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The Effects of Products Characteristics, Consumers Characteristics on
Products Attitudes and Purchasing Intention of Import Agency
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—Focused on the Moderating Effect of Perceived Risk—
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Abstract This study, through a review of advanced research, first, examined the attitudes to products traded in import
agency shopping malls and the characteristic variables(product characteristic, customer characteristic) that influence the
purchasing intention to understand influencing relationship. Second, the role of adjustment in the relationship between
the attitude to the products and the purchasing intention was examined by putting the perceived risk to the moderating
variables. Third, efficient controllable basic data in the characteristic variables capable of influencing the management
of and import agency shopping mall based on the implications was obtained from the above research result.

The 126 responses collected from a questionnaire were analyzed using the SPSS 23.0 statistics package, and the
analysis result can be summarized as follows. First, the main cause that influences the attitude of treated products
in an import agency shopping mall is the country of origin, national image, innovativeness and price perception, not
the brand image. Second, the attitude of the products influences the purchasing intention of the import agency
shopping mall. Third, the perceived risk partially plays a role as a moderating variable in the relationship between
the attitude of products and the purchasing intention.
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Table 2. convergent validity and internal consistency

i
ElLF
A L}- }Mq— Variables Ll::ggrgs Cronbach's a
7} o] 8-35= 13371 7HRF 29kal 4-63 _R3
A7 ol &35 13317} 7P Bk, 4-63), 7-83), ooy o OGO
103] o] Fo2 ey Country of Origin 1 852
) 5% = Country of Origin 2 739 .849
TR TY FEL O, AEE, AEF, 7P s, m
Country of Origin 3 172
/}_]BEL, Zj%}H—%—Q% Tog L]'E]’k}f Country of Origin 4 .666
Nation Image(NI)
Nation Image 1 .804
Table 1. profile of respondents (n=126) Nation Image 2 769 873
Variables n % Nation Image 3 .841
Nation [ 4 .646
man 44 | 349 ation “Tage
Gender -~ .1 Brand Image(BI)
woman . Brand Image 1 730
Less than 20 ! 08 Brand Image 2 761 793
20-29 55 43.7 Brand Image 3 767
Age 30-39 42 333 Brand Image 4 .686
40-49 26 20.6 Innovativeness(IN)
Over 50 2 1.6 Innovativeness 1 .634
Less than 1 Million Won 7 5.5 Innovatfvcncss 2 197 792
1 ~ 1.99 Million Won 36 | 286 ;"“Ovat',ve“ess i ZZ;
Monthly - nnovativeness .
2 ~ 2.99 Million Wq 51 40.5
Income o 1 Ton on Price Perception(PP)
3 ~ 3.99 Million Won 23 18.3 Price Perception | 773
More than 4 Million Won 9 7.1 Price Perception 2 777 742
1-3 times 38 30.2 Price Perception 3 614
Annual . - "
4-6 times 36 28.6 Perceived Risk(PR)
Number of - —
7-9 times 27 214 Economic Risk 1 .882
Use —— 832
More than 10 times 25 19.8 Economic Risk 2 824
Cosmetics 12 95 Product Performance Risk 1 .885 763
Product Performance Risk 2 811
Shoes 9 7.1 - -
- Privacy Risk 1 .906
dietary Supplement 7 5.5 Privacy Risk 2 352 910
Purchasing foodstuffs 20 15.9 Attitude(AT)
Item Clothing 32 | 254 Attitude 1 783 839
Bag 16 12.7 Attitude 2 .705
Daily Necessity 27 21.4 Purchasing Intention(RI)
etc. 3 2.4 Purchasing Intentionl 798 736
Purchasing Intention 2 791 ’
Purchasing Intention 3 674
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kg 78.230, KMO:.814, Bartlett’s x2:8312.507, p:.000

4.4 718 AT

4.41 HI~H3Q| ZHEZt

4.3 AEtEAEA

7 WeETke] HEWAE Lohu] 1) ARTAR
A& A Bl([Table 3] #=x), SHHFIR] AATHA
E02-047H4 Ao FEF AuAAE BYon,
TEwaete] A oA 50142 frefstdrt

QA AF A TEEAA ong g
Lo, A% 545} ang 54 gl

o theh Bj=ol wAl= GFEA(HI ~H2)ol M ] VIF=



EA43 28jak BAo] AlEEE 9 Fujoze] uXe FF -

Az pdD

F

Table 3. correlation between constructs

Table 4. results of hypothesis(H1 ~H3)

R’ F B t p hyp.
co [Nl [BI |IN [ PP [PR | At | PI TR
R (CO—AT) 198 | 3243 | 002 | acc
N | 5311 HI-2
o e a1 (NEAT) 253 | 4214 | 000 | acc
IN | 471 | 417 | 442 | 1 HI-3 A
oo T3 a0 T3 371 (Bloa) | 91| 34325 | 103 | 1833 | 104 | e
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185 | 3. .
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PI 512 | 530 | 415 | 503 | 8.812 | .000 | .693 | 1 (P}EZ;T) 219 | 3843 | 000 | ace
1.098~3.373°0% 10Kt R & 7HS 7o zEH (ATE:;RI) 261 | 78.669 | .514 8.823 .037 acc
TAAN BA= oS solsiar. Note 1) * p<.05, ** p<.0l, *** p<001
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(CO). FrholulAND, Ba=oluABY, FadaN), 41 Heel asE _*
VA 2(PP) & %%Hﬂ—?i CHEATE Sawee o TOSAREel e g Fofeleed A o
Jato] TFEARNS AN Bgusg pam AN AAE ARCAAH A9, AEA A9, =
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Table 6. results of product performance risk(H4-2)

R’ F
hyp.
Pl vl ol e |[™
Step 1(A) 261 | 78.669
AT) S14 | 8823 037 | ool o0y
Step 2(B) | 473 | 7972 | 000 | 280 | 45.057
(PPR) 176 | 2.847 | 000 | (005) | (000) | rej
Sen 3 588 | 2793 | oot [ o0
ep . .
316 | 1228 | 220
(A*B) 215 | -s86 | se1 | 200 | (000
Note 1) * p<.05, ** p<0l, *** p<.001
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ROl &= eFITHt=-1.245, p=214). u}e}r ZeloHA|
Table 7. results of privacy risk(H4-3)
R’ F
hyp.
b ' P ® P P
Step 1(A) 261 | 78.669
ATy Sl 8823 | 037 | ooy
Step 2B) | 475 | 7970 | 000 | 287 | 44.505
(PR) 168 | 2698 | 003 | (008) | (000) | rej
Sten 3 84 | 2740 | o2 |
ep . )
(A*B) a2 | 1829 [ 065 | 5ot oon)
551 | -1245 | 214

Note 1) * p<.05, ** p<.01, *** p<(001
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