuj2 uhdolA
7 golitka & 4 9
ot Al g
3 ohzl, ABe)
vt A7)
(Lee, 2014; Yu, 2016)% Tt A7kE BalAAe
HugEds e ud & gt
2 QA7 oe) JAToNE Ea e WA o)
2] dAtE T3S MPATF(Ha & Lee, 2011; Lee,
2013)8 AR sto] AFT AH|A, A4S 4] E 7]
4 SHolA FIstgon, AzE B4 A
YA F(Cho et al., 2006; Kim & Suh, 2014; Nam &
Noh, 2010)9] G7E Erj2 sjo] Juol Ha 2 4
o Bagos T4E Yo Hokth Tt oy
H 3ot 479 24440] 14 UAES Foln
7 898 dodlt adlos s A4
539} A7k Beplo] FiAuTrEe} o) A
of vA= ‘ﬁ}& A5t A} Skt

1— FHE 1:!1

im and

o] st

o

D=1 1

[e]
L
’C_‘g
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2. Price sensitivity

AR BA Hgo] JriAoR e getel
AL BUE Hoi B AFEN UBY Holt B
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£ g, vhE, 3 59 BAIR Qs 4RSS 7t
AYZES} SolA|n], AARPEL 46|4Eo] 7}
o ool QASHE FEA A B AT 742
2 A2 o) wABEL A Yol AE
9 AUl A9 7hE Mok} Zfo|S A2ks HhSEHE
AEE TFchKim & Park, 2003; Wakefield &
nman, 2003). QUEIYL &ne] AN B
0]2& A|A|St Shankar, Rangaswamy, and Pusate-
1i(1999)0] 93l 71 AREL 71 4S sk A
w9} o2 44 ] 7lAe FRAE HEE R
o}, Shin and Park(2007)2 7IARIAEE 712 0] 9
AR 72T ASEE HRekT st sl
3} AAZagos Besst A8 A LS
Ao 2 s GJ(Ahn, 2012; Lee & Kim, 2013)0] 4
= AUgES AR Adsages P4
RO, Lee(2014)= 9] AEUl £ o83 &
HARSo] B8 S =4 AAdE AlFel digt 7}
4 ARE wusE FEsl EoRita siln:
Lee(2007y Aol Thet BHAHT F3l7tol et
4ulA50] hA BERE AE HRE B A
=71 @2kt 5191, Kalra and Goodstein(1998)
= 7HA9] S2/d00 digt 7iQ19] A7t Aol wet =
= AEStA sk Ao Apol7h QUThal HRAH-
AFE EH=E st & A= 7HENAEE
At 7HAFS Q08 FAHE MEes B
, 2BAHE0] Ful I oA Q1A B4
A1} Al dE 37 THARAES] FF8AY E of
Y, 7R R s 24, SRS 24 st
= 78 8oz & & Utk

THARIZ O] e AFFollA = AHAF FAGT
A Zt= 98 (Park & Chung, 2016; Song, 2002), &3
7FX|(Nam & Lee, 2009a), YAFC]E QQl(Ahn, 2012;
Shankar et al., 1999) 5 45191, 7AW A =7}
T =Y A", FuiAgAr] 9 [ ef
T2 344 - AR FggEel Y% vAl= AL
2 gQIE o] &t (Ahn, Kim, & Lee, 2016; Lee, 2015;
Lee & Kim, 2013; Park & Noh, 2012). Choi, Kim,
Kim, and Kim(2006)2 728717 =9] A - 7b82
FFRUoE QIEU &= FHI F44/MSA
BES AR, Kwon(2011) 4H|AHS] A7
FA9AY o] 7HF 8 k0] FFE = [Rloly 714

o]

=
=

4
O

i
H ol

QIEY WA Lrlxte] o e F29} X7t

A
oy
i}
o
N
N
Y
g
oy
H
o,
-
B=)
o2
il
sl

s

ole TS HAA F=rthl sH3iTh Ahn(2012)
QLB 472 B3t AR, BE D 1A
A, AZTAo] WA Au|zje] FHA

o} 51900, Park and Noh(2012)
WS} AtE glo] Fojelo] 342 o
T 8ol SHQith TS IEYl A 40H|
A=, %, AP AEFeEE )

A7 A71et Mgojro] FFE vA= Ao YEY
TH(Lee, 2015; Lee & Kim, 2013). w&tA] 7 AR 4=
£ 241 Tufso] Jge vAx adlojst
S om, B ApolHE 2] AE) s 46
of FARRES ol AU AL FaFE BA

st st

e o>l.41 1> o ut
2
of, U{\?
oo\l —_
o
5,
)

s

N
N

3. Purchase hesitation

AHAELE JIEY £ EA AEZ A=t &
of vl FoRAAS sHe o] ohek, el g
OFF1 ¢ & HHE ZolHE 35S 5 (Moore
& Mathews, 2006), 7] A YL 4H]Z}7} AJE9
Tl FET Fofof that SALE KA Fak 4
Zro] &) 2FAYSET}. Greenleaf and Lehmann(1995)°f 9]
she A% ke LAY o B ARt "asa
o197} BEY B ol AR L AR/
A2 A, B 4 59 olfE ] TE o]
sk, 22kl FAE H|w, B7He] 8RlE0] £
e m7)o] 27 283 & ohek, FulrUo] e
AlFoll Het A& dACNA L Fu} Z7]o 7 2A
FT= T+ 2%0] AFA A Aoz AT
(Egeln & Joseph, 2012; Kukar-Kinney & Close,
2010). Lee and Lee(2017)%= AH|RFS] A2 A, A144
A AZo] FEdol w2 FFS AT A
%3191, Kim and Suh(2014)= QIEJYl AH]z}o]
A @Qlwh 718 B8 4o] FujA o] JFe
]2k 3190 H, Cho et al.(2006)2 2491 AH|=}
o] MurAel I YEUY 4 7IE 27, AE &
A Aol dFE A= 2oz YA A9,
ASA 9. AEE 9, BAE BT A
oo, 33 23, 24 AW 59 4%A 2L A
A5t Weha Qe 2u|Rte] dabd Fle A
g9] oj&, A7 fd H 2FAEe FiE A
S Aol aelelet & 4 itk

oA Eolo] o1& A Nam and Lee(2009b)+= <l

[¢]
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ElUl &8[A7 A Zeke 4, A, ol&d, 9xRA
F 9 A8AH ™ol HALE FuEg Az
JFS w|A Tk 51, Kwon(2017)2 34 AH|R}
of Tl o] et ALt FoledsE W v,

HAe] Qg e Trjeis]E ol felojehn

OﬂE} Kim, Park, and Park(2016)2 FujZ%
a7t SRRl S A
A& A5 FH BHolo] A ofsigish

A& (p. 387)2kaL A olstar, HAAE iAol
AE Hojzel FE PRA, AE PR gt
B3 AEV 24 A5 A ook 9 71AR e gk &

o o2 WAl FFS WAL AT, Lee
(0130 B WE 819 olakE F3jeh e
o] ofeigo] TR IOl YL BlALL 319
17, Lee and Jung(2013) QAEYl 3jA AH|RLQ] A KR
2opa4o] B2, Aol g FIHUo] Bt
T A7 Q=7 EolA Tk 51} O™, Lee and Kim
Q0132 AANFES ARG} HAFaw}
FAA FPE o2 A FujAr]of S vA=
[elol=tal sk}t
o]/ Joll A Am i Bke} o] JAEUl 434 QIA]

e 309 A4 EGAEL 71
= 2 o A dFE vRT & 4 9l
7HANAE7E FHA7E Eolil, AR
A2 o] T FEdoll JdFE A t=
ZejelE s 7o A
aslez ¥ & gtk Hebd 2 Ak a9
qg7E FH02 AEY WA LA oy
Folo} A7k B, AR 9 o) )
7t FFAAE 24 otIA thad 22 A47HE

s
AP L.

E

o}
uli o
OE
Nl

Al &

_>a e ml

/\ Q]L_

Jﬂﬁnﬁrﬁ

i

L
-

L=}
]

el Ah7ee Saoe gy 1
A A%l @) o= 39 o)

A7 2 o9l AEFAE FHOE e o)
R 2vAe] AARPES ) 3y
%ol o3t JFL w AHolet.

a9l HHTFE FHOE Ay o
B 2049 @) AR F2% b)

Azkel B3UHL o) Ao ¢

AR 3,

=

[s]

ofgt JaFe WA otk

. Methods

1. Research object

E 9] AR JA 2387H(49.6%), oA 2421
(50.4%)°1Q1L, AH-L 20~294] 156™8(32.5%), 30~39
A 1648 (34.2%), 40~494] 1609 (33.3%)°] L} ol&
% 1]&o0] 2539(52.7%), 7] &0] 2278(47.3%)°]Z].C.
o, 3t it EYo] 320%8(66.7%) 0.2 7Fg =
Al vebst 2GS AR 239”‘(49 8%), HHAy
2 UMY 8378(17.3%), FH/FZ] T18(14.8%)
o] ¢olQom, WHE F1FA5E 3007k e 85
5(17.7%), 3008F~5005+ ]9t 18978(39.4%), 500
TF~7008H Rt 1257(26.1%), 7005H~1,0005F
A w9k 527(10.8%), 1,0005FY o]AF 297 (6.0%)°]
Aot s AYFmE s WAYE L A THE
o] 0]L35l= HH L FQAlolE AZH] 204
(42.5%), T-HjtiY Afo]E o]-& 193%H(40.2%), v/
ZA 8 Alo]E o]& 8378(17.3%)9] &0z et
13] B4 FFAL suP~109HY m]vt 1457
(30.2%), 109r~209HY  Olgt 204H(42.5%)C. 2
72.7%7}F SHFE~20RH w|qtol@tal SEE SHRITh
foksly, 2 Aol e *é“"‘ﬁr Sk
HoAL v|n& 12 BXE HY
Z%do] 7P wton, A 91/\}*101 s
IE vetdth E3 9 Hd TFHEASS 3
A~7009H H|qto] A 9] 65.5%% .1, s|e]Ato]
2ot Sl AFe]EE o]-8-sto] 13] Hat 20

W el A HAAES FUSH: B4 Bt

X
=

=
o

i)
i,
(ot

J%’E
i)
o

ro%
)
M E B R

7

(=
(=]

2. Measurement instruments

B A7 HEAL HPATE F2sho]
A T H|RALS B3l 2% HAS A
vl A9] 39) 247e) Tpgel Aol o 8], %
Zhg) BEAA, ZHAULE L o] AU Bt B
P A-5ATE B4, FuiEAg0] et E¥ow
AJ5FATt. oA $3]= Pieters and Zeelenberg(2007)
9] /¢S EjZ 5}1, Ha and Lim(2011), Lee(2013)
59 A7E Fxdtol e ARFNES Fof WA
g sk BN AT & Y= AE, A

A,
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a R 3 162302 T3
o A" B4 AYAF(Cho et al, 2006;
Kim & Suh, 2014; Nam & Noh, 2010)& Z115}0]
T2 FA5AL, A AHRRE0] S92 tHl
£ &9l AEE Fliste oA AL 5= e A
Hol A%, Hej4 ESHgol] A3t R2EFOR 54
St 7AW T Shankar et al.(1999)0] A|AJqt
NS EHZE 5k, Park and Noh(2012), Lee and
Kim(2013), Lee(2015) 59 A+& st 5] 2
AFE Bof HAFES sk HEoNAY 714
St A S e ol Wt 9EF o R Ao
o P FuiAAY AU AR, d719d% F
o] 3t AYATL(Cho et al, 2006; Kim & Suh,
2014; Lee & Jung, 2013)E EO|Z slo] 3} AH+
o A] ARl e A A, AAIEA A L AEY
710 HeF 12222 A5 ol =2
T quRARE 5o %, Bstglon, <Ay 1
A g g 13-, WS DY E SR Sh= Likert
HEZ S5k vHHe R, FEAt 54
o1 g, A9, 2E0jR, g, A}, ¥+ THAS
3t A Q] gl o] &It FufgHo] Tt
T2 BEHLEE SH5I0h

N
o
=)
o,
)
2
—"Oll
ol
=2
r

H

3. Data collection and analysis

2 A= Am FHS Atk AR AIFCIA 1E
ol sfdES el AR Bl e A=
52 A9e] 20~400) ALY 2H|AE YO
HEZAS AASHEL oulaat se ZyT
Zgol Sl WA 2913 1000]4] AAstET, 2
& westo] SAEo] ojafalr] AEAY Hka
A ke BYS 54 2 ATk £ 24K HY
EAA] o8] A& FEHA AR 20-40t))
el AAPoR Fgol Uk WA 2HAE o
Sl9laL, 20164 59 193 69 3027H4 oF 219
ok APatgict. E 2otol RIS B3 AR
SR AT T BT gL ARE FP] 8 4
" olg3 425 skl F 5003
o A7g SPsHoH, £UE AR F F=gol U
A SEo] 44T 20575 A5kl 48075 24
o AM&stAT). At m EAL SPSS T Z I#(Ver.21)
= ol&st] AFHRFY AFEATE S HR

B4, HugE 9 T PHY BARsT

4e AT, FE=TY ST A
QAEAI AE B4 AAstgon, o4
of Azkel BIUA, FHAUAE @ P} BAY]
FUAL 7 2910 WA o8 FALHLS 4
ABteiet.

IV. Results and Discussion

1. Validity and reliability analysis

£ APE ST AT ARy 242 9
o BaE 2Ql BAT AE B4 YAt @
87 89 BHAAL HRLTYS o8 RS
AN, AR BAAE LBl 2hig

Z
4 Q&= E Cronbach’s ¢A4E AF&E51TH

1) Anticipated regret

AUl s Av[AEEo] Q] At Al QIAD
T UE ddE T3 #WI QR4 AFoA=
(Table 1)¥} Zo] 4719] g9lo] =&E| Yt} 82l 12
Ty Ha, g, wet 9 e 59 AH|A
W 335 A3t Ao EA AH|AF T3]
2+ Sk, 89l 2&= AFY Aeeld 7, AlE %
e 5o TS F3E sk AoR2A 754 A
33 e} shit. 811 32 A7| ofu] Ay ARS] A |
9l o2 AEHe] o9 5ol tigt *3E alidsh=
RO ZA AR AE A A5 et sklen, 22 4
= A B F3E Adshs 222 AFA o
332} FEstnh. ol JAEYl A 4B o4
H 335 AEH 75, AR 9 ARjA S0 A
AARE Lee(2013)9] A5eF Ad¥bE Ao,
Cronbach’s ¢Al=2] 4 7154 /53] 837, A4
2A AT D] 799, AHe] A o3 724, AlF
A ogF3] 6822 A AT 4 U= ol

2) Perceived uncertainty

N7hE BSAAC HE aQRA AvolAi
(Table 2)9} Zro] 37[12] QQlo] =&H Ut 22 1
T2 49 AF Adat 379 ofggo] o £
442 XS AowA AT BEUL o2t 5L
1, 891 2 JEo} 7 S B Juo| B2

8E AAetE AeRA AH EFAA ol e
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<Table 1> Factor and reliability analysis for anticipated regret

Factor loadings
Factors Measured items
1 2 3 4
I had anticipated to regret of the difficulties of order change or Q44
cancel in overseas purchasing of fashion items. '
) I had anticipated to regret of the difficulties of refund in overseas 668
Service purchasing of fashion items. '
anticipated
regret I had anticipated to regret of the annoyance of exchange or return 657
in overseas purchasing of fashion items. '
I had anticipated to regret of the error of size mark in overseas 188
purchasing of fashion items. '
I had anticipated to regret of the bad quality of fashion items in 900
overseas purchasing. ’
. I had anticipated to regret of the poor function of fashion items 27
Functional | i overseas purchasing. ’
anticipated
regret I had anticipated to regret of defective fashion items(stain, hole, 418
etc.) and unclean sewing of finishing in overseas purchasing. ’
I had anticipated to regret of the difficulties of washing and 126
management of fashion items in overseas purchasing. ’
I had anticipated to regret of the unsuitability for a individual 25
image in overseas purchasing of fashion items. '
Psychosocial .. . .
SYCROSOCIAT 1 1 had anticipated to regret of the disharmony for other fashion
anticipated | . . . .540
items in overseas purchasing.
regret
I had anticipated to psychosocial regret of the purchasing of 455
fashion items in overseas purchasing. '
I had anticipated to regret of the repurchase in the internet
Product shopping mall experienced a regret and complaint of fashion .685
anticipated products in overseas purchasing.
regret I had anticipated to regret of the purchase for fashion products of 645
bad reviews in overseas purchasing. ’
Cumulative variance(%) 36.583 | 46.220 | 50.846 | 54.219
Rotated Eigen value 3721 | 3.674| 2.175| 2973
Cronbach’s « 799 .837 724 .682
o, 89 32 HHoz Fujidyol giet 2544 3) Price sensitivity
& AT A0RA P BHUY ol WY JHEUEC] B AR AolAlE (Table 3)
o ol UEUl &urte] SRS HE, AF B oA & & xo] 2719 81lo] =EHUH. 2171 |
H% BoAos BE3h Kim and Suh2014)0] & & 714 e SjES WAL HY) At sjdog A
T AT FUYOE, Cronbach’s A% S FS Push] U ML BT FERA T
AT 25 844, JE 24 768, HF] S Aol 5k, 871 2= AFEY FEoY yAel,
g 636224 AFD & e FEoI0T A, BAE 5o w3t JRET 7HEE S0
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<Table 2> Factor and reliability analysis for perceived uncertainty

2 of o

Factor loadings
Factors Measured items
1 2 3
In overseas purchasing, it is difficult to choose good quality products for me. 176
I am not sure of the quality of fashion products in overseas purchasing. 743
Preference | It is difficult to evaluate a fashion product in overseas purchasing. 7107
rtaint . . S
HRCETRIY 1 1 4o not trust a products or brands in overseas purchasing of fashion items. .619
I have no professional knowledge of the fashion products in overseas 570
purchasing. '
I want to know the information of cheap shopping mall in overseas 765
purchasing of fashion items. )
) I want to know the price of several shopping malls in overseas 724
Information | ,rchasing of fashion items. '
uncertainty
I want to know the prices of offline retail stores in overseas purchasing 662
of fashion items. '
I want to do comparison shopping in overseas purchasing of fashion items. .634
I made the wrong purchase decision in overseas purchasing of fashion items. .602
Psychology I have .been thlr.kag that if I buy this product now from overseas 409
. purchasing, I might ship a better product later on.
uncertainty
I want to choose fashion products that can enhance my social status or 188
image in overseas purchasing. '
Cumulative variance(%) 28.497 | 43.477 | 47.708
Rotated Eigen value 3.059 2.263 1.868
Cronbach’s @ .844 768 .636

=

B2A J1AZe s 9yt ok 4ug
52 JlATaT JlEER40R HET AYd
(Lee & Kim, 2013; Shankar et al., 1999; Shin &
Park,2007)2} S-AFSE 2319 0 W, Cronbach’s a#|$

=71 A58 % 822, 7IHAEA L 8362 A AlF|4F0]
N

fr

o2 N

-+

4) Purchase hesitation

T Aol we 22174 A:o A= (Table
4%} 2ol 3719] a]lo] =&HUT 271 12 FFH
N AAAAR A 2] Sl FHAC =N AAGA T
Aol 5k, 991 2= Aty AEQ TV E
E5F 1o idelo g2 Ay x7)E) 519 o,
29132 £BIPNA ek AUl o) B4
Qozm AurE Fulg U olet stk of &

RS |

e eefel avlxte] Fof e AARA A
Aol o) AT £ FE E7], AE BA 1
4912 AN Cho et al.2006)9] ATS FAIBS
o, Cronbach’s A= ZAGA FAY 854, A}
Y 27] 818, Mukd Fuibde] 81284 4l=S
Fol 7 Uepict

2. The effects of anticipated regret and per-

ceived uncertainty on price sensitivity

1) The effects of anticipated regret on price
sensitivity

2 A9 7 1a?l Q] A¥uE BT JAEU
A AHRRO A F37F 7RIS v|A=
FF= FAT A= (Table 5)9 At 7HAE A

=

_8_
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<Table 3> Factor and reliability analysis for price sensitivity

Factor loadings
Factors Measured items
1 2
I put in a lot of effort for buying fashion items of cheaper price in 726
overseas purchasing. ’
In overseas purchasing, I search multiple sites in order to find shopping 759
Price malls offering the fashion item at the cheapest price. '
search In overseas purchasing, 1 find value in investing time in order to 76
purchasing fashion item at cheaper price. ’
I visit to more than two shopping malls in order to receive price benefits 724
(discount coupons, free gifts, etc.) in overseas purchasing. '
In overseas purchasing, the price of the fashion item is more important 726
than the design or color information. '
In overseas purchasing, the price of the fashion item is more important 718
than the service (exchange, shipping, returns). ’
Price In overseas purchasing, the price of the fashion item is more important 697
importance | than the brand name. ’
In overseas purchasing, the price of the fashion item is more important 663
than the product quality. '
In overseas purchasing, the price of the fashion item is more important 661
than the after-sales service. '
Cumulative variance(%) 32.602 51.809
Rotated Eigen value 2.427 2.572
Cronbach’s @ .836 .822

M= 7164 T3 E ALdstal AH|AF o4t
$-3)(8=.264, =5.146, p<.001), A3 42| 2] o453
(B=217, =4.362, p<.001), A EA A5 3](4=.162,
=3.345, p<.01)9] &0 2 FJFL u|X 1 i} o=
Sfo] AFulE Sof WA dES FHlste ARAE
o] AFolut AH|A, AR AlE|H o= AAtH =37t
=255 7HEE 4% ATt oS vEd
b £ 7HAF 8 o] tsfAl= AlEA o443, A
H|AY L3, 7153 4TI IFE vAA
Ao, AR A D] (8=.255, =4.723, p<
001)7F Y= HA 2L I &, Sfe] AHTHE
B WASES oA ARl AlE AL ol
7t 2245 o JEEY 7HES S8 A5k A
L7t ot & 4= itk

E AT 7HAUREE stk 7HE g

HS8E B 3= VA dldE $3 81712
AtEA A o530, 2419 ou] A9 AFe] A
A9, e AT o2y Sl #et F3E v
dggrs 7HENRETE B2 AR UEET. 1
gy 7154 ATl 7HESaree 'Aof ofmgh
Y= vAA k=, ol= sl A Al AlE
9] 7lsolv A, mhrE] A, AE H B 52 &
SE ATl A M-S FAsAY SIS
Hr7t BoHAAlE g ALR FHT £ 3 o
2= 39 7HANR T o] ks A A
zZ

¢

oFl
1o
oo
oft
e,
f
ot
£
N
B
o
3]
flllo
Hu)
ox,
o
ll
o
2o
o2
e oox R b

g Foot AAugEY JPBAS B oA
A7 Aud Ane Bt
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<Table 4> Factor and reliability analysis for purchase hesitation

BIYY, HAUGE L P

Factor loadings
Factors Measured items
1 2 3
I spend a lot of time clicking on the payment button for purchasing 227
fashion items in overseas purchasing. '
I have often hesitated to purchase at the final payment stage for 799
Payment purchasing fashion items in overseas purchasing. '
stage —
hesitation I have .abandon.ed ﬁnal pl}rchase decision at .the payment stage for 687
purchasing fashion items in overseas purchasing.
I have often delayed the final purchase decision even though fashion 392
item is a necessary for me in overseas purchasing. ’
I have often abandoned fashion products of shopping cart in overseas 236
purchasing. '
I have experience deleting the shopping cart’s fashion product for later
Shopping hase i hasi 742
purchase in overseas purchasing.
cart
abandonment | I have abandoned s.hopplng ca.rt’s fashion product‘of the shopping mall 638
to use other shopping malls in overseas purchasing.
The fashion items stored in the cart have been deleted on over time 538
in overseas purchasing. '
I have not bought a fashion product for a few hours in overseas 93
purchasing. '
I have been hesitant to purchase a favorite fashion items in overseas 716
Overall purchasing. ’
purchase
hesitation I have been searching for a better product by putting the product on 490
the wish list in overseas purchasing. '
I have been hesitant more than once to buy fashion items in overseas 417
purchasing. '
Cumulative variance(%) 47971 | 53.586 | 57.103
Rotated Eigen value 4.845 4.528 4.630
Cronbach’s @ .854 818 812

2) The effects of perceived uncertainty on price
sensitivity

2 o] 7H 169l S9) TS B Qe
oA AE)Ake] A2k Bet Aol shAugEe] H
= FFS FAT 2= (Table 6)3} At 7HAEA
of disire= Az EGAHS AQste 45 254
A(8=.501, =12.109, p<.001), A2 ESAX(p=.114,
=2.635, p<.01)9] &0 7 PR vl Ut} o]=
A9 HETHE B WHYELS Fohsks avlAE
o] A& HE} HelHel Swolx BeHUHol &

245 744 94 HEsk Bokairka ¥ 4 9tk 44
ZaE0] tishiE AR 2L AL, e
A A (=254, =5.351, p<.001), A5 EIAHB
=144, 1=2.964, p<.01)2] &0 AL w1 Y

L Z 39 AETNE B WAGES] Tohge
A AEA Zdolt Az BEAo] E24E 71
2957} Bobdrkn ¥ 4 k.

£ ATold AAugEe Tt Agamn
NAZAE Bio] P v AZE BAUY 8
Q12 47 BIHU4ollom, o] Bt Au|xSo|
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<Table 5> The effects of anticipated regret on price sensitivity

R

o

11

Dependent variable Independent variable B t F R’
Service anticipated regret .050 .895
Functional anticipated regret .055 935 -
Price importance . 12.545 .096
Psychosocial anticipated regret 255 4.723
Product anticipated regret -016 -305
Service anticipated regret 264 5.146"™
Functional anticipated regret -.027 —-.498 -
Price search ] 36.334 234
Psychosocial anticipated regret 217 4.362
Product anticipated regret 162 3.345™
* p<01, 7" p<.001
<Table 6> The effects of perceived uncertainty on price sensitivity
Dependent variable Independent variable B t F R’
Preference uncertainty -.038 -.858
Price search Information uncertainty .501 121097 | 61.040™" 278
Psychology uncertainty 114 2.635™
Preference uncertainty 144 2.964"
Price importance Information uncertainty .052 1.140 23.766"" 130
Psychology uncertainty 254 5.351""

*k

p<01, ™ p<.001

EHAES =4 AAESE 714 FEA gt 9%
= B A AAskaL AE9 Moy A H o]
SRt AP AT (Lee, 2014; Yu, 2016)2F AR 3
oA olsie &= Uct. webA] sfiQ] Agtm Al
A ABAEEo] A4l9] Aol sl QAT o= 3l
= AEE EAAEL 7MY RS 92 VA=
8% a]lojgt & Aojt

U]

3. The effects of price sensitivity on purchase
hesitation

2 79 714 29 &)9) HHFUE B3t AEd
WA B[R ZHARIR =T ) A el vl
AL BAT Aok (Tl 13t 2. 24 1%
AQlof| tafAE 7R (B=463, =11.519, p
71A5 Q% (B=.155, t=3.854, p<.001)9] &0 P
HX 2 AL, AHbY 7)o disiAe M —'1(6

=435, =10.821, p<.001), 7+85 Q%= (8=.197, =4.886,
p<001)9] =05 JEZ w1 QIglon, ity
uf ARl dsiMde THERA(=564, =14.599,
p<001)°] FFZ AL AU 53] 7HAFAL
uf FAHJZ TS Be 8900 FTFE HALL ]
Roug o9 AYFLuE B3t WA AB[AEe Al
T Qo] Mg HE7F Fasitt
g 5 Qlvk o|He At THENRET 2255
Fujed7| 7} =1 7FZEX|EF Agko] FujAA wd9lo
GRS vk gHel AP ATH(Kim et al., 2016; Lee
& Kim, 2013)9} SAFSFoH, §9] AT Alo]Eof| A
A AHR] St RIS WET] fIsiA = 7HE
of gt &3 FEE AFsfoF =2 AR

o 3

4. The effects of anticipated regret and per-
ceived uncertainty on purchase hesitation
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<Table 7> The effects of price sensitivity on purchase hesitation
Dependent variable Independent variable B t F R’
Price search 463 11.519™
Payme.nt .stage _ 33312 270
hesitation Price importance 155 3.854
i Price search 435 10.821""
Shopping cart - 36.863°" 267
abandonment Price importance .197 4.886
Price search 564 14.599™"
Overall. pl.erhaSC 114.086™" 304
hesitation Price importance .019 480

*

" p<.001

1) The effects of anticipated regret on purchase

hesitation

2 A7 7H 3aQ1 S 37 el G
H|X = JFS 4% 2, (Table 8)3} Zo] AAS
A FAd = AEH AJGTIE ALstaL
ARSI R A o 33-5](8=.328, +6.903, p<.001), A{H]
2 A FF3](B=206, =4.210, p<.001), 7153 A
5.3](B=.148, =2.858, p<.01)Q] &£o=2 P m|X
I SISiet AEky &7)o disiAl= 71654, AEE
AF=IE AQdstar AEAEA 3] (p=284,
=5.604, p<.001), A|H]AZ JAZSE]|(4=.179, =3.433,
p<0D9] o= JFS vIA L Yor, Huk
uf FAdelo] dsiAl= 7154, AFEH FEIE Al

95kl AH|AZ A/ fF-3](8=.406, =8.234, p<.001),
AtS A A ol FE3](p=136, 1=2.838, p<.01)9] =2
B FFS HIA L IRl o] Aol A= sie] A+t
o Al A B[RRSOl AH|A SOl AL AlE]|H
o= AH It 255 AATGANAY Fof
T AT Auty 7], AgkEQl ol Aol &
oS & & Ut

o|Afo] AFto|A Huta Fuf At AAEA
A, AEby 7] R0 JFE vzl ot =
3] QRQlo] AH|AH o35 3]et AL E]E oA de3]
2 ZRI=EE. ol whafl AFA g3l Fui F
Aof ojust FFe ux)A] ghgk=t, ol= AlF &
Aol gt *3)5 o] gte FuiE FHol=

<Table 8> The effects of anticipated regret on purchase hesitation

Dependent variable Independent variable B t F R’
Service anticipated regret .206 4210
P Functional anticipated regret .148 2.858™ s
ayment stage C AT =2 — 51,650 303
hesitation Psychosocial anticipated regret 328 6.903
Product anticipated regret -.011 -227
Service anticipated regret 179 3.433"
i Functional anticipated regret .073 1.311
Shopping cart : p g 1 31190 208
abandonment Psychosocial anticipated regret 284 5.604
Product anticipated regret .035 720
Service anticipated regret .406 8.234™"
Functional anticipated regret .023 440 s
Overalll pt.lrchase : : P g _ 49,157 93
hesitation Psychosocial anticipated regret 136 2.838
Product anticipated regret .090 1.925

*

Y p<01, 7 p<.001



Vol. 26, No. 1 |

L7t 2o Al e AoE SiAE ol2jt A
= dE F3ot 33 90] w&E A7
7} EolAtha gt AgPATL(Ha & Lim, 2011; Lee &
Jung, 2013)9} FAFSHI O™, SfQ] Ao Qlof
WA A8 ot T3]= o AQ Llely

olo. O
2u=E TTEa
T e Ag4 a]lolzt & Fold.

2) The effects of perceived uncertainty on pur-
chase hesitation

2 A9 7Hd 3b% AZHE EgHEAdo] T A
Aol mA= FFS 2A A, (Table 9)9F o]
BAGA TADl HeiA= FE B (B=322,
=7.658, p< 001), Neq B (p=213, =4.853,
p<.001), A5 B3 (B=.142, =3.163, p<.01)9] &
o= Oﬂﬁok% oA AU Gty Z7]o] A

= AT EgUES AlQdsta JE ESHAE(8-.288,
=6.649, p<.001), Alg] ET4IA(B=.246, 1=5.436,
p<001)9] $0% JFS vlA T glglon], Ayt 7
o] Al disiye A2l ESAAT AT B4
£ AlQotal AR EIHAA(8=.537, =13.323, p<.001)
o] YFZ WAL AU whEhA e A
oA s AHAREC] AlFY] HEU HE|A SHAA
ESAES dAEE AAGA FEIT AR
E7)7F #OHA AL, HE EEAA0] E&E Y
I7)7F EoAIH, Az EGA/Go] w25 2AHA

=
wpdgjo] ol Lka ¥ 4+ 9ick. ol zte B

l

—

/do] FuaH ol A7|et Fjujo] PR wFItkal g
A& AT(Cho et al., 2006; Kim & Suh, 2014)9} S-A}
g Atglon, 5] JE EHAgo] uf FAdo
g o]ojX &= Q3 99108 YEong e 3
AO|Eof| A= AlFoly B = tfgt LA Z o] HA|
T HAEHA ZEE ATHoF T ZAo|th

V. Conclusion and Implication

2 ATE 9 AYFHE FHOE ALY HA
anle] o ook AZE B, AU
= % Tof Y] s} Lokry, olgE Fais
2] 7vg] Bl A o] ZHANIZE 2 o) 9 olo] u]
Ax Gt ARG 2o ALl vl
FL BASIT 1 F0E 8ok, A4, o9l 3
ool glol A aulate] AEAelE AgFel
AAFREC, AFH, A2, ABYE YT
s ZFAEAe] 391 FFS vAT YA, 4
o BEU4T 45 B AAFAEd, 3

O 42 B AR 3AA
FL AT YUt B4, HAFL
A2 7 2719 373 e o4 3

<Table 9> The effects of perceived uncertainty on purchase hesitation

Dependent variable Independent variable B t F R’
Preference uncertainty .142 3.163"
P sk o
ayment stage Information uncertainty 322 7.658 54.862 257
hesitation
Psychology uncertainty 213 4.853™
Preference uncertainty .072 1.561
Shopping cart Information uncertainty 288 6.649"" | 42.465™ 211
abandonment
Psychology uncertainty 246 5.436™"
Preference uncertainty .003 .072
Overall purchase Information uncertainty 537 13323 | 72.649™ 314
hesitation
Psychology uncertainty .072 1.701
* p<01, 7" p<.001
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