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[.4 & T EARE ARt Ade2 Bl 2m)
&= TEste] IARtaAk gk
o] efel a3 ARS mHkl o] A AT 2Rl A FEAdelA ARt
ol 1310} FAI8kar Itk Statistics Korea(2019) &g T A A He wE e AdEl
o] AR 9Jahd 20179 L2kl &y 7o ZHIRF o] 221l & 7199 F4E Al tiA
91 3,000%] oot 2018 AL 111% Wk mpd o]l 2717} Zlolehs Aol Skt
8.900°) €102 thF Sl A o) 226%)  AAHR) M) FH MEEE holop 15l B
¥ ASAE JeRGith FAEA 7% 56 © ARk Wi 5 9la, o) AR &
59 Qe 7149 A%A At d Ll 2kl &3 719 5ol Ao #88 Aotk
47 U FAsE 1 G99 Qoe [Agdt APEARESRE 71EAIR ] Apolell whep AR A
22kl & AH-E2) 338l wEt FHE Q) A APAESIR RS S vk ARIE A
3l Ao, Ak 979} euld AR A 5 AR bR ow galE QA S o)
olg] BAAE Yelbar gt} ofe] BAld oA gato] =E3 RS VlEoE At 2
g Auljo} 1) AANH 2 {5 5o Ag T2 AR AARRE SR AP A A AR gl A
ZAo] ol gl o] F AL wjE X0} 1A SEF AR AP Uil Al AEEo] wollth
o] gt o7 E v 7 9lorR S e Al = 7Mooz E FWdth AREA AR SR
o]g} & 4= )t} Seoul Electronic Commerce Center APAA ARk E T dAE ks dEgshy
(018)%] HEAlgol olatd EA EA9l 7o) AHR o2 JERER f-ou|gt AR SE 1f
2 Al Az, WHE, B 915 f30] sa3wle. SSRLAR FTHAN & Lim, 2004).
v A A Fel sigshs wlE A A8l 8.1% APAA APEAIESEeE AREA A AIESEe] A
2 UEhst) olA§ iAo F4S 2]l & 7} Afo]i= Kim and Oh(2009)9] =22}l 17 24
2 7199 W2, 1A AR oFEks u)H 4 Ao AT EE AR Atels Ees
9= 291 Z shjolRz &7 wele] nfAEojo} & 3l o] Aol Z WF 9 currency’
s A EFd el WESo] - ulg Bl o FE A
olg% eajol TAo| AHE|H o] BAH A, ARA APFAREE Sdsigl o, M
olo] th3t &A1) TAE FolA 1 Ut thEH I o] A APAA AARESH= o] ES M (attraction)
2219l A #4919 Kim and Lee(2015, 2016, 3, FSgor BREI, AR AGARS
2018), Kim and Lemnon(2011), Shin et al.(2015)¢] <2} S 2H(cluster) 1, FHAH 22 FEEJUTE 0]
QA AE a8 FH A 2BIR} RG] ek A & o R waRRAS Faet A APA A
7F Qitk 4 B APATe) uES B AT & ARsE AT BRAe] gle AoE veR T,
A )7} AA mHoln Au)Rke] Q1A 7 A, ARFE AR SRS g Aol Sl Zlow
s whe-S 217 pE A weR dyesies Uebdth 5, APl ske] W2l w4
A8kt F4ol| ot Aol W=, I & o A3t vekd S Qi
A 8 A RO 7 BAIs At Srol 4 © AreMe @44 s 2eldelM e
AL, M2k QIAA, 2 A BTA S & A AAEe] ae] eHsta, Hoh ddFow
et AgPAT= EAlEHA Wskth ool wet £ A 2B e APARESRe] WFgsh] flste] &
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Hlate] A A|7kehs &S BItKCialdini, 2009;
Howard et al.,, 2007; Pratkanis & Shadel, 2005). t}
B 2] B AES 2ulAsh Tl ol
4 913S olvl A7kl Sl AdgellA 4u)7t

olzolzltk ¥ 4 gtk
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L

HlS
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1) am|ke] Q1A wke F3d

A Belef A, Al AE AR
W SAbE A AXE g T ) P
= ol ks ArEe] WA ATKChoi, 1993;
Ko, 1993; Ko, 1994; Choi & Lee, 1994). Park(1992)
& aujRte] WA AME )] 850 7pRF 2 JEk

= A 91F A7 of el wet A2 9 = VA T e g2 Tl gAY S A
&, VV‘Q dPoEn FHR e, 34 &) dAoll X 2] A=k Waretar SFitt. Sun and Park
] AL of el wheh A FEI UM (19942 A 235 grofell Al ZmlAke] Q1A v
wHE 2 g otk &5 AE Ul 48 a9l e A AR Y
dAATE o, & ATl F49 H9 474, A8, AAVd R Harsigln
© TuAY A9, A B Ao el 22kl w43 A-ste] XA nkenks W g
&30 AN 4F Bo] PuelEEA AT Kim and Lee(2015, 2016)2] L2kl s 4
AGANL, FR BA L wEEe] amlxel  FO FH A 2nA g A7) glk o] Al
& 7HEdol S AdEr R g dt E A 2Rl A &g B A AR|ARe] 1A1A v
A g Ak gl A el Fad v & 82 <Table 2>9} T}, Kim and Lee(2015)=
HAIA L] e oAFE BRE 5 vk Bl dA AelM mEE ATEAE A S84,
Table 1. Stockout classification and definition.
classification definition
provider perspective stockout due to supply issues
aspect consumer perspective stockout due to consumer(demand) issues
distribution online stockout stockout on online channel
Channel offline stockout stockout on offline channel

perceived risk

perceived risk of running stockout

risk Perception - -
non-perceived risk

non-perceived risk of running stockout

permanently stockout

end of product production and sale

restock

temporarily stockout

product reproduction or store mistake




SIRIHMCIXIQISES|X| H20 15 (2020.3)

Table 2. Types of cognitive responses of consumers in stockout online fashion shopping.

when stockout online L.
T — definition researcher
popularity Stockout products are popular
quality Stockout products are superior in quality and design
positive scarcity Stockout items are no longer sold and therefore have a rare value
popularity I am relieved because many people share my taste Kim
discernment Stockout product is my product view is high 2:
sales forecast failure Failure to predict proper inventory of online shopping (2015)
) neglect of management | Operator’s inventory and sales out of control
negative
marketing tool Intentional stockout to increase sales
too common taste Too many people wear similar items
quality High quality and design excellence cause stockout
positive discernment Stockout product is my product view is high Kim
scarcity Stockout items are no longer sold and therefore have a rare value and
neglect of management | Operator’s inventory and sales out of control Lee
negative | fabricate of online shopping | Intentional stockout to increase sales 2016
too common taste Too many people wear similar items

449 XA HEgo g BRI o5 thA] F
A JIAA Wbg-S FH AE g 384
AR g} Applo] gl Aol FARE 2 Ak A
S8 S Witk A7k 3 AR A
T S AR AAA HhS 2ERl &
3 A ZAxE FAEel wE FAE X9}
AES] FEL Fel gt FAHA QAR Al
t}. Kim and Lee(2016)= Kim and Lee(2015)2] <1

£ AFHOE golH =], o] ATelME #F
AolAl An|REe] AAH kg2 A, FAA

HEgo] FAlel =EH it

2) Zulabe] 29 whgat £
HHESE A oA Fujl Aol AREe EA
S ZAAE AB|RP= A A H}u]. 27}, B
59 7441 7S A THChun et al, 2011;
Clee & Wicklund, 1980). Corstjens and Corstjens(1995)
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e]et Zlolt}. Clee and Wicklund(1980), Corstjens
d Corstjens(1995)= 2 Z2lQl f-5Ad 243
2 W8-S Q731 1L Cho(2018), Kim and Lennon
(2011), Kim and Lee(2015, 2018), Parker and Lehmann
(2011), Shin et al.2015)> 22}¢l -5l 7+
44 A& dolrgity.
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Table 3. Types of emotional responses of consumers in stockout online fashion shopping.

when stockout online

. research topic researcher
type of emotional response
Psychological backlash, complaint, complaint consumer beha]::;():g: psychological Wicckllzer:l dag(;BO)
offline Corst 1
.. orstjens an
Frustrated, annoyed, complaining stockout at store shelves Corstjens(1995)
dies);zzgilt}; danfg’oi‘a:;i:ietn?fruj;;t;ou:;ggri;t consumer response when stockout in Kim and
happy, unhappy, upset, annoyed, irritable online fashion shopping Lennon(2011)
opularit stockout of store shelves affects scarcit Parker and
popuianty Y| Lehmann(2011)
effect of cognitive and emotional
angry, annoyed, sad, melancholy, wistful, responses on behavioral reactions in Kim and Lee
. disappointment, quirky, collapse stockout in online fashion shopping (2015)
online (qualitative Study)
negative (@ger, dngl.JS[,. bitterness) effect of. stockf)ut on ?onsumer response Shin et al.(2015)
positive (ventilation) in online fashion stores
positive (unfortunate) eff?ct of emotional responses on . Kim and Lee
. L . behavioral responses when stockout in
negative (Anger / Irritation, Impatience) . . . (2018)
online fashion shopping
negative emotions ffect of brand pre on consumer Cho(2018)
response in stockout
A F Al v BEs B § Adstkal oS A (Logit analysis), 3]7134] 5ol tixA<] W
S A= <Table 4>} 2}, <Table 4>l 2]¥ o ot} FholAlF AL AFA MEE Adsto]
o] F4 A ATo)A ol F4 W52 SDL APEAESEE she As weith o] WhH e A A
md 5 A% till(substitution), T 17](delay), G2 A7) T ghdo] Al el YR
X H3l(eave) O 2 FFH Th(Walter & Grabner, Th= Aot} A2 Abde 257% (classified)

1975; Zinn & Liu, 2001). ¥4 78S 3 An|R=
BHE AE Sl wet 4ES tiAsA, A
A T = 71E ZIdiske s

7 A
Q] = HEE ABSH A 7P B AES W

3. AIEMIEst

D APgAIESEe] 257

o Aol ARt =2 APgAEE e
sRelstarat dhet ARdA APAIRE SR ATt
AR APAIE S} 71S 8k d-F-(a priors)E

A 7ho1A1E 417 (Chi-squared test), ¥HE:4], =3

AFEA APGARE S AR AR S) o] &
off ARt A8 FAE 7Y & sk BigE &
Q -2 32 (k-mean) 2} Mixture model

PN

T

HEHl wgolck. 5, Abdel AAe) 7
=]



SIZIHMCIXIQIE!S|X| H203 15 (2020.3)

Table 4. Types of behavioral responses of consumers in stockout online fashion shopping.

when stockout online
type of behavioral response

research topic

researcher

change package size, change brand, cancel
purchase

consumer response when stockouts

Peckham(1963)

substitute, delay, cancel purchases or leave

stockouts

Progressive Grocer
(1968)

substitute, delay, leave

stockout cost model and SDL model

Walter and Grabner

(1975)
change of the same brand, change the brand, stockouts Schary and
change the product, delay, cancel purchase, leave Christopher(1979)
Emmelhai t al.
leave, change the brand, change the product, delay consumer response when stockouts e( 1;191112) eta
hi i hi 1 1
change package size, change brand, leave, delay, consumer response when stockouts Verbeke et al.(1998)
cancel purchases
change package size, change item, consumer response when stockouts Campo et al.(2000)
leave, delay, cancel purchases
leave consumer response when stockouts Fitzsimons(2000)
substitute, delay, cancel purchases consumer response when stockouts Zinn and Liu(2001)

substitute, delay, leave

retail stockouts: worldwide research on coverage,
causes, and consumer response

Gruen et al.(2002)

substitute, delay, leave, cancel purchases

shelf availability pursuit, scope, cause, solution

Corsten and Gruen
(2003)

change package size, change item,
substitute, delay, cancel purchases

impact of brand and category characteristics on
consumer response in stockouts

Sloot et al.(2005)

delay, leave, change brand, change item

consumer response when temporarily stockouts

Yoon and Kim(2008)

substitute, delay, leave

determinants of consumer behavior patterns of
stockouts

Chun et al.(2011)

substitute, delay, incomplete leave, complete leave

consumer response to online stockouts (qualitative
research)

Kim and Lee(2015)

substitute, delay, leave

the mediating effect of psychological backlash and
emotions on stockout in online shopping

Shin et al.(2015)

substitute, delay, incomplete leave, complete leave

effects of cognitive responses on behavioral
responses on stockout in online shopping

Kim and Lee(2016)

substitute, delay, incomplete leave, complete leave

effects of emotional responses on behavioral
responses on stockout in online shopping

Kim and Lee(2018)

change brand

effects of brand type on consumer response in

stockouts

Cho(2018)

“ SUTHKim & Shin, 2006).
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22l s g Al F whgell W Anate] APPARS}
W 2lAERE AAE, 9E, AES W 3 Kim and Lee019)2) AT7E Fuste] 743k
DA% FHAOE WA £F 5O BSF % oArh Kim@00)©) SIEIY 2929 e-rdo] el
& dEo] EAREAE WASIA AT, A QA B 1S waE ATeld A8

2.

¥ £33} Kim and Lee(2015)°] 2219 23 #4
[e)

i
o7 25| AR A AAA, 2HA wkgol AEA whgel v)

A Q= gt 94 Aol Bare skl
AR APE AR F3H] 4 RS (IA 2ol FEsle] F ETHQUX| A ¥FS 2753,
A A, WA Aol W M AlE by kg 14w, BB WS 48T, A7E
HoREtt. 84 A 7202 ST Table 5.
3. 59 = 4. ALY U KBSE
2 A7) F =T 7 AX2 52 Kim(2004) ATEES 2RI &gol| o5ty 28] &
Table 5. Cognitive response questionnaire.
question
1. The phrase “stockouts due to heavy orders” tells us which clothes are popular these days.
2. I think this product is fashionable.
3. stockout products will be luxury and well designed for the price.
4. We can trust the quality of the goods stockout because they must be good.
5. Stockout products are products that have been recognized by the consumer for quality.
6. Stockout goods are goods that are worth buying.
7. 1 want to buy more items that are stockout because I can no longer buy them.
8. T think my fashion sense is keeping pace with the trend.
9. I think it’s useful to see my product.
10. T think certain products are stockout because others have similar taste in good products.
11. The design and quality of the stockout products are recognized by many people.
12. Stockout items may be difficult to buy next.
13. Stockout items were not in high quantity and became a rare item.
14. 1 think online shopping, which has experienced stockout, is a place where we don’t have enough.
15. T think that the online shopping manager is going to upload the product without any quantity.
16. Many people may be experiencing inconvenience due to a lack of online shopping.
17. Stockouts frequently occurs due to the immature operation of online shopping managers.
18. T think online shopping is not good and management is neglected.
19. T think that the online shopping manager is not able to secure inventory quickly.
20. T think stockouts products are already too common for many people to buy.
21. I think my taste is so common when I see the product I wanted is stockouts.
22. I'm reluctant to buy because stockout items are too fashionable.
23. 1 think that looking at my products stockouts is so popular that my eyes on them are too popular.
24. A slight price increase after a quick sell-off may be a high-level marketing strategy for online shopping.
25. Online shopping managers may deliberately reduce the quantity to increase the scarcity value of certain products and
temporarily stockouts.
26. The online shopping manager seems to have strategically stockouts to increase the consumer’s desire to buy.
27. Too often the stockouts seems to be a manipulation of the online shopping.
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Table 6. Emotional response questionnaire.

question

1. I’'m more interested in stockout items.

. I'm more interested in goods stockouts.

. I think the stockout product looks prettier.

. ’'m annoyed with stockout items.

. I’'m upset with the goods stockouts.

. I am sorry that I couldn’t solve my purchasing desire due to the stockouts.

. I'm depressed because of the goods being stockouts.

2
3
4
5
6. I'm sorry that the goods are stockouts.
7
8
9

. I’'m absurd because of the stockouts.

10. T am disappointed by the stockout items.

11. I’'m deprived of the goods stockouts.

12. 'm in urgent because of the stockouts.

13. T am in a hurry if the product I wanted to buy is marked with a stockouts sign.

14. 'm nervous because of the stockouts.

Table 7. Behavioral response questionnaire.

question

1. T buy other products that are similar to or stockout on an online shopping that is out-of-stock.

2. I postpone my purchase due to stockouts.

3. As T move from online shopping to shopping, I use less online shopping than before.

4. 1 don’t stay long in stockouts shopping, but move on to another one.

B AL FA Y] lew FEAd AFshs 20 AT AEE AR R BhelE s B0 g
tf~4otl] Ae] g g 754 oz A7gsioith ok A7) HAS GAs] flste] B4 29l
AR AR 2Rl AR AL 719 538 2014 Ao ¥ XA, 1A, B4 W
d 07 253 R Eﬂ ar, WjESE 75470 2] AE aF9] 2HlS Fdste] AgeRdch

Zl Z FAE B Fash AE $HS F 526 2 A9 AT WAE <Figure >3 2Tk %i

Ak AF5Q] B4 S vhHEE 242 SPSS 25.0 A, AR oA 1IA7, A, BEA e

package% ©0]-8-8F31 1 Mixture model HF ZET Hrgke TSIk ole the ©AIY AREA A
29] Latent GOLD 3.0 packageS ©]&-38lo] AF%-2] FAlEsts g8 Bast d drolk

APGAIRESE 24 238t A, AAA, A, BsA k3] By

F4 W& 71EOE Mixture model S ©]-8-3510] A
T4 AAREsHE Aslitk(Table 5). Mixture

V. A7} 9 =9 modelol A 4 AR A 42 Al e

BIC #k2] # A, BICFES] T, BE o] Adgeo|

2 A9 Al APE B8, AR AR | @3H= R% reduction error 5°] UTHVermunt &
2 arste] Al A 2be] o]l ASetat Magidson, 2002). ¥ S1-ollA)i= A o] =50 3
Btk = AbA AGARSCI EREA GO el BIC glo] HAXE NEow A4 A A%



2l Al 40g A FE RSl whe ko] APgAEs)

Cognitive, Emotional, I Cognitive, Emotional,
Behavioral response [ Behavioral response
Average 14 Mixture model

Analysis of average difference

between segmented markets by | Segmented market
demographic variables and | denomination
shopping orientation variables

Figure 1. Research stage.
Adapted from Kim. (2019). p. 83.

5 Weglny 24 A Al A 7 67l 16.3%, AIRE A1 5= 111%, ARE A1 601 95% %
u] BICLL) #to] 197662% 7F¢ Sharom, Al A% TAE I EE9 6719 Al APdelA Hehd o]
o] 7k 7719 W= BICALL) #t°] 19771.30.% THA] A F4 g SAo] =ejva Stk
Z7kslole), weba EH kS QIA A, 74, A% <Table 8> %F/POL A &g 4 A Al F4
2 W) 71502 Mixture model 2 413 AF5-2] HESQIAA, 74, B S 7R AR Al
AlRE AP 7= 6717 7S ARk o S vk AARESHE SRS datolrh. Wald A AT
ZF AR A 27 Al A 10] 24.3%, Al kel v WlEo] el 557 (equality) S 7}
A 25 224%, ARt A1 301 164%, At A1 4= A3 =7 FE A4S gholth(Vermunt & Magidson,

Table 8. Measure average score of factors by segment cluster.

cluster 1 cluster 2 cluster 3 cluster 4 cluster 5 cluster 6
ratio 100% 24.3% 22.4% 16.4% 16.3% 11.1% 9.5%
quality 4.50 4.19 4.77
discernment 4.75 4.55 493
scarcity 4.34 4.09 4.70
careless management 4.69 4.45 431 4.88
manipulation by shopping 4.96 4.78 5.01
common taste 4.13 4.19 433
anger/annoyance 4.33 4.18 4.38 4.68 4.68
anxiety 3.86 3.88 4.17 3.49 452
regret 4.50 4.20 4.07 4.90
substitution 4.41 4.59 4.68 4.68
delay 4.61 4.40 4.71 4.61
leave (incomplete) 4.19 4.04 3.76 4.53
leave (complete) 4.62 4.27 4.39 4.85
mean 4.45 4.17 4.36 4.67

From Kim. (2019).p. 85.
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2002). ARFA] APARESHE AEESlE W BE e 3 XA, AHA, BEA WS FHHOE &
] Wald E71%2] pvalueZ} 0001 ©]312 LFERY AR Ashd, #Rdo] Fustal P AES wulst
AP foEt Abolg: AEEHlthKim & Kwak, 2Rl ag& AFehs Aow B ¢ Qth =,
2006). e ekl &9 F4 A8E AR 7§

AR A 18] 542 Al gjdo] el 7 Sz HEE o ® sk whEbA] o] Al A 2=

HE7) vlehs, & oA Al a2kl A o

A g FE A Tlska AR el FEY Al = 3
7h 470l B AdelH, olg2 dAHew & Al FZRL QA A vRg-2] st w9kar YA
, 50 wdE B8 Heelds FEE F9E o 3, e =4
—J}—‘: o O;il fus hE — 1 © h L_%
THE A7IeAY HEE AFstaAt sk oA o] B oIS Holewl 53] 4E dA©E
5 Btk o] Al A 12w AR 48 A ALdgt ol A7(D), =HAHEL ALY, &
wholgt e 4 qlth HE A1) 3749 BeH whee] vt w2
ARE A 29 54 2Rl s & £ Ze & wEe A9 T 22l gl
Al FA AEol 34 QB gste] e ANE & Atk ol Al 22l &sgellA
Absroll Al AdEigittar A7kt Aotk Al o] F4 S A oR QA= Alojrh w
o] Frrstaat P AdEe FlekA] ek Al 2hA] o] Al A 32 < FAg A Q1 Aol i

tsted s WAL, Aol val 2kl 54 R

g oklol o A AR S & 5 Slvk 1E ARE A 49 5L 67 ARRA Al AT
I BEA hgelME HE AN oE 3 & vk R (IA1A, 1 H, BeA)e] Frrt
o2 AL s sk BE ddid e o 7P vtk Aol IAH, A, AEH ke
AT i 4= Qi o AvEs F o] F&rt v vl =EEIT ol 2kl A

Table 9. Consumer response estimates and wald statistics by segment cluster.

cluster 1 | cluster 2 | cluster 3 | cluster 4 | cluster 5 | cluster 6 Wald p-value

quality -0.365 05619 | -0.5808 | -0.7555 | 09249 | 02145 | 2134787 | 3.70E-44
discernment 04874 | 05475 | -02575 | -0.7557 | 0.8259 0.1271 2812292 | 1.10E-58
scarcity -0.3083 | 06684 | -0.6992 | -1.0677 1.1036 0.3031 314.9994™ | 6.00E-66

careless management -0.3457 | 04888 | 0.7266 | -0.8159 | 0.8476 | 0.0762 180.5786™" | 4.00E-37
manipulation by shopping | -0.4641 | -02689 | 06153 | -05275 | 0.6806 | -0.0354 | 126.0336™ | 1.70E-25
common taste 0.005 04006 | 03692 | -0.5862 0.466 0.1466 53.3044" 2.90E-10
anger/annoyance 02582 | 00584 | 02459 | -1.4224 1.247 0.2461 243.63377" | 1.30E-50
anxiety -0.087 0.1989 | -0.4794 | -1.6239 | 14366 | 0.5547 317.749™ | 1.50E-66

regret 03715 | 06664 | -0.5037 | -1.2594 | 1.1369 0.3314 4074212 | 7.50E-86
substitution 05162 | 0.1052 0.197 04762 | 04897 | 02005 53.69" 2.40E-10

delay 02487 | 00597 | 03995 | -0.7191 | 05483 | -0.0397 47.8083"" | 3.90E-09

leave (incomplete) 02698 | 05464 | 08242 | -1.1539 | 09271 0.2189 136.6486™" | 9.20E-28
leave (complete) 04587 | -0.3393 | 0.8503 | -0.9566 | 0.7773 0.127 115.7154™ | 2.50E-23
“**1X.001 From Kim. (2019). p. 90.
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A g FE A disl FRAe Aow f5 Mol nHaid ¢ glormz AE AF 62 ATE
g 4 Qlek R AR A 4 FE T AgrA Apel 2l A A W st
Febole} Wit ofit A3} sirle] 7hse Ao® WAl oo Al

ARE AP 59 58S B RAF WA T A 65 m2Ee Folet @it 919
A, 784, Ao Fert vig- Erhe Holth A ARz =9 ARE A 542 <Figure
AR A 59 ikl Al 2eil i & F 2>9} gt
Adshs FdA 244, B AATE FAl throw EEd ¥ A 4 A9, 994
= vehd 2l & 5 Sdok w1@ s, 2t A Hek, FAA 14 A, S ) A9,
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A ECEFE OAS), Tl A7), BEHAE 7] flsto] QIFHEAISHA M, d¥U)E 7]
ALy, SAHE Aeka2)d] Frrt B =7 TO R FholAlE A4, ATEAI WMEEE o
EEE e = W, o] 2Rl A & A #, A%hE MFE oo Fisher® FEA HAES
4o sl vz WS Kol Zolet & A&)sled 1 1 = Fisherd F3 AAL A8t
Atk THEE AR A 5= FE W3k ol A el FAT AlelE Bl AE o,
et gt Q] WS FholAlE %ol obd Fisher®] %<

ARt A 69 5L BE ABRF WA S o] &7 AL Z|uRIEst s A A
A, 284, BeA) e 4t B Feolehs A o] 25% ©1/dl ggel sl wzelt. ool
ot AlE Al 69 FolAke el w2 e W3 IR <Table 10>1} 2k

T sk Edold dAFoR nE o v ZF AR APPE A]] 2x 0 54S AvEY,
o AEE YERSIH: vHe9] ro] dAIHoR A AE A Y 5]/\} AT, ey, A
w- S e 52 e ek B g A, AGAA, 71e 2], 7197F =olgd L, o
olg= wojz AwE & glrk ey AAE<] A Q1A ek sAk, A, HYFE, AR,
Hhgol AErh B olEhs e 1 9y g Ad4Ay, 7Tk A8, 7197F eolglon, #44

[ Cluster 1

[ Cluster2 |

Cluster 3
Cluster 4

Cluster 5

[ Cluster 6

Slze 24.3%
' A lot of stockout items are sold, so fear of their own fashion identity is rising.
LLow confidence in online shopping due to stockout experi

I Size: 22.4%
| Positive cognitive response of stockout experience. Express negative emotions, but
: more regrets. | trust that online shopping.

Size: 16.4%
Negative cognitive response of stockout experience. Feeling angry / annoyed
Low confidence in online shopping

Size: 16.3%
Consumer response is very low when online shopping is stockout.
Low behavioral response. Indifference

Size: 11.1%

stockout loyalty
group
positive perception
group

On-line shopping When stockout, cognitive, emotional, and behavioral response are

very high. Sensitive to stockout.

. Size: 9.5%
lCogmtwe emotional, and behavioral responses overall moderate.

Figure 2. Characteristics of segment cluster.
Adapted from Kim. (2019). p. 90.
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Table 10. Fisher's exact test in demographic characteristics.

stockout positive negative stockout stockout
. . . L. mystery
loyalty perception | perception | indifference | sensitivity ol p-value
group group group group group o
student 18(13.4) 20(17.7) 18(22.2) 13(15.3) 8(12.5) 5(10.2)
professional 16(11.9) 6(5.3) 7(8.6) 9(10.6) 34.7) 7(14.3)
employee 72(53.7) 65(57.5) 39(48.1) 47(55.3) 38(59.4) 27(55.1)
b housewife 20(14.9) 13(11.5) 8(9.9) 8(9.4) 11(17.2) 5(10.2) 000™
ol X
! self-employed 6(4.5) 4(3.5) 7(8.6) 5(5.9) 34.7) 4(8.2)
executive 0(0.5) 104 0(0.3) 1(0.3) 0(0.2) 0(0.2)
other 2(1.5) 4(3.5) 2(2.5) 2(2.4) 1(1.6) 12.0)
total 134(100) 113(100) 81(100) 85(100) 64(100) 49(100)
a unit : person(%) Adapted from Kim. (2019). p. 9.
X001
Q12 Feke A, ShY, AYFR, AEA, A NFEATLA A A L2l A
A7k, 71e A9, 7197F solsle). 54 F A 2 AT W 22l A & 3l 4 2
W SAR, Sh, BEE, AR A9 ol Ad 4 FO)E J)FoR AR
718k A%, 71997F =oldlar, F4 gk A 3] (ANOVA)S A3sh Av 9 221l djd &3 31
AR, AR, SPY, AR, AR, Vet A S Aol RIa Aol mgick of] mE u
s, 7197F olflon mAEY e 3Ak, a1 A¥R= <Table 11>¥} 2}

AR, AAFH, S, A9, Zle 44, 7]
17} oliek. 44 Q14 Agkst F4 w7k 4
ol ARA) AGYRY B e How

ZAIGL T M| 2EE el sty AgEre

=7

o

&2 22 Zlos ARSI 5, Ak H)

o]
o A Aol 1917 2AT, S, AR, A

20.0202 &3, AR S 2 Games-Howell
AAL ST Table 12). 71 Ay £4 W%
AR vlzEE) [ehe) Afoldr SAHCR

S5k Zol7b HuOuInE e FAE nzt

™

o mlaEe] Qe 2EE Letel A 4

o)
]
G- =97F AR oEA JERrd 2ls 4 SlrollA 242t 2.693]9) 2.103]€] ztolE HolH
gk, o Aol BAHCE FOIFk Aololeh. Z, FA
Table 11. One-way ANOVA in online fashion shopping tendency.
stockout | positive | negative | stockout | stockout
q o | 5esm 0.9 mystery
loyalty | perceptio | perceptio | indifference | sensitivity ou F p-value
group n group | n group group group group
1~2times 29 19 10 19 9 13
3~4times 60 42 38 34 23 21
monthly 5~6times 31 34 26 23 18 12
onfine 7-8times 11 10 5 7 10 3 | 2846 | 015
fashion
shopping 9~10times 2 5 1 0 1
11time more than 1 3 1 2 3
Al 134 113 81 85 64 49

a unit : person

From Kim. (2019). p. 102.
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Table 12. Games-Howell post test.

stockout positive negative stockout stockout mystery
loyalty group | perception group | perception group | indifference group | sensitivity group group
stockout 278 857 999 139 915
loyalty group
positive perception 935 645 977 084
- . . . .
negative perception 086 648 410
group ’ ’ '
stockout
indifference group 348 834
stockout sensitivity 041*
group
mystery
group
'K.05 From Kim. (2019). p. 103.
U3 A vaEE] Hdroh Pt 2l Al A He gl gl o ] FHolrh 2
23 397t B TS Helt) o] Ave F4 Q1 &g A9 Fedolehs S4d0] Stk &
Aol W WS wolt AU viAEFE  HlAE ANo] TrhekuA sHe YES FFF B
WSS WOl Fuurh Lokl MM 43S E4 oW Aue] o] ¥old AEsh HAw, 719
sk Aow siMe 4= Qlvk 1ela 2kl A 2 A TS FHESE Ay B s
508 270 AnlAs B0 s Mgl i AX ek ofw AFe] v whlex) ek
SR Ao® s & o)k o Fo] olffuE Ve BT A A7E

N

st A9 Aang
A sl Ajo]ef

FHlL, A o5
Aet BT 5 gore

V. 2E % Ad aulAs 0% ARe A
22l A FH Al 2na A i A9
H 43 AR HW e FER 2ulel 4% - Kim and Lennon(2011)9] 75 A|Z 0% o]

SEA]

7)4z0] FABHA wdstaL, 0|9} 3 2Rk glo) x4 gtovt 2Rl &3 F4E Al ANAF WS
sz Agjelo] WislalEA Lekelmute ¥3h 43 AREA AR EES] SHelA] ek 21 2 A

& owhEA F4E 3 gk dA) v=y s ZPELS Tl A AEETRE AellA st AAR
Ze]RpERTE oU)) shilRke] 2ol 020(online to = 7Rt A3 = AT S v

OF QARAS AW F XA, 7YA w3ol

offline)E @] 040(online for offline) = A& 31 ) °
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& F 293 % 247 2] S R2E ujgh, aksiet.

=, & 2okl 22kl 23S wiAlE 5 Gl 2 ATeE 71E FE B AFelA oF

T2 eakol 438 AHRF AEe] Eo3 AR} oA 7] ¢k ekl A &g FAoIA A&HRt

= et AAA, A, WEA Wk AEsE Alwstal
ojg} 2 2Tl &% F AnA} A5 et AAA, A, BEA W Tl AnAt



7
=

dhs

Z]
4

f

2 71 A

R

o7} HiuEgoerg 3

4}\]

<
=

(2020.3)

<
2 Mixture modelE A}

S|X| M207 1

14e)

St
Ol
=]

O]
=1
OHL

SHTj MK

Njo

A
)
g
To

X

mo

Bizd ]

w3te}

Tk A AA

oK

Bo
4

o}
o

9 dohugick

EX
=

ZH) A}

Aol A% ZAP} 201499 o]

=
of o

Mo

v
N2
el

No
Hp

X
H

j_li

kil

<
T

ARl A7)d

5

18

o} e A7 A1z 2014d0)) o]n] B

M Aledel

5

ERP

o3
T

el Alske A}

AE

0

3

‘mo

ﬁo
B
Bl
oy

il

2l

e
ol

zel

014

S|
A

Ay S)

ST
™

=

Al Z2H]AEE]
the Zofth sijd Akglo]

[s)

JEERES

i o= vk 2 e

S

[e)

&3 20140 H]
to] o2 Ak

0

ohur 23

Ol
=

NeXR
=

olo

X
%o

| A=rb S B

9]

[}

o

o
)

23
TR
Nfo
olo
jant

17-0] Aol v

O
Rl

oz W

} o

AR A1

L

.

+]

shg & o7l Avla B A2k vhdsloh

AR oz Ay

=
=

s
a

-l

s

e 33

X
ol
Ha
sl
iy
s

(gl

o

APAA APEAIR SRS F

Kissd

AR A% AR )

= 7= o=
Al A7

A

ECIRE
A0] 3] At A AR, A A

jud

i

the

ol

N

2 YAz EE uks 5
k. g8 EE o] o] An|RR=

L
L

Al

AR AL zwAe] 4%

ol

=
RN

o] 371 o

A=N
=

A=}

RUS

18

jal

x

[
=

H o

T

_]

ko3
53

Aol ol At

"

ol =ZHA ok st 74

SR
°

Els

—_

Aoz 2eke

i=]
RS

Al

o
w0

ofJ

4

Aeke A}

g

o] &A= o] AIE A T

K

g}

Bl

S

A Frk 4

ji

9

-

37 2l

A
e}

of Edj7l & Fow Jdfgith &

—Io]

g-afloF

Q.

s

Fo] 1

o]
pal

ARt FH



r
Iy,
o,
£
.

).
2
>

il
i)
2]
oo
=3
=
ol

amlzje] APt

References

Ahn, K. H, & Lim, B. R (2004). Principles of marketing
research. Paju: Hakhyeonsa.

Campo, K., Gijsbrechts, E., & Nisol, P. (2000). Towards
understanding consumer response to stockouts. Journal of
Retailing, 76(2), 219-242. doi:10.1016/S0022-4359(00)000
269

Cho, H. J. (2018). Influencing factors of out-of-stock situation
on consumer response: Focused on brand type. Unpublished
doctoral dissertation, Dong-a University, Busan.

Choi, S, & Lee, E. Y. (1994). The types of emotion experienced
in the process of wearing clothes. Journal of the Korean
Society of Clothing and Textiles, 18(3), 395-409.

Choi, S. H. (1993). The effect of emotional response to clothing
products on attitude formation. Unpublished doctoral
dissertation, Seoul National University, Seoul.

Chun, D. Y., Choi, J. R, & Joo, Y. J. (2011). Determinants
of consumer responses to retail out-of-stocks. Journal of
Channel and Retailing, 16(4), 29-64.

Cialdini, R. B. (2009). Influence: Science and practice (Sth
ed.). Boston: Pearson education.

Clee, M. A., & Wicklund, R. A. (1980). Consumer behavior
and psychological reactance. Journal of consumer research,
6(4), 389-405. doi:10.1086/208782

Corsten, D., & Gruen, T. (2003). Desperately seeking shelf
availability: An examination of the extent, the causes,
and the efforts to address retail out-of-stocks. International
of Journal of Retail & Distribution, 31(12), 605-617.
doi:10.1108/09590550310507731

Corstjens, J., & Corstjens, M. (1995). Store wars: The battle
Sfor mindspace and shelfspace. NY: Wiley.

Emmelhainz, M. A., Stock, J. R., & Emmelhainz, L. W.
(1991). Consumer responses to retail stock-outs. Journal
of Retailing, 67(2), 138-47.

Fitzsimons, G. J. (2000). Consumer response to stockouts.
Journal of Consumer Research, 27(2), 249-266. doi:10.10
86/314323

Gruen, T. W., Corsten, D. S., & Braradwaj, S. (2002). Retail out

of stocks: A worldwide examination of causes, rates, and
consumer responses. Washington, D.C.: Grocery Manufacturers
of America.

Han, S. M,, & Kwak, Y. S. (1997). Competitive structure
analysis using two-stage conjoint model and logit model:
For Korean jean market. Korean Management Review,
26(3), 567-596.

Howard, D. J., Shu, S. B.,, & Kerin, R. A. (2007). Reference
price and scarcity appeals and the use of multiple influence
strategies in retail newspaper advertising. Social Influence,
2(1), 18-28.

Kamakura, W. A.,, & Russell, G. J. (1989). A probabilistic choice
model for market segmentation and elasticity structure. Journal
of Marketing Research, 26(4), 379-390.

Kim, J. H. (2019). A study on the segmented market according
to consumer reaction in the stockout of online fashion
products shopping. Unpublished doctoral dissertation, Pusan
National University, Busan.

Kim, J. H.,, & Lee, J. H. (2015). Qualitative study on the
response of consumers experiencing products’ being sold
out on the internet shopping malls. Journal of the Korean
Society of Costume, 65(5), 74-87. doi:10.7233/jksc.2015.
65.5.074

Kim, J., H,, & Lee, J. H. (2016). The effect of emotional
response on behavioral response of consumers to sold
out products on-line shopping. Journal of the Korean
Society of Costume, 66(4), 32-44. doi:10.7233/jksc.2016.
66.4.032

Kim, J,, H, & Lee, J. H (2018). The effect of emotional responses
to out-of-stock (OOS) event experience in online shopping
on behavioral responses. International Journal of Costume
and Fashion, 18(2), 85-100. doi:10.7233/ijcf.2018.18.2.085

Kim, K. H,, & Oh, S. R. (2009). Methodology for applying
text mining techniques to analyzing online customer
reviews for market segmentation. The Journal of the
Korea Contents Association, 9(8), 272-284.

Kim, M., & Lennon, S. J. (2011). Consumer responses online
apparel stockouts. Psychology & Marketing, 282), 115-144.
doi: 10.1002/mar.20383

Kim, S. H. (2004). A study of E-scape’s influences on customers’
cognitive and emotional responses in internet shopping:
Integrated approach of qualitative and quantitative methods.
Unpublished doctoral dissertation, Pusan National University,
Busan.

Kim, S. Y., & Kwak, Y. S. (2006). Market segmentation of
on- and off-line music consumers in Korea. Journal of
consumer studies, 17(2), 1-34.

Kim, S. Y., & Shin, H. S. (2006). Market segmentation of
musical audience: Focused on university students. Journal
of the Korea Contents Association, 6(5), 131-144.

Ko, A. R. (1994). Consumer intention to purchase domestic/
foreign brand jeans: Beliefs, attitude, and individual characteristics.
Journal of the Korean Society of Clothing and Textiles, 182),



SIZIHMCIXIQIE!S|X| H203 15 (2020.3)

263-272.

Ko, S. Y. (1993). The study on the impulse buying of clothing
products. Unpublished master’s thesis, Seoul National
University, Seoul.

Lehmann, D. R., Gupta, S., & Steckel, J. H. (1998). Marketing
research. MA: Addison-Wesley, Reading.

McLachlan, G. J., & Basford, K. E. (1988). Mixture model:
Inference and applications to clustering. NY: Marcel Deckker.

McLachlan, G. J., & Peel, D. (2004). Finite mixture models.
NY: John Wiley & Sons.

Park, E. J. (1992). Effects of situational variables on clothing
purchase behavior. Unpublished doctoral dissertation, Seoul
National University, Seoul.

Parker, . R, & Lehmann, D. R. (2011). When shelf-based scarcity
impacts consumer preferences. Journal of Retailing, 87(2),
142-155. doi:10.1016/j.jretai.2011.02.001

Peckham, J. O. (1963). The consumer speaks. Journal of
Marketing, 27(4), 21-26. doi:10.1177/002224296302700404

Pratkanis, A. R., & Shadel, D. (2005). Weapons of fraud: A
source book for fraud fighters. WA: AARP Washington.

Progressive Grocer. (1968, October). The out of stock study,
part 1. pp. 1-16.

Schary, P. B., & Christopher, M. (1979). The anatomy of a
stockout. Journal of Retailing, 55(2), 59-70.

Seoul Electronic Commerce Center. (2018, April 23). Results
of consultation analysis released in 2017. Seoul Electronic
Commerce Center. Retrieved October 10, 2018, from
https://ecc.seoul.go.kr/DR2001/FN2002LS.asp

Shin, H, Hir, H J., & Choo, H. J. (2015). Consumer responses
to stockouts in online fashion stores: Indicating effects of
psychological reactance and emotion. Fashion & Textile
Research Journal, 17(5), 770-780. doi:10.5805/SFTI.2015.
17.5.770

Sloot, L., Verhoef, P. C., & Frances, P. H. (2005). The impact
of brand and category characteristics on consumer
stockout reactions. Rotterdam: Erasmus Research Institute
of Management.

Statistics Korea. (2019, June 3). Online shopping trends in
February 2019. Statistics Korea. Retrieved May 5, 2019.
from http://kostat.go.kr/portal/korea/kor_nwj/1/1/index.boar
d?bmode=read&bSeq=&aSeq=374043&pageNo=1&rowNu
m=10&navCount=10&currPg=&searchInfo=&sTarget=title

Sun, J., & Park, E. (1994). Planning purchase, unplanning
purchase, and impulse purchase: Effects of situational
variables on clothing purchase types. Journal of the
Korean Society of Clothing and Textiles, 18(4), 536-548.

Verbeke, W., Farris, P., & Thurik, R. (1998). Consumer
response to the preferred brand out-of-stock situation.
European Journal of Marketing, 32(11/12), 1008-1028.
doi:10.1108/03090569810243640

Vermunt, J. K., & Magidson, J. (2002). Latent class cluster
analysis. Applied latent class analysis, 11(-), 89-106.

Walter, C. K., & Grabner, J. R. (1975). Stockout cost models:

Empirical test in a retail situation. Journal of Marketing,
39(3), 56-60. doi:10.2307/1250902

Wedel, M., & Kamakura, W. A. (2012). Market segmentation:
Conceptual and methodological foundations. NY: Springer
Science & Business Media.

Yoon, K. C., & Kim, Y. R (2008). A study on consumer
reaction in case of out-of-stock. Korea Logistics Review,
18(2), 227-255.

Zinn, W., & Liu, P. C. (2001). Consumer response to retail
stockouts. Journal of Business Logistics, 22(1), 49-71.
doi:10.1002/j.2158-1592.2001.tb00159.x



eefel S 48 A FE Wkl whe Amjate] APgAlEst

Post Hoc Market Segmentation of Consumer Responses to

Stockouts in Online Shopping

Kim, Joo Hyun * Kwak, Young Sik * Lee, Jin Hwa"

Postdoctoral researcher, Research Institute of Ecology, Pusan National University
Professor, Entrepreneurship Research Institute, Gyeongnam National University of Science and Technology
Professor, Dept. of Clothing and Textiles, Pusan National University”

Abstract

The purpose of this study is to investigate the response factors and to find heterogeneity of consumer response
based on segments in the fashion industry for stockouts phenomena. In this way, we have a contribution to deepening
the research analytical unit from the existing aggregate level to the segments or disaggregate market level, and to
analyzing the stockouts response by simultaneously integrating the cognitive and emotional behavioral elements. The
questionnaire was conducted for 526 participants. The response results were divided into six segments using the
mixture model, which is a post-hoc segmentation method. Demographic variables and online shopping tendency
variables were extracted and reported for each segment. Each group was named as a stockout loyalty group, a positive
thinking group, a negative thinking group, stockout insensitive group, stockout sensitive group, and a mystery group.
Accordingly, online shopping companies should actively encourage consumers to fill out the number of job variables
and monthly online shopping frequency variables among the demographic characteristics of their customers when they
sign up for online shopping, and then find ways to induce positive stockout responses depending on the consumer’s
stockout responses when they experience a shortage. As a result, online fashion product marketers can secure the

factors that control the behavioral response during out of sale responses in each segment.

Key words : stockouts, online shopping, consumer response, post hoc market segmentation, Mixture model






