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Abstract

This study is to understand fashion product aesthetics by exploring the antecedents of aesthetic experiences
and the influence of aesthetic experiences on impulse buying behavior. A total of 520 usable questionnaires
were obtained through an internet survey. A structural equation model using a correlation matrix with
maximum likelihood was estimated by using AMOS 18.0 to examine the relationships among aesthetic value,
aesthetic acumen, affective experience, cognitive experience, and impulse buying behavior. The results
showed that aesthetic value and acumen had a significant effect on the cognition of aesthetic experiences and
that aesthetic experiences had a significant effect on impulse buying behavior. These results highlight the
powerful motivational force behind fashion product aesthetics. The key implications for research and

management are discussed further.
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I. Introduction

In today's marketplace, it has become virtually
impossible to ignore the importance of a visually
appealing design for a product's success. Visual aes-
thetics allow consumers to differentiate between com-
peting products (Bloch, 1995; Dumaine, 1991). They
convey symbolic meaning (Bloch, 1995; Charters,
2006), and help build relationships between market-
ers and potential buyers (Bloch et al.,, 2003). 1t is
therefore not surprising that aesthetically pleasing
product design has been linked to companies' achieve-
ment of competitive advantage (e.g., Hammer, 1995;
Kotler & Rath, 1984) and financial success (e.g., Hol-
brook, 1986; Bloch, 1995). This is based on the notion
that although products are not primarily designed for
aesthetic appreciation, they do possess aesthetic qual-
ities that represent a “particularly intriguing aspect of
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the consumption experience” (Holbrook, 1986) and
that can influence consumers' preference judgments
and choice (Charters, 2006; Ritterfeld, 2002). Research
has shown that among product alternatives that are
similar in terms of function and price, consumers will
tend to choose the product perceived to be the most
aesthetically pleasing (Creusen & Schoormans, 2005).
Moreover, despite the utilitarian nature of products,
visual appeal may sometimes even be preferred over
product functionality (e.g., Creusen & Schoormans,
2005) and may become the focus of the consumption
experience. The aesthetic qualities of fashion prod-
ucts such as design, color, and texture are of espe-
cially critical importance to consumers' choice. In
particular, Rook (1987) indicated that impulse buying
often involves aesthetic or styling products and stim-
ulus characteristics may produce this impulse buying
(Bloch et al., 2003).

However, despite the centrality of product design
and aesthetics to the marketing discipline (Bloch,
1995) and the increasing awareness about the influ-
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ence of aesthetic qualities on consumer preferences
(Veryzer & Hutchinson, 1998), research on consum-
ers' responses to product design has been relatively
limited. Furthermore, an integrative conceptual frame-
work for the study of product aesthetics has not yet
been established (Bloch, 1995), and this has greatly
hindered the systematic understanding of consumers'
experiences and response to product design (Veryzer,
1993). Although many scholars of consumer behav-
ior have dealt with the scope of consumer aesthetics
and centrality of visual product aesthetics, no research
has provided insights into how general product aes-
thetics could be applied to fashion product aesthetics.

This study aims to contribute to a better under-
standing of fashion product aesthetics by exploring
the antecedents of aesthetic experiences and the influ-
ence of aesthetic experiences on impulse buying behav-
ior. In doing so, the present study shows the powerful
motivational force behind fashion product aesthetics
and allows us to better understand which fashion
designs influence consumers' impulse buying tendency.

In summary, this study has three objectives: (1) to
develop and empirically test a comprehensive frame-
work that incorporates both the antecedents of aes-
thetic experiences and the influence of aesthetic
experiences on impulse buying behavior for fashion
products; (2) to verify what value- and acumen-related
factors of the centrality of product design lead to
affect and cognition in aesthetic experiences; and (3)
to determine the extent to which aesthetic experiences
influence consumers' impulse buying behavior for
fashion products.

II. Literature Review
1. Visual Product Aesthetics

Unlike works of art, which mainly serve aesthetic
purposes, most products used in everyday consump-
tion are not primarily designed for aesthetic apprecia-
tion. Yet, it cannot be denied that most of the objects
we surround ourselves with possess at least some
kind of aesthetic qualities (Charters, 2006; Ritterfeld,
2002) and that such qualities can significantly influ-

ence consumers' preference judgments and choice -

(Bloch et al., 2003; Charters, 2006).

It can be argued that people perceive products dif-
ferently from abstract or purely artistic objects, and
thus the results obtained from studies employing either
artificial or art-related stimuli may not be applicable
to the context of consumer behavior. The difference
between aesthetic judgments of random stimuli and
those elicited by real products stems from the fact
that products are not “objects of coincidence,” for
they are designed, purchased, and used with a partic-
ular purpose in mind (Demset, 2003). As such, the
extent to which a product is perceived as aestheti-
cally pleasing may depend on the particular function
it performs, as well as on its symbolic associations
(Creusen & Schoormans, 2005). How fashion styles
are perceived is influenced by sensory information
that is dependent on aesthetic rules (e.g., balance,
scale, and unity) and on social and cultural rules
(Kaiser, 1997).

According to Workman and Caldwell (2007), the
coded sensory system of clothing is created mainly
through visual manipulation. Visual product aesthet-
ics are defined as characteristics that create clothing's
appearance; they serve as the base not only for infer-
ences about other sensory characteristics of clothing,
but also for inferences about the wearer's traits. There-
fore, highly visual consumers may weigh aesthetic
elements higher than less visual consumers do when
they purchase fashion products (Workman & Caldwell,
2007), and consumers differ in sensitivity to visual
product aesthetics.

Many scholars have attempted to develop scales to
measure visual aesthetic sensitivity. Two measures
that have good properties are the Test of Aesthetic
Judgment Ability (Bamossy et al., 1985) and the Cen-
trality of Visual Product Aesthetics scale or CVPA
(Bloch et al.,, 2003). The latter was developed in the
field of consumer research, and it is oriented toward
product design and consumer behaviors. CVPA in-
cludes three different dimensions: value, acumen, and
responses. Bloch et al. (2003) define aesthetic value
as the perceived value of visual product aesthetics
and aesthetic acumen as an ability to recognize and
evaluate product designs. Aesthetic responses reflect
behavioral responses to product designs such as touch-
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ing and purchase.
2. Affect and Cognition in Aesthetic Experiences

Holbrook and Zirlin (1985) define affective expe-
rience as a deeply felt emotion that is enjoyed purely
for aesthetic own sake and cognitive experience is
defined as product-related beliefs or judgments (Bloch,
1995). Although the field of consumer psychology
seems to lack a widely accepted definition of aesthet-
ics (Charters, 2006; Veryzer, 1993), it is generally rec-
ognized that the concept reflects experienced affect
or pleasure from the sensory characteristics of a prod-
uct {Veryzer, 1993). These characteristics are enjoyed
for their own sake, regardiess of any utilitarian con-
siderations (Holbrook & Zirlin, 1985). Nevertheless,
it can be argued that aesthetic experiences are not
entirely emotional in nature (Charters, 2006; Holbrook
& Zirlin, 1985).

Aesthetic experiences often involve elements of iden-
tification, evaluation, and comparison of the stimulus
to a body of knowledge already attained and classi-
fied by the viewer (Harris, 1996}, hence the term
“aesthetic judgments,” which is often used as a syn-
onym for aesthetic responses. One can argue that
there is no “aesthetic emotion per se” (Harris, 1996),
since aesthetic responses often include a cognitive
dimension (Bloch, 1995), and thus they represent a
harmonious blend of both feelings and reasoning.
The important role of cognition in aesthetic experi-
ences is best illustrated by the finding that the mean-
ingfulness of a stimulus (i.e., the degree to which it
makes sense to the viewer) represents one of the
strongest determinants of aesthetic response (Martin-
dale et al., 1990). Meaningfulness has also been sug-
gested to impact aesthetic preferences in product
design (Coates, 2003).

Nevertheless, certain aesthetic responses may occur
in the absence of cognition. Products with aestheti-
cally pleasing designs produce very strong emotional
reactions among consumers (Bloch, 1995). This result
corresponds to the traditional view held by philoso-
phy and empirical aesthetics, according to which
beauty represents a pleasurable subjective experience
not mediated by reasoning (Reber et al., 2004).

Research has shown that the very first aesthetic
impressions are affective and are formed almost instan-
taneously at a low level that precedes cognitive pro-
cesses (Pham et al., 2001). According to Norman's
(2004) three-level theory of human behavior, this
low level corresponds to the visceral level, which is
purely perceptual and subconscious in nature. The
visceral level gives rise to immediate judgments, which
occur before the brain has had any time to evaluate
the stimulus cognitively (Lindgaard, 2007). As such,
aesthetic responses formed at this level correspond to
a biologically determined affect (Zajonc, 1980), which
can influence subsequent stimulus evaluations given
that our thoughts normally draw on the initial infor-
mation transmitted by our affective system (Tractin-
sky, 2004).

Evidence for the immediate impact of affect on aes-
thetic responses is provided by an electromyography
(EMG) study conducted by Winkielman and Cacioppo
{2002). It suggests that the affective reaction associ-
ated with the fluent processing of an attractive stimu-
lus occurs in the brain within the first three seconds
after stimulus presentation and several seconds before
any explicit judgments of preference are made. This
indicates that the affective response to an aestheti-
cally pleasing object can occur almost instantancously
and can precede cognitive evaluations.

Accordingly, Pol et al. (2010) have developed the
A.LR. (Aesthetics-Induced Responses) measurement,
which is a multi-dimensional mechanism. Its dimen-
sions are as follows: a visceral dimension, an affective
dimension, and a cognitive dimension. On a visceral
dimension, beautiful products elicit in viewers an
immediate and powerful desire to be in close vicinity
to the attractive object; aesthetics embody lust, which
calls for instant sensory gratification. On an affective
dimension, appealing products draw us in and touch
our hearts. One look at a beautiful object and, as from
looking at an attractive person, people can feel infat-
vated. Finally, on a cognitive dimension, possessing
beautiful products holds the promise of making us
more attractive and socially desirable.

Perceptions of product design such as aesthetic value
and acumen can lead to strong positive emotion and
the emotion drives from the design and sensory prop-
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erties of the product (Bloch, 1995). In the context of
fashion, visual product aesthetics can serve as the
base not only for inferences about other sensory char-
acteristics of products, but also for inferences about
the wearer (Workman & Caldwell, 2007). Therefore,
visual aesthetics including aesthetic value and acu-
men also have a symbolic function that can influence
cognitive evaluation (Fig. 1). Accordingly, I posit the
following hypotheses:

HI: Aesthetic value positively influences (a) affect
and (b) cognition in aesthetic experiences.

H2: Aesthetic acumen positively influences (a) affect
and (b) cognition in aesthetic experiences.

3. Impulse Buying Behavior

Impulse buying is defined as a hedonically com-
plex buying behavior that occurs when consumers
feel an urge to buy something immediately (Rook,
1987). Researchers seem to agree that impulse buy-
ing is concerned with a hedonic or affective compo-
nent (Piron, 1991; Rook & Fisher, 1995).

Research has shown that positive affective responses
brought about by a product's aesthetic appeal can
cause consumers to engage in a variety of approach
activities, which indicate a desire to experience the
product's pleasing appearance at a deeper level than
what is accessible at first glance (Bloch, 1995). The
most basic approach behaviors are physical and con-
sist of the extended use of one or several senses, such
as viewing, listening to, touching, or smelling the prod-
uct (Bloch, 1995; Csikszentinihalyi & Robinson, 1990).

Cognitive
Experience

In a more elaborate form, approach responses involve
seeking information about a product or making the
effort to visit a retailer carrying the product. A typical
example is the response of window shoppers who
turn into store visitors for no other reason than to
experience an attractive item more closely (Bloch,
1995). In the same vein, Bayley and Nancarrow (1998)
suggested that impulsive buying behaviors might be
a transient and dysfunctional captivation with an aes-
thetic aspect of a product.

However, impulse buying is quite complex because
it stems from the desire to satisfy multiple needs
(Hausman, 2000). On the basis of Stern's study (1962),
Han et al. (1991) classified. four different types of
impulse buying that can be categorized by the amount
of affect and cognition when consumers make their
buying decisions. According to Rook and Hoch (1985),
planned impulse buying occurs when consumers do
not plan to purchase items in advance but make the
decision while looking around in the store. Reminded
impulse buying refers to an outcome of remembering
a previous decision or experience which cause on-
the-spot impulse buying. Fashion-oriented impulse buy-
ing occurs when consumers aware the newness or
fashionability of an innovative design or style of
apparel products. According Park and Kim (2008),
positive emotion plays an important role in encourag-
ing planned impulse buying, reminded impulse buying
and fashion-oriented impulse buying, supporting pre-
vious findings that positive affect was a significant
mediator in increasing impulse buying during the shop-
ping (Beatty & Ferrell, 1998). Also, Ko (1993) sug-
gested that impulse buying of apparel products may

Planned
Impulse Buying

Reminded
Impulse Buying

Fashion-oriented
Impulse Buying

Fig. 1. Research model.
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be areasonable unplanned behavior when it is related
not only to emotional preferences but also to objec-
tive evaluations (Fig. 1). Thus, I propose that:

H3: Affect in aesthetic experiences positively influ-
ences (a) planned impulse buying, (b) reminded
impulse buying, and (c) fashion-oriented impulse
buying.

H4: Cognition in aesthetic experiences positively
influences (a) planned impulse buying, (b) re-
minded impulse buying, and (c) fashion-ori-
ented impulse buying,.

II1. Methods

1. Measurement Development

A self-administrated questionnaire was developed
based on an established measurement of constructs
from prior research, but with adaptations in order for
it to be applicable to the context of our proposed
model. The variables of the study were measured
with multiple, seven-point, Likert-type items adapted
for this context from a published scale (see <Table
1> for the specific items). The measures consisted of
seven constructs: aesthetic value of fashion design,
aesthetic acumen for evaluating fashion design, affect
and cognition in aesthetic experiences, and three
impulse buying typologies: planned impulse buying,
reminded impulse buying, and fashion-oriented impulse
buying. Aesthetic value and acumen were measured
with eight items adapted from Bloch et al.'s (2003)
eleven items of CVPA scale. Three items for aes-
thetic response were excluded in this study because
behavioral response dimension results from other two
dimensions and it may be a part of impulse buying
behavior as dependent variables. Affect in aesthetic
experiences was measured by three items adapted
from Adaval (2001) and Desmet et al. (2003), and
cognition in aesthetic experiences was measured by
three items from Pol et al. (2010). Finally, impulse
buying for fashion products was measured by nine
items were identified from Han et al. (1991). Each
three items of impulse buying included three typolo-
gies of impulse buying, and these typologies also

verified by Park and Kim (2008). Additionally, demo-
graphic variables such as age, education, and occupa-
tion were included.

2. Data Collection and Analysis

A convenience sample was drawn from female con-
sumers in Korea through an online survey company
named Embrian. Data were collected in July 2010,
and a total of 520 usable questionnaires were obtained.
The survey targeted females between 20 and 39 years
of age since it was expected that this group would
have high interest in fashion design and consider
visual aesthetics to be highly central. More respon-
dents were ages 25 to 29 years old (30.8%) than 20 to
24 (28.8%), 30 to 34 (23.1%), and 35 to 39 (17.3%).
A majority of the respondents (63.1%) were unmarried
and had a college-level education or higher (82.3%)).
Approximately 50% of respondents were office work-
ers, 22.7% of them were students, and 18.1% of them
were housewives.

Descriptive statistics, Cronbach's alpha, and an ex-
ploratory factor analysis were conducted using SPSS
for Windows 18.0. For hypotheses testing, a struc-
tural equation model using a correlation matrix with
maximum likelihood was estimated using AMOS 18.0
to examine hypothetical relationships among the latent
variables.

IV. Results and Discussion
1. Measurement Assessment

The reliability test, which examines the internal con-
sistency of a construct, is performed by Cronbach's
alpha and composite reliability (CR). As shown in
<Table 1>, all constructs show a value above the
threshold .70 for both Cronbach's alpha and CR. Cor-
relations and descriptive statistics of individual con-
structs are provided in <Table 2>.

An exploratory factor analysis revealed seven fac-
tors whose eigenvalues were 1.0 or higher. Two item
of aesthetic value were deleted due to factor loadings
that were lower than .60. The seven factors accounted
for 81.0% of the total variance. A confirmatory fac-
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Table 1. Measurement items and reliability

Aesthetic Owning apparel products that have superior designs makes me feel good about myself.
. s . . 75 77
Value ‘I enjoy seeing displays of apparel products that have superior designs.
Being able to see subtle differences in apparel product designs is one skill that I have.
Aesthetic I see things in an apparel product’s design that other people tend to pass over.
Acumen I have the ability to imagine how an apparel product will fit in with designs of other 93 .89
clothes I already own.
I have a pretty good idea of what makes clothes look better than their competitors.
Affective I feel glad when I see a beautiful apparel product.
Experience I feel delighted when 1 see beautiful clothes. .89 .87
P I feel inspired when I see aesthetically pleasing clothes.
I think aesthetically pleasing apparel products can help me become more attractive to
Cognitive others. % 94
Experience 1 think well-designed apparel products can make me appear more desirable to others. ’ ’
I think beautiful apparel products can convey an appealing image of myself.
Planned [ decide what to buy only after I look around a store.
Impulse Buyin I expect to find something I want to buy when [ get to the store. 74 17
P Y8 | 1 tend to decide what to buy while looking around the store.
When I see clothing I had looked for before, I buy it even though I went shopping
Reminded for other items, 88 82
Impulse Buying | 1 buy something if I think I need it, even though I went shopping for other purposes. ! :
I buy something if it reminds me of an item I want.
. . If I see clothing in a new style, T buy it.
izsh;c;;l:});::ni;ed When 1 see a garment with a new feature, I buy it to try it out. .89 .83
P YINE | 1 fike to buy new clothing that just came out.

Table 2. Correlations of the constructs

1. Aesthetic Value 5. .

2. Aesthetic Acumen 4.52 44 1.00

3. Affective Experience 5.21 .50 52 1.00

4. Cognitive Experience 5.69 .56 45 .59 1.00

5. Planned IB 4.99 39 .39 42 42 1.00

6. Reminded IB 5.16 43 41 44 45 A7 1.00

7. Fashion-oriented IB 423 36 55 A5 40 45 54 1.00

tor analysis also was conducted to verify convergent
and discriminant validity. As reported in <Table 3>,
all items loaded significantly on the intended corre-
sponding factor, and all factor loadings were above
.50, supporting the unidimensionality of the constructs.
Further, all the estimates for the average variance
extracted (AVE) were greater than .50. I tested dis-
criminant validity by examining if the average vari-
ance extracted (AVE) for each construct was larger
than the squared correlations between constructs. In
support of discriminant validity, I found that the AVE
for each construct was larger than the squared corre-

lations between constructs (Fornell & Larcker, 1981).
The measurement model of the constructs in the pro-
posed conceptual framework shows good overall fit
(x*/df=2.24). The goodness-of-fit index (GFI) is .94;
the comparative fit index (CFl) is .97; the normed fit
index (NFT) is .95; and the root mean square error of
approximation (RMSEA) is .049.

2. Hypotheses Testing

The suggested research model and hypotheses were
tested by using a structural equation model and <Fig.
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Table 3. Construct measurement assessment

. VAl 75
Aesthetic Value VA2 79 .63
ACl 92
. AC2 94
Aesthetic Acumen AC3 ' .68
AC4 .81
AF1 .86
Affective Experience AF1 89 .69
AF1 .82
Cot .90
Cognitive Experience Co2 95 .85
Co3 .93
PL1 .55
Planned Impulse Buying PL2 .74 .54
PL3 62
RE1 83
Reminded Impuise Buying RE2 81 61
RE3 .89
FAl .84
Fashion-oriented Impulse Buying FA2 .87 .62
FA3 .87
2
. ¥ =376.8, df=168 (p=.000)
Model Fit GFI=.94, CFI=.97, NFI-.95, RMSEA=.049

Aesthetic
Acumen

5p< 01, *+¥p<.001

Affective
Experience

Cognitive
Experience

Planned
Irmpuise Buying

Reminded
Impulse Buying

Fashion-oriented
Impulse Buying

Model Fit: 3"=459.5, df=174 (p=000), GFI=.92, CFI=96, RMSEA=.056

Fig. 2. Structural model.

2> shows the results of the hypotheses testing. The
resulting goodness-of-fit statistics were a GFI of .92,
a CFI of .96, and an RMSEA of .056.

The aesthetic value of fashion designs was linked
to affect (H1a) and cognition (H1b) in aesthetic expe-
riences. Regarding each hypothesis, positive relation-
ships were found between aesthetic value and affective
experience (Hla: =45, p<001) and between aes-

thetic value and cognitive experience (H1b: §=.58,
p<.001). These results imply that consumers who
value fashion designs are more likely to experience
cognitive processes such as self-enhancement than to
experience affective processes. In addition, positive
relationships were found between aesthetic acumen
and affective experience (H2a: =35, p<.001) and
between aesthetic acumen and cognitive experience
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(H2b: B=.15, p<.01). The results show positive rela-
tionships between affective experience and planned
impulse buying (H3a: f=.37, p<.001), reminded im-
pulse buying (H3b: $=.35, p<.001), and fashion-ori-
ented impulse buying (H3c: f=41, p<.001). In addi-
tion, positive relationships were found between cog-
nitive experience and planned impulse buying (H4a:
=30, p<.001), reminded impulse buying (H4b: =26,
p<.001), and fashion-oriented impulse buying (H4c:
=.17, p<.01). These results imply that affect in aes-
thetic experience is more closely related to fashion-
oriented impulse buying, and cognition in aesthetic ex-
perience is more closely related to planned and re-
minded impulse buying.

V. Conclusions and Implications

This study analyzed the effect of the centrality of
visual product aesthetics such as aesthetic value and
acumen on impulse buying in the shopping context,
which is mediated by aesthetic experiences. The find-
ings from the investigation of this comprehensive
framework for the study of fashion product aesthetics
offer a number of critical implications both for the
current literature and for management.

First, past research has discussed the impact of the
centrality of visual product aesthetics on consumer
behaviors (Bloch et al., 2003; Workman & Caldwell,
2007), but limited research has been conducted to
explore how aesthetic experiences mediates the impact
of product aesthetics on consumer behavior. Currently,
there appears to be an emerging view that something
about aesthetics differentiates them from other low-
level affective experiences such as mood; however,
the exact nature of that distinguishing characteristic
has not been elucidated (Charters, 2006). The find-
ings provide evidence that affect and cognition, as
two distinct processes, exist between the centrality of
product design and consumer behavior, and the two
processes differ in their impact on consumer behav-
ior such as impulse buying,

Second, aesthetic value and acumen as the central-
ity of visual product aesthetics have asymmetric effects
on affect in aesthetic experiences and cognition in
aesthetic experiences, respectively. Aesthetic value has

a greater effect than aesthetic acumen on cognitive
experience. That is, aesthetic consumption has a strong
symbolic dimension, which comes from the value of
designs for increasing one's self-worth and adding to
one's social capital. On the other hand, aesthetic acu-
men influences affective experiences more strongly
than aesthetic value does. This means that marketers
need to offer consumers who have a good taste in
designs affective benefits such as pleasure and inspi-
ration in fashion stores. ‘

Third, affect and cognition in aesthetic experiences
affect different impulse buying typologies. Aestheti-
cally appealing products have been linked to impulse
buying behaviors (Bloch et al., 2003), but previous
research has found no relationship between aesthetic
experiences and various impulse buying typologies.
This result shows that cognitive experiences like self-
enhancement can cause impulse buying, while posi-
tive affective responses brought about by a product's
aesthetic appeal can also cause consumers to engage
in impulse buying, Especially, affect in aesthetic expe-
rience is more closely related to fashion-oriented
impulse buying, and cognition in aesthetic experience
is more closely related to planned and reminded
impulse buying. Therefore, affect and cognition in
aesthetic experience is differentiated in terms of the
impact on various impulse buying typologies, and
affective experience can cause mood-based purchase
without any plan or recall.

However, this study's findings should be viewed in
light of the following potential limitations. Most impor-
tantly, this study focused on affect and cognition in
aesthetic experiences, their antecedents, and their im-~
pact on impulse buying. Recently, many researchers
have proposed unique mechanisms behind beautiful
consumer products, and therefore, more variables
regarding aesthetic experiences as well as affect and
cognition need to be found. Secondly, the sample
was collected through an internet survey only even
though impulse buying behavior in this study was not
based on online purchase. Use of the offline survey
and variability of the sample might afford greater con-
fidence in the generalizability of the results. Thirdly,
this study targeted only female consumers, because
women are considered to be more interested in fashion
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designs. However, as the menswear market expands,
it would be more meaningful to analyze male versus
female samples and to learn how each group is dif-
ferent from the other. Lastly, other consumer charac-
teristics besides the centrality of visual product aes-
thetics may influence aesthetic experiences. There-
fore, future research should explore potential ante-
cedents of various aesthetic experiences and impulse
buying in order to establish greater confidence in the
conceptual framework for the study of product aes-
thetics.
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