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The Effect of Return Policies on Return Behavior in Online Fashion Shopping
- Focusing on the Mediating Effect of Purchasing Orientation Considering Returns -

Jae Im JangT

Dept. of Clothing & Textiles, Chungnam National University; Daejeon, Korea

Abstract: As consumers are increasingly shopping online for fashion products, their return behavior is also increasing.
Regarding the factors affecting return behavior, this study explores the effect of the purchasing orientation considering
returns that are derived from bracketing purchase behavior, monetary lenient return policies, and non-monetary lenient
return policies. Additionally, this study examines the effect of monetary/non-monetary lenient return policies on return
behavior, mediated by the purchasing orientation considering returns. This study was conducted through an online survey
and 238 data were collected and used for analysis. Two research models were designed for each independent variable of
monetary lenient return policies, and non-monetary lenient return policies, and the path of the research model was ana-
lyzed using Process Macro 4.0. The study found that the sub-dimensions of return policy - monetary or non-monetary
return policies - had different effects on return behavior through purchasing orientation considering returns. Monetary
lenient return policies had a positive direct effect on return behavior, and purchasing orientation considering returns medi-
ated the effect of the monetary lenient return policies on return behavior. However, the non-monetary lenient return pol-
icies only positively and significantly directly affected return behavior. The findings of this study contribute to
understanding consumers’ purchasing orientation considering returns. Furthermore, from the effect of the return policy on
return behavior, the results are valuable as they can help fashion marketers establish a return strategy.
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oMe ¢F 9 AN a7 WAL AP viAlssin

531, o5, A, 7P, A 85 B ANl 22 oA
AJET et L8l &3 Ade] A R kst AEs
Z 7P 2 1158 2RXE 2019300 oF 192902 A
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(“Range of products”, 2020). Ad9 717+ Fto|= 22421
&3 AgolMe] o, A, ZhE s 8F B MM E] e
A FHL 3] TR, 2 s 2021d 19 SHzE
3% 5xejdlelx 229 19 22 VIZF B 3E 6xod
78 BH(“Online shopping trend”, 2022).
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Aoz 3 AE XAE B & 4 vk “State of returns”
(2022)0] WEW 20219 A7F AH|Rke] 280l 47 whEale
7,6108 =&id o172 2020:32] 4,280 Zefell Hls 78%
7V Z718 Ao Yepdth, AA wiEle 977} xRk
H)Zo] 31%=Z 7P =4Il Ade] v ¥ (16%)y71A <t



©2J0] A 29 4] VE

SHPA AA g JFe] 46% = o Foh Al Aow ekt
ok HA B AE T S AEel 2RskE HIsel P =
2 o) FEIA| FE F flrk §REY] olfrell tisixiE REE
Sk= AR 45%7F Alel=, H, o] EAE whEdiths
ol 1915 AA =t oFe} Alite] vk H|Fo] 7P =
T 23 AR & W ols 3de A3E gAY 1
Qo= WA He 2 e H(14%), ol %=
(10%), WA (6%)02 e, AEe] B (16%) 2 vi%
AA(5%)S] YA 21%l AEE= A= Yepstt. o2
FE E Ee duixe] AR S NEREcRE ARk
TFujrAg o] Bl wE RkEe] A9t RE] AS &
/\ 011;]_

Narvars WEE 353} P&Esk] Anrke] B2lAH (bracketing)
&l5o] W3ty AvHgh=t|(“State of returns”, 2022) HEHAl
g 5ol 2017 Narvar®] BIA A AJgo2 AFHE F
o o]xe] @AM F9¢] REE 71sdS IEste] o7 7R
AES il F G e dAY AES WSk A0S 9|
SH}H(“The essential guide”, 2017). 20221 7€l AAISH A}

] FHoldl 2,023 AHAF F 63%7t BEAE 35S sl

3 93T ol o]xe] 20199 ZAPIAL] 50%2] AH|A}
7} BEA P55 Sty AFS A3 vud o HapAY
5o F/HE vERITE AT FARELS ©] Y58 HE o]
7t lohal AEsted Anjate] HapAlg 5] X&5E A
AAFSIATH“State of returns”, 2022).

HeA"e #sk &4 A7 d3E AV ER v s
A3t AF7F RS 2 BepAlY e v sl
s gaxoz AHE FdH A (Lochner, 2017;
Saarijarvi et al, 2017)9} & A--(Asdecker et al., 2017,
Lee, 2015)7} Q=AY AFES 53 BepAE 350l HI’%
g BAN L vAE AL & F A} 2V =
e AHAE tFoR g Atolw, o] Mg ‘ﬂ:ﬁ—‘
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A A, A Aefske 225 BRVIS Q7} waE]
u] o] Ch(Wachter et al., 2012). ¥R A4ES X287 SJsiA
= Ut AFET 20foll A 4 B2 F7F A vle] 2ad
THPetersen & Kumar, 2009; Srivastava & Srivastava, 2006)=
HellA A dAE vE2 F8l FolE osie A 4
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webA] 22l AES 3 A AEe] agelx UEhe
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T 2 A5 itk F7Ieks 2ulAe) W Aol o)
F23 ol JFS vIXE gloEH Fu) ofdl TARE
NES za%ozim 3 ofoldle] tjs) 0] EL Fulshe
£ 38 o) 4l hsl AvinzA @k 29w
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ah9] Aol ol FAE WE AR vl

o2 Fal 2mA7t Lol &9 A WA AE Tolshs
P i Al @491 U e o) 4 olslst
Bo] =50l 9 & 9L Zoleh /et vhg Al 99
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A F HEo R Qe niE &AL 7,6109 Gl gt
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9, odles) e Bolnel A ALgel o WE V5L
ASIst 2] AE ol A5 74 Bete] Ao, 5 )
o) 12 Aol WE W Aol Feka.

2.2 UK 13 o ME

£ AFoA AvE wiE 28 ol A3l tisirE Narvar
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Monetary
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orientation
considering
returns

lenient return policies

Non-monetary
lenient return policies

Fig. 1. Research model.
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Table 1. Demographic characteristics of respondents

Return
behavior

gk wkE Aol oigh AE 32 77 vl £330 E Pei
and Paswan(2018)°] #=& 44, Helsto] ARGaiSict. W
8 ol AdEke] 79 Asdecker et al.(2017)9} Saarijirvi et
al.2017)8] AFNA AL 34E 74, Bekaete] ARSI
ok BkE FEol] diside Feiate] AReR Q% v F
= 3] Sl o el FFEEE TS F v
o] AN W whESh o] ko R A A

”9/]
S0 ek B35 AlSJska W] 4L 53 PFE A=

Demographic measures Item Freq. Percent (%)
Male 43 18.1
Gender Female 195 81.9
20s 51 214
A 30s 118 49.6
& 405 61 256
50s 8 34
Less than high school 24 10.1
. Some college 21 8.8
Education Four-year college degree 157 66.0
More than graduate school 36 15.1
\1,000,000-\2,000,000 9 3.8
\2,000,000-\3,000,000 38 16.0
\3,000,000-\4,000,000 42 17.6
Total household income \4,000,000-\5,000,000 41 17.2
(during the past 12months) \5,000,000-\6,000,000 31 13.0
\6,000,000-7,000,000 20 84
\7,000,000-\8,000,000 17 7.1
More than 18,000,000 40 16.8
Less than \100,000 26 10.9
\100,000-\200,000 47 19.7
\200,000-\300,000 63 26.5
Average monthly clothing \300,000-\400,000 37 15.5
expenditure \400,000-\500,000 22 9.2
\500,000-\600,000 19 8.0
\600,000-\700,000 7 29
More than \700,000 17 7.1

Sum

238 100
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Fig. 29} 2t} 53174 el whs A= v o ) A4
(b= 4687, p=.000, 95% CI [3554: .5820]) W& &

(b=.2031, p=.0105, 95% CI [.0479: 3583]0l= SAKHL=
Freldt FIS VA= AR vEph vE 2w ) e
o] WE % (h=.2261, p=.0045, 95% CI [.0709: .3813])°
A= FFEE Folsl YERT

Table 3& AT HF FAZ4 A W FF o] wiF Yol
nxe JAF a3t §o3k Aoz Yehgth(Effect = 2031,
bootSE =.0788, 95% CI [.0479: 3583)). ©|& E3) Fd4 vt
F QA o] ANTFE vE PFo| Ttk AE & F Uk

gk F44 st v gAo] W el vl

2ol wRE el o) 4l ofal WA Ze 9 A
w}

Sk g QRS AL, ZF 8kl tiEl Al (Effect=.1060, bootSE=.0388, 95% CI [.0308: .1845]).
N ANel 34 Bl A AZHA BAH 99 e ME I8 ) 4TS A NE A S 0E
WA A Table 294 AL, ald A& A< FEe] WA TR ske s & 5 A
Table 2. The result of exploratory factor analysis
Factors Item Factor Eigen Variance explained %
loading value (Cumulative variance %)
) I can return products at no additional cost. .894
Monetary lenient return . N . ) 1776 25.371
policies Returning products from this mall is cheaper than other 916 . (25.371)
malls
When trying to buy one product from this mall, I tend to
order different size product(s) of the same item together for 908
Purchasing orientation size comparison. 1767 25.240
considering returns  When trying to buy one product from this mall, I tend to ' (50.611)
order different color product(s) of the same item together 900
for color comparison.
. *] find it troublesome to return products from this shopping
Non-monetary lenient return 906 24.369
' mall. 1.706
policies . . . . (74.981)
* The return process at this shopping mall is complicated. 913
I h I ch i 14.211
Return behavior return the product(s) because I change my mind about 971 995
product(s). (89.191)

*reverse questions
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Fig. 2. Mediation model for monetary lenient return policies on return behavior.

9 < 05, ¥*p< 01, **%p < 001

Table 3. Indirect effects of monetary lenient return policies on return
behavior

Table 4. Indirect effects of non-monetary lenient return policies on
return behavior

95% Confidence Interval

Path Effect BootSE
LLCI ULCI
Total 3091 .0706 .1699 4483
Direct path 2031 .0788 .0479 3583
Indirect path .1060 .0388 .0308 .1845

95% Confidence Interval

Path Effect BootSE
LLCI ULCI
Total 2506 0716 .1095 3916
Direct path 2400 .0688 .1044 3756
Indirect path .0106 0217 —-.0337 .0529

Direct path: monetary lenient return policies — return behavior
Indirect path: monetary lenient return policies — purchasing orientation
considering returns — return behavior

Direct path: non-monetary lenient return policies — return behavior
Indirect path: non-monetary lenient return policies — purchasing
orientation considering returns — return behavior

Purchasing
orientation
considering
returns

Non—monetary
lenient return

Return

policies

.2400%***

v

behavior

Fig. 3. Mediation model for non-monetary lenient return policies on return behavior.

*p< 05, ¥*p< 01, **¥p < 001
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