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Abstract This study aimed to identify changes in fashion consumer awareness of contact shopping and contact-free
shopping in line with the current environment, such as COVID-19 and the spread of digital living, and to derive their
characteristics and end-value. To this end, specific factors that directly affect the switching intention of consumers when
shopping during the COVID-19 pandemic were extracted. This study was conducted using the means-end chain theory and the
laddering technique of qualitative research methods. It targeted 50 consumers aged between 20s-60s who have had experience
in purchasing fashion products through contact-fiee shopping. The results showed that anxiety, discomfort, and unnecessariness
were negative effects of contact shopping, and the positive effects of contact-free shopping were convenience, experience
satisfaction, usability, and its economical nature. Finally, as the mooring factors for switching intention, the preference for
familiarity, unnecessariness, and the pursuit of diversity were derived. This can be a key factor in providing a direction for a
contact-free society that becomes the new normal. Therefore, this study sought a method to activate contact-free fashion stores
and expects it to be utilized in a marketing method for potential customers in the post-COVID-19 era.
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Introduction

The growth of contact-free consumption through “social
distancing” in the COVID-19 environment has changed the
central axis of services from offline to online. As a result,
contact-free forms of consumption have become common in
our daily lives, switching consumer intentions and behaviors.
The domestic kiosk market has grown annually by 61.5%,
reaching 22 billion won in 2020, and with the introduction of
VR technology, non-face-to-face and unmanned services are
also being promoted in the fashion and beauty fields, so
contact-free services are expected to be expanded to
customer-tailored services (Bae & Shin, 2020). In addition,
contact-free marketing has also been a major consumption
trend since 2018 and is gaining attention during the
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COVID-19 pandemic. As such, interest in contact-free
marketing is rising due to COVID-19 and the acceleration of
the 4th Industrial Revolution, and it will be a part of our daily
lives in the post-COVID-19 era we are facing. This suggests
the need to explore various levels of contact-free marketing.
However, when this study examined the prior contact-free
studies from before the outbreak of COVID-19, it was found
that the marketing-related research had been conducted in
somewhat limited fields such as insurance, finance, medical
care, and food services (Jung & Park, 2017; Lee, 2019; Lee
& Lee, 2020; Lee & Lim, 2018).
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Consumer Awareness and Switching Behavior Factors in Contact-Free Shopping

The studies related to the fashion industry conducted
after the COVID-19 outbreak reveal that luxury brands are
implementing online contact-free communication strategies
as a marketing method to better convey their brand image to
consumers (Xie & Youn, 2020). The global luxury brands
that tried to communicate directly with consumers through
contract-free media increased intimacy and preference along
with rising brand awareness (Shim & Kim, 2021). In
addition, various fashion brands have found opportunities to
interact with consumers through experience marketing using
a variety of digital techniques, which also increased brand
awareness (Yang & Lee, 2020). Lee and Lee (2020) analyzed
various previous studies and cases regarding contact-free
topic to propose the concept of contact-free service and
explain the importance of such service in terms of new
opportunities and challenges. As previously mentioned,
various studies have been conducted to suggest strategies for
creating new customer values such as convenience and
efficiency through technological innovation or targeting the
technology platform from the digital services perspective
(Brydges, Heinze, Retamal, & Henninger, 2021).

Consumer awareness and behavior can be changed and
determined by the situations of the times such as the
changing social and natural environments. But most studies
on fashion shopping published after COVID-19 were studies
analyzing the change in consumer shopping behavior with
only the functional aspects of stores as the key factor (Dorie
& Loranger, 2020; Flavian, Gurrea, & Orts, 2020; Olearova,
Bacik, & Fedorko, 2022), while few focused on the change in
consumer awareness by applying the contextual factors faced
by consumers due to environmental risks and social issues as
a COVID-19. Therefore, at this point, it is necessary to
identify changes in consumers based on more fundamental
factors such as environmental risks of COVID-19, social
issues, and direct experiences.

Therefore, the aims of this study were to identify the
factors that have positive and negative impacts on the
switching intentions and behaviors of consumer over time, to
confirm the connections between those factors, and to extract
the necessary elements for contact-free marketing so that it
can present results that can be utilized in the fashion industry.
To this end, this study examined consumer awareness
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according to the social changes caused by COVID-19
through means-end chain theory and laddering technique,
and this was expected to elucidate marketing measures and
new directions for the fashion industry to activate efficient
contact-free shopping in the post-COVID-19 era of the
future.

Literature Review

Consumer Awareness and Switching Behavior

Distributors who failed to adequately respond to the digital
innovation of the mobile commerce market after COVID-19
are in crisis (Oh, 2022). Choi and Lee (2020) analyzed the
changes in consumer awareness regarding fashion products
through big data in a pandemic situation and found that in the
early days of the COVID-19 outbreak, the focus was on
infection prevention or restraint, but the topic has shifted to
online channels and platforms as people spend more time at
home, and has further changed to various fashion-related
topics such as digital fashion shows and distribution
channels. Shopping motives vary between online and offline
shoppers, and the choice of channel depends on the desired
value, as diversity and price value are important attributes for
online shoppers, and social interaction and personalization
are important for offline shoppers (Haridasan & Fernando,
2018). Behavior can vary depending on how consumers
perceive contact/contact-free shopping, and ultimately, it can
be seen as a factor that determines switching behavior.

In addition, since the user experience of a system
creates a new awareness to revalue a particular system, using
the system after adopting it is not related to initial choice
(Kim & Malhotra, 2005), and consumers’ switching behavior
is an important subject because they can stop the previously
adopted method when new alternative methods are
introduced (Hsieh, Hsieh, Chiu, & Feng, 2012). According to
Oh (2022), the main shopping channel routes for each
product group were different, and among them, in the case of
clothing and fashion goods, consumers prefer offline stores,
so it suggested that appropriate product experience and
online/offline linkages that allow purchases at online prices
should be further strengthened. As such, it is judged



necessary to investigate the main factors influencing the
transition to contact/contact-free shopping in accordance
with the awareness of fashion consumers changed due to
COVID-19.

Means-End Chain Theory and Laddering
Technique

Mean-End Chain Theory. The means-end chain theory was
first developed and applied in marketing and advertising
(Gutman, 1982), and explains the link among product
attributes and consequences or benefits of consumption, as
well as personal values implied in the decision-making
process based on consumer awareness (Gutman & Alden,
1985). It is divided into two conflicting theoretical
perspectives, such as the traditional motivational perspective
by Reynolds and Olson (2001) and the cognitive structure
perspective by Grunert and Grunert (1995), summarized
basically into three levels. In other words, the means-end
chain theory assumes that personal values are based on the
consequences and attributes of products and services
(Hofstede & McCrae, 2004).

First, the attribute level can be obtained by the basic
functions of products or services. The second is the
consequence level, which is the benefit obtained from the
outcome of product or service attributes. The third or the last
is the value level, which is the value that is intended to be
ultimately obtained from attributes and consequences. In
other words, the means-end chain theory analyzes the
linkages among personal values, consumer consequences,
and product attributes that form a chain with a preference
relationship tree, and these attributes, consequences, and
values do not exist independently. However, they are
interconnected, and thus the three levels are relationally
linked to one another (Leitner, Wolkerstorfer, Sefelin, &
Tscheligi, 2008).

Accordingly, the superordinate goals of consumers can
be explored in terms of material benefits. Since it is judged
that consumers can explore the higher value areas in terms of
physical convenience, it is expected that the perception of
contact-free shopping will be different depending on the type
of value that individual consumers pursue. Therefore, in this
study, using the mean-end chain theory, this research was
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classified the values that consumers ultimately pursue
through the shopping experience in the COVID-19
environment, and derived factors that affect the switching
intention and behavior of contact-free shopping.

Laddering Technique. To conduct research in relation
to the means-end chain theory, it is necessary to determine
the motives implied in consumer behavior, which can be
done by the laddering technique. The laddering technique is
an in-depth interview technique that determines the structure
of consumers’ purchase decisions for products or services
based on the means-end cognitive structure (Reynolds &
Gutman, 1988). The subjects are asked why the attributes,
anticipated consequences, and purpose (end) of certain
products or services are important to them, after which the
value system of consumers behind their purchase decisions is
interpreted; and the means-end connection, that is, the
hierarchical value structure, is analyzed (Reynolds & Olson,
2001).

Data analysis in this method begins by summarizing the
key items based on standardized content analysis. After
calculating the number of linkages among items and
constructing a summary table, the concentrated relationships
are extracted from the summary table and represented as a
relational model referred to as the hierarchical value map.
This qualitative and in-depth method is used to understand
each value from potential motives of consumers and
influencing factors for the given research purpose based on
interpretation of the data (Reynolds & Olson, 2001).

According to Lee and Lee (2011), the laddering
technique is mostly used to determine the cognitive structure
of consumers toward products in marketing, and has been
extended to various fields such as education service and
political awareness structure. As shown in Table 1, recently,
Park, Yap, and Makkar (2019) studied the complexity of
motivations for mobile shopping through the laddering
technique, and Haridasan and Fermando (2018) used the
laddering technique to determine consumer motives in
choosing an online channel or offline stores. Moreover, Lee
(2019) studied social networking services-based commerce
platforms as the shopping channels of the millennials, using
the laddering technique. Lee and Choi (2010) analyzed the
factors of product purchase on online media with laddering.
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Table 1. Terminal values obtained from shopping-related studies using the laddering technique

T T S R S

Amatulli, Pino, De
Angelis, & Cascio (2018)

Haridasan & Femando Motives of online or offline in-store shopping

(2018)
) Effects of online shopping mall attributes on shopping value,
Kim (2013) e
consumer satisfaction and customer loyalty
Kyung (2019) Store attributes that cause crossover shopping of online and

offline shopping malls
Lee & Choi (2010) Online media’s product purchase factor

Park et al. (2019)

Park & Kang (2005) values

Luxury vintage products’ purchase determinants

Motivational complexities in mobile shopping of consumers

Effects of online fashion shopping mall attributes and shopping

Self-identification, Social acceptance, Self-confidence,
Self-fulfillment

Variety, value for money and delivery, Convenience,
affordability, gratification

Utilitarian shopping values, hedonic shopping values

Convenience, ease
of comparison, product composition, price / value, quality
Versus price

Self-satisfaction, self-esteem, affluent life, sense of
accomplishment, reasonable life

Self-empowerment, altruism, relationships with others,
self-fulfillment, hedonism

Hedonic values, utilitarian values

This qualitative and in-depth laddering technique can
understand the potential motives of consumers based on
information interpretation and their respective values for the
influencing factors (Reynolds & Olson, 2001).

In particular, it is judged to be a suitable way to prepare
countermeasures for post COVID-19 (With COVID-19),
which will bring another change in the future, based on the
main cause leading to changes of consumer perception in
variety situations. However, none of the studies conducted
around COVID-19 verified changes in consumer awareness
due to a disaster. Therefore, this study analyzed the switching
behavior  of  fashion caused by
social/environmental changes due to COVID-19 with a focus
on change in awareness.

consumers

Research Method

Hard Laddering

Laddering can be divided into the traditional in-depth
technique called soft laddering and the quantified technique
called hard laddering (Botschen & Hemetsberger, 1998). To
overcome the limitations of traditional in-depth interviews
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that require a great deal of time and cost, hard laddering
collects data with a questionnaire instead of an interview.
This study was conducted using a questionnaire with hard
laddering based on previous studies as below Table 2.

For attribute, in the first level, the same question was
asked for push, pull, and mooring. For a consequence, the
second level, the question for the push was “Why are you
currently not shopping offline, or why has the frequency of
offline shopping decreased?” and the question for pull was
“Why are you currently doing contact-free shopping, or why
has the frequency of contact-free shopping increased?” The
question for mooring was “If you are hesitant about
contact-free shopping, why?”” The question for value, the last
level, was why the answers in the previous levels are
important to responders. The items and responses of each
level are as shown in Table 2.

The items listed in Table 2 are based on various
previous studies on the intention and behavior toward
shopping channels. These include the factors that
significantly influenced switching intention in Handarkho
and Harjoseputro’s (2019) study on mobile payment services,
factors influencing the intention to switch to mobile shopping
in Chang et al. (2017), Lai et al. (2012) research on mobile



Table 2. Research measures, questionnaire, answer items and references

e T e e e

(DBy using the mobile apps of shopping malls 2By
accessing online shopping malls (30n SNS @By using
offline kiosks/unmanned stores (5)Other

(DBecause it is dangerous (2Because it is inconvenient
(3Because it is exhausting @Because the service is poor
(BBecause it was an unsatisfying experience ©Because |
feel anxious (7)Because | do not feel the need @ Other

(DBecause it is convenient (2Because it is safe (3
Because it was a satisfying experience @Because it
useful and practical (5Because it is worth investing
time/effort @Because it fun and enjoyable (7Because it is
economically feasible ®Because everyone else does it

(©0Other

(DBecause | prefer the familiar way @Because | do not
feel the need to change (3Because it is a hassle to
change the way @By habit GBecause the new way is
inconvenient ®)Because | like to use various methods (7)
Because | am afraid to try a new method ®Other

> How do you do contact-free
=4 Means or method of . .
g—' contact-free shonoin shopping when purchasing a
@ pping fashion product?
Reason for not doing Why are you recently not doing
contact-free ) .
. offline shopping, or why has the
shopping/reason for . .
. frequency of offline shopping
the decrease in
decreased?
frequency
o Reason for doing Why are you recently doing
e} contact-free )
2 . contact-free shopping, or why has
@ shopping/reason for
2 . . the frequency of contact-free
8 the increase in L
3 ¢ shopping increased?
@ requency
Reasp n for being If you are hesitant about
hesitant about contact-free shopping, why?
contact-free shopping PpINg, Why¢
Which of the following values do
you consider important so that you
chose your answer
(reason for not doing offline
shopping)?
Which of the following values do
- Why each you consider important so that you
2 Consequences (end) is chose your answer
® important (reason for doing contact-free
shopping)?

Which of the following values do
you consider important so that you
chose your answer
(reason for being hesitant about
contact-free shopping)?

(DSelf-satisfaction @Self-respect (3Seff-expression @
Affluent life (SPleasant/fun/exciting life ®Convenient life
(DHealthy life @Valuable life @Pursuit of happiness (0
Pursuit of economic interests (DWarm/good personal
relationships (sociality) @2Sense of stability/security (3
Social rights and interests (9Sense of belonging (9Sense
of accomplishment
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Restructured
based on Chang,
Wong, & Li
(2017); Chiu,
Hsieh, Roan,
Tseng, & Hsieh
(2011); Choi &
Yang (2016);
Handarkho &
Harjoseputro
(2019); Haridasan
& Fernando
(2018); Kyung
(2019); Lai,
Debbarma, &
Ulhas (2012); Lee
& Choi (2010),
Sun et al. (2017);
Zhang, Cheung, &
Lee (2012) and
results of the
preliminary study

shopping channels, the factors that significantly influenced
switching intention in Choi and Yang’s (2016) study on
webrooming behavioral intentions, and Chiu et al. (2011)
study on the intention of switching in cross-channel free
riding. These were selected through modification and
supplements to suit the current study.

The laddering technique should target at least 20
respondents (Reynolds & Olson, 2001), and it is
recommended not to exceed 50 or 60 people for laddering
(Collen & Hoekstra, 2001), the subjects of this study were
male and female consumers in their 20s to 60s who have
experience purchasing fashion products through contact-free
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shopping. The data of a total of 50 subjects, ten from each

age group, were collected through a survey company.

Implication Matrix

Content analysis was conducted using data collected through
hard laddering, and the Attribute-Consequence-Value (ACV)
sequence was completed. This step was intended to identify
the new factors associated with COVID-19, and the
frequency of each connection was checked using
means-purpose  and purpose-value. In a closed-ended
questionnaire, the questionnaire itself already includes the
concepts, and thus the researcher calculates the frequency of
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(Consequences)

1) Because it is dangerous

Because iLis inconvenient

}/Because it is exhausting

@ Because the service is poor

Because it was an unsatisfying cxperience
) Because | feel anxious

? Because Tdo not feel the need

(Attributes)

- = -
(I) By using the mobile apps of shopping malls __ T ) Other
(2 By accessing online shopping malls ¢___
’ < - 1]3 (values)
HOnSNS - e
e Arr2] 4 et
) By using offline kioskstunmanned stores = |~ LiSE RRRtE T
T (21 Self-respect
e LY 1
Self-expression
[ T A Affluentlife
{Consequences) | (5 Ploasant/funiexciting life
ar . f V) | (61 Convenient life
BRIt Tous 1]2[3]afs]e|[7]8]o]w0]11]12a]13]14]1s (& Hoalthy Tife
Because il is inconvenient -
—[1 3[2] AE ; a7
. (# Valuable life
“VBecause it is exhausting 2 2 187 1 Pursuit of happi
ursuit of happiness
4) Because the service is poor - 3 3 1 7 B
P 4 1] 2 0 Pursuit of economic interests
Because it was an unsatisfying experience (C) | .
) Bocause | fecl amxious 5 1 101 1 11 Warm/good personal relationships (sociality)
) Because | feol anx
. o e 6 BE 2 O 21 Sense of stability/security
%) Because { fieel the nee -
. eERR R e |IB 1[4 1 0% Social rights and interests
%) Other | # 1 Sehesathel
| 14 Sensc of belonging
Sense of accomplishment

Figure 1. Negative effect matrix: Attribute-Consequence and Consequence-Value (A-C and C-V) of contact shopping

©)

L Beeausc it is convenicnt

) Because it is sale
) Beeause it was a satisfying experienes
Because it is uscful and practical

. Because it is worth investing time/effort
 Bocause it fin and cnjoyable

Because it is econamically feasible

) Because everyone else does it

(A)

1 By using the mobile apps of shopping malls

) By accessing online shopping malls A
n SNS

@) By using offlinc kiosks/unmanncd stores

Self-cxpression

4 Affluent life

© - | e

. il 2 |3 |4 |S[EEN 7| 8]|9|10|11]12]13[14[15

1) Because it is convenient T [s 3 [1 BIE 1 1 Healthy life

2 Beeausc it is safe S E 1|1 '8 Valuable life
Because it was a satisfving experience 2 i 2 2 2|13 I {1 Pursuil of happiness
Because it is useful and practical © 4 il [l i Iy Pursuit of economic interests

5 Because it is worth investing time/e [Tort 2 L ! a1 Warm/good personal relationships (sociality)
Because it fun and enjoyable .el ; = 12 Sensc of stability/sccurity

(71 Because it is economically feasible 8 {3 Social rights and interests

) Bocause everyone else does il = 1% Sense of belonging

13 Sensc of accomplishment.

Figure 2. Positive effect matrix: Attribute-Consequence and Consequence-Value (A-C and C-V) of contact-free shopping

responses for the given concepts and creates an implication contact shopping are as shown in Figure 1. There were eight
matrix. connections of 1(mobile apps)-6(anxiety), followed by six
The A-C matrix results on the negative aspects of connections of 1(mobile apps)-2(inconvenient), and five
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connections of 1(mobile apps)-7(no need) and 2(online
shopping malls)-2(inconvenient). In the C-V matrix, there
were seven connections of 2(inconvenient)-6(convenient
life), followed by four connections of 6(anxiety)-12(sense of
stability/security) and 7(no need)-6(health life).

The A-C matrix results on the positive aspects of
contact-free shopping are as shown in Figure 2; there were 16
connections of 1(mobile apps)-1(convenient), followed by 11
connections of 2(online shopping malls)-1(convenient), and
eight connections of 1(mobile apps)-3(satisfying experience).
In the C-V matrix,

1(convenient)-6(convenient

there were 15 connections of
life), followed by
connections of 1(convenient life)-1(self-satisfaction), and

SiX

three connections of 1(convenient)-5(pleasant/fun/exciting
life), life),

7(economically feasible)-6(convenient life).

3(satisfying experience)-6(convenient and

For the switching to contact-free shopping, the A-C
matrix results are as shown in Figure 3; there were six
connections of 1(mobile apps)-1(familiar way), 1(mobile
apps)-2(no need to change), and 1(mobile apps)-6(use
various methods), followed by five connections of 1(mobile

Dayun Jeong

apps)-4(habit) and 2(online shopping malls)-1(familiar way).
In the C-V matrix, there were four connections of 6(various
methods)-6(convenient life) and 7(afraid to try a new
method)-12(sense of stability/security), followed by three
connections of 1(familiar way)-1(self-satisfaction).

Hierarchical Value Map

After analyzing the linkages among summarized codes
through the implication matrix, a hierarchical value map
(HVM) is created based on the analysis. In the HVM,
attributes, consequences, and values are indicated in circles,
and the levels are connected with lines. Here, higher concept
frequency leads to bigger circles, and the number of linkages
among the concepts is indicated by the thickness of the lines
(Klenosky, Gengler, & Mulvey, 1993).

As shown in Figure 4, the means-end connection on the
reason for not doing offline shopping showed the variables in
the order of 1) anxiety, 2) inconvenience, and 3) not
necessary, and the end-value connection showed pursuit of 1)
convenient life and 2) stability/safety.

©

1) Because 1 prefer the familiar way

coause (he new way is inconvenient

- 0 Because Tlike (o use various methods,

7/ Because | am aftaid to try a new method

" L : —» (1 Other
A) = =
12 3 4 6

(1) By using the mobile apps of shopping malls 116 )@ 2 5N 3 BE) 2 | 3 (v)

(2) By accessing onling shopping malls A RIS 1 3| T 4|2 — (1) Selftsatislaction

() On SNS 3 | (3 Selrespect

1) By using offline kiosks/unmanned stores 4 1 3 Self-cxpression

i 4 Affluent life
(C) I (5 Pleasant/fun/exciting life
. B C
(1 Because T prefer the familiar way [ ) \ DR nvenieRt Bt
(2 Because T do not feel the need to change 17234587 9 [10]11[12]13] 1415 (T Healthy life
(& Because it is a hassle to change the way e | RN 1 1121 1 Bryalusble life
4 By habit 2]2 2 1 2 (% Pursuit of happiness
e = 311 11 2 I Pursuit of economic interests
(5! Because the new way is inconvenient s A 7
{6 Because T like to use various methods © (I Warm/good personal relationships (sociality)
B Becaus s 5 z K 3
5 X @ Sens fsecui
7! Because 1 am afaid to try a new method 6| 1 11202 T 2 Sense of stability/security
@ Other 7 f:) 3 Social rights and intcrests
83 {4 Sense of belonging

L 5 Sense of accomplishment.

Figure 3. Mooring effect matrix: Attribute-Consequence and Consequence-Value (A-C and C-V) of contact-free shopping
switching intention

International Journal of Costume and Fashion Vol. 22 No. 2 2022



Consumer Awareness and Switching Behavior Factors in Contact-Free Shopping

Safety/
Stability

Inconvenience

Figure 4. Hierarchical value map of negative factors on
contact shopping

Convenient
life

Mobile App Internet Web

Figure 5. Hierarchical value map of positive factors on

contact-free shopping
/\ //\\\ //\\
Sell \ ( Comteniem ) ‘/ Safety/ ]
( satisfaction / life y \ stahility )

Fear of new
ways

(

Familiarity Not necessary

Variety seeking

Mabile Ap |

Internet Web

Figure 6. Hierarchical value map of mooring to switching
intention
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As Figure 5 shows, the means-end connection on the
reason for doing contact-free shopping showed the variables
in the order of 1) convenience, 2) satisfaction with the
experience, 3) usefulness, and 4) economic feasibility, and
the end-value connection showed pursuit of 1) convenient
life, 2) self-satisfaction, and 3) pleasant life.

The means-end connection on the reason for hesitating
switching behavior to contact-free shopping showed the same
level of familiarity, not necessary, and variety seeking, while
also showing ‘habitually.” In the end-value connection,
pursuit of convenient life and stability/safety were the same.
The results are shown in Figure 6.

Results

The analysis on all paths of negative effect shows the
following results. Consumers that value convenient life feel
that contact shopping is inconvenient and thus avoid it,
choosing contact-free shopping via mobile apps. Moreover,
consumers pursuing stability or safety as terminal values feel
anxious about contact shopping offline and thus avoid it.
Instead, they choose contact-free shopping, and as a result,
are considered as preferring shopping for fashion products on
mobile apps. The analysis on all paths of positive shows the
following results. Consumers pursuing convenient life
choose contact-free shopping when purchasing fashion
products because they think it is convenient or are satisfied
with the experience, and for that, most consumers shopped
for fashion products on mobile apps. Moreover, consumers
attaching importance to the value of self-satisfaction choose
contact-free shopping because of convenience, for which
they shopped for fashion products on mobile apps and
Internet websites. Finally, the analysis on all paths of
mooring shows the following results. Consumers tend to be
hesitant about switching from offline to contact-free
shopping because they seek variety. This implies that
consumers may selectively choose either contact or
contact-free shopping depending on the circumstances,
instead of not considering contact-free shopping at all.
Therefore, the following factors were ultimately
derived. Anxiety, inconvenience, and not necessary were
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the need

Dayun Jeong

Because it Is Because | feel
inconvenient anxious

w1 f2]3fs]s5]s]a]s amsf 1 [2]a]a]5]s 8 05| 1 6 3 os| 1 2 6 s 6| 1[2]3 6 3
Not doing 1 1 R 7l « [ 1|2 O 1 ) 1 3l 1 7 1
contact
3 2|z 2 4 il 2 1 152
shopping = e e
3 E 3
4 1 5 4 4
(| Becausc it is convenient
Doing s [U 23] a]s]s]7]s smsfifz2]a]e[s|6][7]s asf 1] 23 3 8 05| 1 3 6 3 05| 1 34 6 3
contact 1§39 2 11 153 all 1 1f 4% 5 1[4 1 1
—tm; 214 1 2 2 k1 o 1 3 E5 1 1
shopping 3 3 3 3 3
4 1 4 4 4 4
Pl 20| 1 [ 2 5|6 s asf 1 [ 2 4|5 [is 8 40ef 1 s|s 3 sos) 1 67+ 60¢| 1 98 5 3
to contact 1 2 1)1 ]2 1 1 3 3 B B 1] 2 1 1|2 1|2 1 B
free 2|1 1 3 2|1 1 2|2 1 Bl E 7B 2 1
shopping 3 3
4 1 4 4 4

Figure 7. The Attributes-Consequences (A-C) Matrix by age group

derived as negative influencing factors of contact shopping,
and positive influencing factors of contact-free shopping
were convenience, satisfaction with the experience,
usefulness, and economic feasibility. Finally, the mooring
influencing factors on the switching intention were
familiarity, not necessary, and variety seeking. Also, this
study looked at changes in fashion consumers' shopping
behavior due to the COVID-19 incident, and expected the
results to vary depending on the age group of consumers.
Therefore, it analyzed whether there were any differences
between groups by age as shown Figure 7.

The analysis shows in Figure 7, in their 20s, there were
many "not feeling the need" responses to why they did not do
contact shopping, but in their 30s, various responses such as
"inconvenient", "exhausting", "poor service", and
“unsatisfying experience" were similar. In those in their 50s
and 60s, "inconvenient" and "anxiety" were also answered.
And what's distinctive here is that the frequency of "anxiety"
responses increases as people in their 20s and 60s go. This
can be determined that older generations perceive the risk of
COVID-19 more than younger generations when they do
contact shopping, The most common response to the reason
for doing contact-free shopping was "convenient" for all
ages. Finally, responses to hesitate to contact-free shopping
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were derived with different response patterns for all ages.
This is the result of confirming that different age groups have
different causes of hesitation in changing behavior to
contact-free shopping.

Conclusion

Discussion and Implications

The purpose of this study was to confirm the changes in
fashion consumer awareness of contact shopping and
contact-free shopping against the contemporary background
and in the face of hazardous situations such as COVID-19.
Among the many factors that led to consumers’ switching
behavior toward contact-free shopping that were identified
by this study, anxiety and discomfort about offline shopping
due to COVID-19 were derived as a negative influencing
factor on contact shopping. Consumer anxiety has continued
to be amplified by the many press reports mentioning a
variety of issues related to COVID-19. According to statistics
from the Korea Health Promotion Institute, when the health
status of Korean adult men and women was surveyed during
the COVID-19 pandemic, 40.7% of the total respondents
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answered that they had experienced anxiety/depression due
to COVID-19 (Korea Health Promotion Institute, 2020). As
the pandemic stretches on, regardless of whether people were
infected or not, the outbreak can be seen as having more
negative impacts on people's psychological state, causing
issues such as anxiety and depression, and the shopping
situation of fashion consumers is no exception. The
psychological anxiety that consumers experience when their
safety is not ensured (Lee, 2008) can be viewed as a
psychological interpretation that affects consumers' attitudes
and behaviors (Smith & Lazarus, 1990). Also, social anxiety
is caused by the social environment rather than individual
characteristics (Wilkinson, 2002), and since personal anxiety
induces specific behaviors (Muse, McManus, Hackmann,
Williams, & Williams, 2010), it can be seen that special
circumstances such as COVID-19 make consumers anxious.
On the other hand, as for the positive influencing factors on
contact-free shopping among the various factors that caused
consumers to switch to contact-free shopping, convenience,
satisfaction with the experience, and usefulness were derived.
These factors can be interpreted as reflecting consumer
awareness of the technical aspects of the system of
contact-free shopping channels.

The results derived from Lee and Rha’s (2012) study on
multi-channel selection revealed that, as a result of
confirming the age-based channel behavior, the online search
group was relatively large in the 20s, while the ratio of the
multi-channel high search group and offline search group
was relatively large in the 50s. Comparing this with the
results of the current study, it is possible to infer the direct
cause of consumers by age group for choosing the relevant
channel through the response of 20s that they do not feel the
need for contact shopping, which is the offline method, and
the response of 50s and 60s that they want various ways for
shopping but fear of new methods. In addition, their findings
that there was no significant difference between online search
groups in 30s and 40s appear similar to the 30s of this study,
which had relatively different responses than in other
generations. Moreover, as suggested by Hsieh et al. (2012),
this study confirmed the importance of switching behavior
that consumers stop the previously adopted method when
new alternative methods are introduced. Although Oledrova
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et al. (2022) found age-specific differences in shopping
channel selection are not statistically significant, which is
contrary to the results of the current study, this result may
arise from differences in analysis methods and interpretations
in a somewhat different context from the main factors to be
confirmed.

In order to specifically identify factors that change
consumer intentions or behaviors, the factors affecting
switching behavior related to shopping were derived based
on the means-end chain theory, and the relationships between
the factors were confirmed. Existing studies using the
mean-end chain theory and laddering technique examined
consumer behavior in general situations before the outbreak
of COVID-19 (Haridasan & Fernando, 2018; Kyung, 2019;
Park et al., 2019), therefore, these studies did not confirm the
switching intention based on changed consumer awareness in
the post-COVID-19 situation. In addition, the majority of
studies analyzing shopping channels published after the
outbreak of COVID-19 were conducted by classifying
channels according to physical stores and technical
characteristics, rather than analyzing direct factors affecting
switching from the consumer's point of view (Dorie &
Loranger, 2020; Flavian et al., 2020).

Therefore, this study has practical significance in that it
identified the causes for consumer channel selection in the
context of the diversification of the distribution environment
due to COVID-19 from a consumer behavior perspective and
derived the results for an appropriate way of marketing that
can provide new values and utility to consumers by reflecting
the changed desires of consumers in switching behaviors.
Since marketing and distribution strategies can be judged
based on consumer satisfaction and benefits (Lee & Rha,
2012), this study is meaningful in that it discovered the
highest value consumers pursue in transition to contact-free
shopping is the “value for a convenient and safe life” by
reflecting the “seeking value” that can better understand their
behaviors in selecting and switching intentions. In particular,
the wvarious consequences (convenience/inconvenience,
anxiety, satisfaction, familiarity, variety seeking, etc.), which
were the bridges, derived for the connection of final values
and attributes are judged to be important results that can be
beneficially utilized in business.
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This study is meaningful in that it supplemented the
limitations of previous studies that verified the effect of each
attribute of various stores. The study was intended to help
increase purchases of fashion products by examining the
empirical factors of consumers' perceptions of the new
environment of COVID-19 and how they affect their
contact/contact-free shopping behaviors. In particular, it
expanded the theoretical framework of the value that
consumers pursue through the means-end chain and
laddering technique. Therefore, the results of this study are
expected to provide useful implications for fashion brands
and companies that plan to pursue offline or online shopping
in the post-COVID-19 era.

Limitations and Future Research

Since the factors identified through this study form a
relationship centered on emotional responses such as
awareness, recognition, and value, there is a limitation in that
the exploration of the factors that can explain the technical
aspects of contact-free shopping was insufficient. In addition,
it is expected that a follow-up study will be needed on
whether consumers who have seen the value of contact-free
shopping for more than two years in the era of COVID-19
will switch back to contact shopping when a safe shopping
environment is in place or will stick with the familiar
contact-free shopping approach. Therefore, future studies
may need to supplement these areas and validate additional
quantitative studies that distinguish common risk perceptions
from situation-specific risk perceptions and identify each
factor in greater detail.

References

Amatulli, C., Pino, G., De Angelis, M., & Cascio, R. (2018).
Understanding purchase determinants of luxury vintage
products. Psychology & Marketing, 35(8), 616-624.
doi: 10.1002/mar.21110

Bae, Y. L, & Shin, H. R. (2020). Covid-19, accelerates untact
society. Issue & Analysis, 416, 1-26.

International Journal of Costume and Fashion Vol. 22 No. 2 2022

Dayun Jeong

Botschen, G., & Hemetsberger, A. (1998). Diagnosing
means-end structures to determine the degree of
potential marketing program standardization. Journal of
Business Research, 42(2), 151-159. doi: 10.1016/S01
48-2963(97)00116-1

Brydges, T., Heinze, L., Retamal, M., & Henninger, C. E.
(2021). Platforms and the pandemic: A case study of
fashion rental platforms during COVID-19. The
Geographical Journal, 187(1), 57-63. doi: 10.1111/
2e0j.12366

Chang, H. H,, Wong, K. H.,, & Li, S. Y. (2017). Applying
push-pull-mooring to investigate channel switching
behaviors: M-shopping self-efficacy and switching
costs as moderators. Electronic Commerce Research
and Applications, 24, 50-67. doi: 10.1016/;.elerap.2017.
06.002

Chiu, H.-C.,, Hsieh, Y.-C., Roan, J., Tseng, K.-J., & Hsich,
J.-K. (2011). The challenge for multichannel services:
Cross-channel ~ free-riding  behavior.
Commerce Research and Applications, 10(2), 268-277.
doi: 10.1016/j.elerap.2010.07.002

Choi, H--S., & Yang, S.-B. (2016). An empirical study on
influencing factors of switching intention from online

Electronic

shopping to webrooming. Journal of Intelligence and
Information Systems, 22(1), 19-41. doi: 10.13088/jiis.2
016.22.1.019

Choi, Y.-H,, & Lee, K-H. (2020). Changes in consumer
perception of fashion products in a pandemic - Effects
of COVID-19 spread -. The Research Journal of the
Costume Culture, 28(3), 285-298. doi: 10.29049/rjcc.
2020.28.3.285

Collen, H., & Hoekstra, J. (2001). Values as determinants of
preferences for housing attributes. Jowrnal of Housing
and the Built Environment, 16, 285-306. doi: 10.1023/
A:1012587323814

Dorie, A., & Loranger, D. (2020). The nwlti-generation.
International Journal of Retail & Distribution
Management,  48(4), 395-416. doi:  10.1108/
1jrdm-06-2019-0196

Flavidn, C., Gurrea, R, & Ortis, C. (2020). Combining
channels to make smart purchases: The role of

webrooming and showrooming. Journal of Retailing

11



Consumer Awareness and Switching Behavior Factors in Contact-Free Shopping

and Consumer Services, 52, 101923. doi:10.1016
/jjretconser.2019.101923

Grunert, K G, & Grunert, S. C. (1995). Measuring
subjective meaning structures by the laddering method:
Theoretical ~ considerations and  methodological
problems. [International Journal of Research in
Marketing. 12(3), 209-225. doi:10.1016/
0167-8116(95)00022-T

Gutman, J., (1982). A means-end chain model based on
consumer categorization processes. Journal of
Marketing, 46(2), 60-72. doi: 10.2307/3203341

Gutman, J., & Alden, S. D. (1985). Adolescents’ cognitive
structures of retail stores and fashion consumption: A
means-end chain analysis of quality. In J. Jacoby & J.
C. Olson (Eds.). Perceived quality: How consumers
view stores and merchandise (pp. 99-114). Lexington,
KY: Lexington Books.

Handarkho, Y. D., & Harjoseputro, Y. (2019). Intention to
adopt mobile payment in physical stores: Individual
switching behavior perspective based on push-pull—

theory. Journal of Enterprise

33(2), 285-308. doi:

mooring  (ppm)
Information  Management,
10.1108/JEIM-06-2019-0179

Haridasan, A. C., & Femando, A. G. (2018). Online or
in-store: Unravelling consumer’s channel choice
motives. Journal of Research in Interactive Marketing,
12(2), 215-230. doi: 10.1108/jrim-07-2017-0060

Hofstede, G., & McCrae, R. R. (2004). Culture and
personality revisited: Linking traits and dimensions of
culture. Cross-Cultural Research, 38(1), 52-88. doi:
10.1177/1069397103259443

Hsieh, J. K, Hsieh, Y. C,, Chiu, H. C., & Feng, Y. C. (2012).
Post-adoption switching behavior for online service
substitutes: A perspective of the push—pull-mooring
framework. Computers in Human Behavior, 28(5),
1912-1920. doi: 10.1016/j.chb.2012.05.010

Jung, S. H., & Park, K. S. (2017). Relationship between the
service quality of non-face-to-face channels and the
insurance purchase intention in the life insurance
industry. Financial Planning Review, 10(3), 65-86.

Kim, C. G. (2013). The effects of internet shopping mall
attributes on shopping value, consumer satisfaction and

International Journal of Costume and Fashion Vol. 22 No. 2 2022

customer loyalty. Korean Corporation Management
Review, 20(1), 63-86.

Kim, S. S., & Malhotra, N. K. (2005). A longitudinal model
of continued IS use: An integrative view of four
mechanisms underlying postadoption phenomena.
Management  Science,  51(5),  741-755.  doi:
10.1287/mnsc.1040.0326

Klenosky, D. B., Gengler, C. E., & Mulvey, M. S. (1993).
Understanding the factors influencing ski destination
choice: A means-end analytic approach. Journal of
Leisure Research, 25(4), 362-379.

Korea Health Promotion Institute. (2020). =+7140.7% "T&2
192 2229 FH T} [40.7% of the people said,
"l experienced depression and anxiety due to
COVID-19."]. Korea Health Promotion Institute.
Retrieved April 04, 2021, from https://www.kheal
th. or.kr/board ?menuld=MENU00907 &siteld=null-

Kyung, J. S. (2019). A study on store attributes that cause
crossover shopping of online and offline shopping
malls. The e-Business Studies, 20(3), 85-104. doi:
10.20462/tebs.2019.6.20.3.85

Lai, J. Y., Debbarma, S., & Ulhas, K. R. (2012). An empirical
study of consumer switching behaviour towards mobile
shopping: A push-pull-mooring model. International
Journal of Mobile Communications, 10(4), 386-404.
doi: 10.1504/IIMC.2012.048137

Lee, E. S., & Choi, S. Y. (2010). Research about laddering
using online media’s product purchase factor analysis.
Journal of Communication Design, 32, 56-65.

Lee, J.-M., & Rha, J.-Y. (2012). Consumers' channel choice
and channel positioning in multichannel environment.
Journal of Consumer Policy Studies, 41, 143-169. doi:
10.15723/jcps..41.201204.143

Lee, K. (2008). Study on the empirical analysis and the
implications for the effective food risk communication.
Journal of Consumer Policy Studies, 34, 105-134. doi:
10.15723/jcps..34.200810.105

Lee, K. S., & Lee, H. R. (2011). Festival tourists' hierarchical
value map - An application of the hard laddering
technique.  International — Journal
Management and Science, 25(6), 237-253

Lee, M. H. (2019). The effects of non face-to-face channel

of Tourism

12



marketing on relational benefits and repurchase
intention in food service company. Journal of Hotel &
Resort, 18(1),293-318.

Lee, S., & Lee, D. (2020). “Untact’: A new customer service
strategy in the digital age. Service Business, 14(1),
1-22. doi: 10.1007/511628-019-00408-2

Lee, S., & Lim, S. (2018). Living innovation: From value
creation to the greater good. Bingley, UK: Emerald
Publishing Limited.

Leitner, M., Wolkerstorfer, P., Sefelin, R., & Tscheligi, M.
(2008). Mobile multimedia: Identifying user values
using the means-end theory. Proceedings of the 10th
International ~ Conference on Human Computer
Interaction with Mobile Devices and Services, 167-175.

Muse, K., McManus, F., Hackmann, A., Williams, M., &
Williams, M. (2010). Intrusive imagery in severe health
anxiety: Prevalence, nature and links with memories
and maintenance cycles. Behaviour Research and
Therapy,  48(8),  792-798.  doi: 10.1016/
j-brat.2010.05.008

Oh, J. A (2022). A study on the level of omni-channel
strategy usage in offline store based on consumer needs
survey of omni-channel strategy. Journal of the Korea
Institute of Spatial Design, 17(2), 51-68. doi: 10.35216/
kisd.2022.17.2.51

Olearova, M., Bacik, R., & Fedorko, R. (2022). Consumer
behavior in the process of buying fashion products: A
study of generational differences in terms of shopping
channel preferences. Journal of Management and
Marketing  Review, 7(1), 1-12. doi: 10.35609/
jmmr.2022.7.1(1)

Park, E. J., & Kang, E. M. (2005). Effects of shopping mall
attributes and shopping values on online purchase
intentions. Journal of the Korean Society of Clothing
and Textiles, 29(11), 1475-1484.

Park, H., Yap, S-F., & Makkar, M. (2019). A laddering study
of motivational complexities in mobile shopping.

International Journal of Costume and Fashion Vol. 22 No. 2 2022

Dayun Jeong

Marketing Intelligence & Planning 37(2), 182-196.
doi: 10.1108/MIP-03-2018-0104

Reynolds, T. J., & Gutman, J. (1988). Laddering theory,
method, analysis, and interpretation. Journal of
Advertising Research, 28(1), 11-31.

Reynolds, T. J., & Olson, J. C. (2001). Understanding
consumer decision making: The means-end approach to
marketing and advertising strategy (Ist ed.). New York,
NY: Psychology Press.

Shim, E. H., & Kim, J. Y. (2021). A study on untact fashion
communication of global luxury fashion brands:
Centered on the post-covid-19 pandemic. Journal of

Design, 21(1), 143-156. doi:
10.18652/2021.21.1.9

Smith, C., & Lazarus, R. (1990). Emotion and adaptation.
Contemporary Sociology, 21(4), 609-637.

Sun, Y., Liu, D., Chen, S., Wu, X,, Shen, X., & Zhang, X.
(2017). Understanding users' switching behavior of
mobile instant messaging applications: An empirical

Fashion

study from the perspective of push-pull-mooring
framework. Computers in Human Behavior, 75,
727-738. doi: 10.1016/j.chb.2017.06.014

Wilkinson, 1. (2002). Anxiety in a ‘Risk’ society. London,
UK: Routledge.

Xie, J., & Youn, C. (2020). How the luxury fashion brands
adjust to deal with the Covid-19. International Journal
of Costume and Fashion, 20(2), 50-60. doi:
10.7233/ijc£.2020.20.2.050

Yang, S., & Lee, J. (2020). A study for an omni experience
space of a fashion brand -Focusing on digital strategy-.
Journal of Korea Institute of Spatial Design, 15(8),
489-497.

Zhang, K. Z. K., Cheung, C. M. K., & Lee, M. K. O. (2012).
Online service switching behavior: The case of blog
service providers. Jowrnal of Electronic Commerce
Research, 13(3), 184-197.

13



	Consumer Awareness and Switching Behavior Factors in Contact-Free Shopping : Focusing on Means-End Chain Theory and Laddering Technique
	Abstract
	Introduction
	Literature Review
	Research Method
	Results
	Conclusion
	Limitations and Future Research
	References


