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Abstract

This study is designed to examine differences in the well known relationship between risk perception and
purchase intention when shopping fashion products Online. In addition, the role of attitude in the process was
investigated. 155 Korean college students and 165 U.S. college students participated in the study. Structural equation
modeling with risk factors(product delivery, transaction, service) as antecedents, purchase intention as the
consequence, and attitude as the mediating variable were analyzed. Results indicated that, for Korean respondents,
product delivery risk and transaction risk had significant indirect effect on purchase intention through attitude.
Service risk had significant direct effect. For U.S. respondents, product delivery risk had both direct and indirect
effect on purchase intention whereas transaction risk had only indirect effect. Service risk did not have significant
influence on purchase intention.
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