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Comparative Analysis Between Korean and Chinese Students in regards to
Fashion Product Impulse Buying and Internet Shopping Satisfaction

Kang Eun-Mi, Liu Jing, and Park Eun-Joo'
Dept. of Fashion Design, Dong-A University; Busan, Korea

Abstract : Consumers often act impulsively when making internet purchases. Triggered by easy access to products, lack
of social pressure, and absence of delivery impediments, impulse buying frequently occurs in the context of internet shop-
ping. This study tests the structural equation model of the impulse buying process for fashion products when internet
shopping and examines impulse buying process differences between Korean and Chinese consumers. A total of 985 usable
questionnaires were obtained from college students. Data were analyzed by structural equation model analysis using a
correlation matrix with a maximum likelihood by AMOS 21.0. Results showed that increased internet browsing by con-
sumers resulted in more impulse buying as mediated by the urge to buy; in addition, more impulse buying by consumers
resulted in a higher consumer satisfaction experience. Pure impulse buying created more important antecedents of sat-
isfaction than the promotion-oriented impulse buying. Impulse buying showed a high similarity between Korean and Chi-
nese consumers; however, increased influence from promotion activities resulted in more fashion product impulse buying
for Chinese consumers versus Korean consumers. We confirm that one of the outcomes of the impulse buying process
is impulse buying product satisfaction. Korean and Chinese consumers also present similarities and differences in fashion
product impulse buying. A managerial implication is discussed for retailers of fashion products to develop strategies to
increase consumer browsing and subsequently trigger impulse buying accompanied with consumer satisfaction.
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B ovpd 2 Fo8 FRskAl )l $=re] 20139 HAPA
B00ELE 7153 ©] F B LBARAL 5
Aet 80%% Z37ste] 2015d90= 5,400 2Ele] Al
A FERA AARIA 7P & 1Yl Aol & o=
A TH“China on-line market”, 2013; “Internet
companies”, 2014). &= QUEYl &g Mok AFSE 18
Al25419] SHEo] ERIEN e FulEFES i A7F A&
Follen, 2013 AEYl 23 7] AF 191= AFAFS
2 YEPSTH“Chinese families enjoy”, 2014). o] w2} &=
= Bl ek o] o F B A dAIE el Bek A
o] ool A7IEHA ool tigk AFEo] oFIAAL Ut

EY £33 AJb gdeo) Aghe W] k7] wiol] &
HAEEo] ol A7 o] agES vy Hebed &
em ol g Hape HAollA Fajstuizhs A
TR olojA= o] Athlee & Lee, 2003). AP+
AEd o el MEoAe FE Tl A
2e 2Rl AxolMe] FE7i7E B Bl B o
SoME A FA et FETvE 7P w2 AeE ve
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WohLee & Kim, 2006; Shon & Yoon, 2012). QIEJYl £
EolMe] FEule AR Fajl=rt Sle el JIE
L] R AS3 22 9F aloly 2HRte] F5t
22 WA 821 ol o3l Xl’:‘ﬂoi S7HH o7 o|FofRE +
medsS w3ttt FETES A=) frEel meEt o
For ERE F et 2 FMe &, ALE F
&7, “71” ST, A FE, RSP S5
) So® BRI ATE0] ol FoAL ASTHLee, 2011;
Park & Part, 2013; Verhagen & Dolen, 2011).

FHZ AR &g EAA HAAFY SETH7E =4 e
L= Aol vla] Ss7ml AF] oig e =4 edsten
2H|AFE0] SE T § Wshs Zle® el ol thall ¥
Aol oA tk(Park & Park, 2011; Sohn & Yoon,
2012). 557 § W=t EA et olfe S5 &
o ZHRPA 7S 52 g4 AME KR ]
ool th(Hauseman, 2000). A ool thgh AH|AF w2
Aol PEolt AYE WF FaF JL T upe] o)
AAFE] FETsh S50 F MR B Ave ozt
22 Zoleh, et e £BENA AEAES] S5
5 %0 B9 9TE o1 I Hold,

W A2 FF A Aol RASHAN FF AN
G EiE el olFolla glon of QI 49
olggo] B @ St tatos 3 A A4

oe] FEpule] ek A7 ¥EE Aotk K-POP 3
T N e e
Eo] Be s TR Y XN d=T T It
7V 5 odEe] xjolE AuRE AL & on7) IS Ao
= gt 90 23 B KL BEoR fAke
B A oldHel 5} Putel] wie] A 1%
Aol Aold e detaie] F3 2MlAEe 7150 e vl
A AkE HAsle A 5 LHIR] USRS =93 F
Aol MEF7HIE =8-S &

webA 2 AFllME mE
oA FE TPl = 04 Ay S tige® Qe 4
BEhel Beke, o) QR FET0 el S5
SRl RS Alold] B dohy, e 2ae H7)
Aol WlmEAs) wTA B, ol ATANE Salo]

SR DS BRE AEY £BF LIASA 2
HlRe] Eo] g Zud npAY A2k A9 guel w
F59] QY FETY 54 978 A% /1ZARE AR
s gk,

d) AL olFold FEAY

b 4q|

2. O|EH Hi&

2.1, HAIHD FoOf arz
e Mmow Hfﬂﬁrﬂo@ QIENolN o] = st

(o}
L BFog 4d AOJEE AM

3 AFEHE AFES HEs Eolrve P Tett
(Verhagen & Dolen, 2011). o]2i3t Ha}9-72 HafoAo] &
7ol wg}t &eBEolA AlFsle A=l APEA R H-g-SH
THE 5&5471 FTHKim, 2011). AEY £HE2] w4
& AZbolu} gano] A|ofo] glo] BEhe-datA thakst A
< Hlwste] 3T F A AA B HEoA o] F iR
TridEde ge A 5 QoM AARE AlEE] §l
ol o AEL Ak Befolde & ¢ ). FEh B
2o ARE AHRIA ZAHR] £BAER AAEEL Q)
oug FujAgE A A& GAEFY I KPR
3k 4= Qlth(Lee & Lee, 2003).

’d@]‘?ﬂ?@#‘)ﬂ mEW, HepoH S @ol ke AHAES
AE QNS S5 H‘m‘:‘/} FEe| gt A 2ol Bt 97
Axgo] ggtom, FujSES dFoR HWol A F5T
mj& olojd gl & Aol UXTHKim & Lee, 2010;
Lee & Lee, 2003; Ryeo, 2011).

e B EollA] AR} IS el Rk 54%
A=l ofsf ApEAQ] A5o] o] FoiX A SA| Fufstarat st
= “g-:r”)r 9111737 xitele AEe 7798 Dalth(Lee & Lee,
2003). 4= sk ARAE ol dis] A &5 7t
AaL 971 EHT"“ HepeAs wol 5 w2 A= AHst

Al =3, 0|2 Q3] FREHI FoJAHRl FulsES A8t

Al EthBloch et al, 1989). MRS B8] XA Hel

45 Bol IE Fshats Bol =7 oM (Beatty &
Ferrell, 1998), S1EJYl &P EANME AFAAZE o] HEE
U= gA AEAEE JE 5 7] wiiel Al gld +
E5E5S o BWol = A AR E Bel S5 Fajstat
7re] FobA] FETHE olojRe AEe] U' AR IR
SItH(Lee & Lee, 2003; Liu, 2012; Parboteeah et al., 2009).

Verhagen and Dolen(2011)°] &J3HH QIEJYl L3 &4 2]
Fe e 2 Exdol ek 2R o e AR &
I AFS et ske FeldERtS A A dojdtt
3 ek B ANRES BefeAstHA Adske el
o] F45 FETE Bol sk AR veRht ekt
o] Tl AHA FFeNo R IR H(Beatty &
Ferrell, 1998; Mohan et al., 2013). 21EJul &g EoflA] A4
F5 S dE AEAE] A ?‘Uﬂ%}‘i}ﬁo] 257
o FAHA JIFS e Aoz YEPRITtHLiy, 2012).
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22. 557012t ES700 & AH|Xt 2HE

Al el F5 Tl Ael Adoilr] FulAIEo} 9
= °*°l B4 AT =2EWA SR Xl o
HAgH 02 o]fojR= Fujd) S Lelth(Park & Park,
2013; Verhagen & Dolen, 2011). A3JA7Z7}el] ol5PA 2AH
Ul &g Bollx SAAFo g TE':TLEHL‘ xaRloxe] &

et ARl o] FEoR vepged, AAAES
e o Yehs S5 782 o, Agd &2
B oA T 57, A=A, A71H 2L A5ATEH S
7, A Z2 AR FE iR FEENY &F
5 Te FelAIE e el ert gl AElel Rl A
P& F e 5o WA FFd ol o|FofA= FEsHE
25l (Lee & Kim, 2006; Park, 2011), A&% o Hzo
AA G Fsule elel oigk A FeAEe gloy
T = 7R AdEjellA FEE HefeAsitirt A=) oF
ZRle] Ysks AS sty 1 AFS S5 sk AS T
Sit}(Forney & Park, 2009; Park, 2011). XP:W NH e
JJriﬂ T SEe FuiAIgelY e Es gilon) o
2Fg o], 7HAER], AFoIY AR2E AT, FEA F 719
«l W EREE o3 7 AFEAY L AlFl dig F
840 A71=EwHA dAsle S5 THE Weth(Kim, 2012;
Lee, 2011; Park & Park, 2013). O‘/\W 5o gjAx|ekE =
e FAIE S et B gle AdEeA A2
2, #Hal {8 YRRl 5 AH%J— o] et AEFEAS
o o3 FEHOE i} o]RAR = A5 W] TH(Park,

2011; Park & Park, 2013). JIEJYl &BEe| A4 cxzaln
o} AsA wigS HEske] et AFERY AEASS
AA HE F W] "ol AF A= 9% FsAvt o

Zo] WA= How »}EME}(Lee 2011).

ZeHR} RS xﬂ T AH|20] ] A} Avjzle] &
T 71l ?J_il 2 ) ool A AYS W W=
AXA Hhg 3 AEhE D3tk Park & Park, 2013).
57 T AFAEC sl &)
=& w7=Ae ﬂ%ﬂ oJo] A7) =H
Al pe] AFEo] IYHAUT AAAFS e s g A7

Aol eJshd, Iyl AP BoA 2] 2H|AE FETE B
3 91.1%7F AR RS w7l= o0& JERTtHPark &
Park, 2013) ol= F& w7t &nAlelA 71848 52 54
A AME FEE 4 7] wiEo|cH(Hauseman, 2000). AH]|#}

Tl e F54 &7 Al SN Bt

m

=5
AR 45-E hteket SE5E skl =W Al dEvt
FgA o7 Walsl= AL 7B (Punj, 2011), 251

ZH|R}e] 7]3-0] 80% ©Y T8A SR Wk FoZ et
th(Kang, 2006).

Kim(2005)2 Z& ool weh AMzF ks oA - 55
TR, AFE e, 1A Feiidde s
Foldom Huhd S & wESS AuiE Ay 7]

ARE Aol e ASE el Helge whe
W TR AEYl & wE SErule] A=
3le ZloZ Yehd FEvlel wE aval JuEE A&

1 Ap W0l zpo) 7t AT EFF Lee(2011)8] Aol wEm
e & EolA BAsl= ST F3l ulet shaAE
o] FE7l F AHF HISl] vX]= F3e] tEA YERtE
H E5EsTE AL s, dASE T, A
Fr7E oSl feoldk HF JIFE vA= AR UE
st oligt ATAFEL FE e FgHA ouR] i
o] T & 2mAL BEe Y UEld Rolgks ddae

02 2958 2oFdr).

ol el ATAAEEL Ar FE5Tue tRo R o)
oz Jom el &P ENA FE5TE & Y LHAE
2 AEPdEE H o E wslar 7|iRe] FAA 0 WaElHA
U507 oA AL & 4 AT wEA ok 22 vt
48 s

7Wd 3: Bl oA SElE Bel 85 ST

uj &AM} RS FT1eE Zlo|t)
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rz rl

2.3. 37 ZH H|w

JAEY Adollxfe] &H} ol et d=3t T 7] =
b2 Ha A S QEdl APe] e 3 2
[FoIA AL e Aol Aol w=W el o]-§}
BAT] W nE G 73% HelA B
bt S5 B e Ee] & ovet =E gk Ak
A £3< skl Ak AAAR AAA UNEEs F
Mk e Efo] F=te] &E o]gAtel Hla] F=e] AUl
£ E o] 8A7} AAF FES Hol aEsl ARl Aa¥E
S o83k ALE Yeht H7RE AR Zolde] AT
(Du, 2011). =k S=F UISMIES] SIAlolE FEA|7Zte] )
E AN Ao 2o jolE A AFiME =Tl
S FEFA AR 9 AHZ 21F)do] RS
AR A FAL ATmozells Ko IS
W, SIS AEEES ARFHC] IANSE T3t
o Auielzel Z - AN FFS FE= o= Jeht F
ARzt wE NS AT elee) QloiA =7t 7] A}
|7} 9lt Aoz YePdtH(Park et al,, 2010).
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294 9 oighatzie] ool vXE L AvE 2
F = aniRbE FeiERte] SE Tl ¥ lﬂ%

W, S5 2AEe 34 el FElel A
LS PR BeheAge A4S mRE 2oR dely
CHLiu, 2012). =3t S 2H)Ake] F5ulel] B A 2
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A @)k AFEA AR, A Sl efsl) =t amlan
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of o7t S & & UATHZhao, 2010). =, HAAFL]
FETuleh 2R i3k AHEASE 7k IAE St
F=9] F7F 7 A7t S-S & F Ao ot 7
7Hde AAE
M 4: JEYl &g EolAN SETulet B F ARk
ol BEE WE 7] BAE S 24 7
o zpo]7} 2l& Aolth.

N

rlo

m

w
o

AT e

3.1. o7y
B AT dEY BB AAES Tl o &Hz)
Eo] BeleA o] uliabte Fa S5l 2 &Mz} v
o M= P AuH R} she Aoz o2 wiRE S
T2¥ 7S uige R Fig 13} 22 ATEES A
Hehed, ek, S5 9 S5 & &mR) Rk
Zof| 0|2 AR St T AREY] 2 8395 3
A7) At Fet 7o) TR HwE 13Tt

J 233 (Beatty & Ferrell, 1998; Verhagen & Dolen, 2011),
Tl FHbE 438 (Parboteeah et al, 2009; Verhagen &
Dolen, 2011), %7 14&%(Lee & Kim, 2006; Wang,
2011), 57 § &HRF ¥ 33E3K(Kim, 2005) 2 QAT-%F
AT Fo R P SFAFES AFEAN 58S
AQsts 58 BAE JER SHs00H, A9t 285
9o Aol 55 vt ZAVERPL = F
o] ARSI 7] wlitol] S=tolel T2 " F )
9] AEAE THERITE AEAE R wEY] sHY AF
7oA We BREES A5 Wgkon, o] AEX|= d=oE o}
£ 5 YofvloA T2 WA= E ST T W
gH AEAE F99E ok tE S=RloA tA geoiR
He B %

Korea and Chinese
consumers

H4
H1
tl;rg:y

H2 /\ H3 o
Fig. 1. Research model.
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Ao A5 20124 §9HE 997A] FHEIe
o 3709 ool SIEl BB FHAAE FAES T
Ao e g T AXUEAS e R HEAE
ARE3le] o] RojF L) =] FAkd) T Hxel = 4d
Al tistae] 7oAt e AellA 2 6007 HIESIIAL 3
T AEA T Bl HH-e AL Ae 9853 501
T, S5 4847 HFEA 0l AREEHATE AFEY 242
SPSS 21.0 PackageE ARE-sle] Wk, Q214 AlF|% #
A, AR 4 55 AT 28 AMOS 21.05 At
o] ER1A QRIRAS AAsle] MFEe] e &
HEPGA S A Egic)h, 3 AR dist 122 Ry
S AABGIAL, S S AHIAE 7] RjolE ATR
ST FAIEAS AABIIT
FEe] JIFBAT Al oA g= AR EAES]
© 207493 2041(38.9%)7F 7FE Bgkon 7S]
YHT FTYL 200-4005H H]9H38.9%)0] BRI YHA=
FEA F2HAUT. T AT ES] vole Hit 2044
A2 214(36.0%)7F 7P Bokow, 715e] dud S5YS
50009191 W9H49.8%) 5000-1000091%1 1] H40.5%)°] THHE-

2 2SI

—E]— RS
70.52%= s FAUCH, QQFFFE 84 oFOoE ekt

FoH, aRlialE 80 oo E UETh FETulE 2
7Hel 8Rle] FEHAOM AAEARS] 59.39%E AW F3
ok 82112 Az AP vl 3 viE AES )
Sttt AlFol FESITAL AztEo] AFS vlE Fafsisict,
A1 712 of8) viE elsisitt 59 R T4
o e E BHAHNOH 8212E FEARS B
HE Yol g Wolr] Fare] x5 2 7 ERIe]
wolA] vig2 et 5o FHYOE A AW
FETuEl s QR 65 oo
ERdt) o3t Ade 55T, ] - Al B, AE S
7R Q¢leg BERE Lee and Kim(2006)8] A7-2472 I+
AR FAk, FlF e ddgelo g AARA k] 72.64%
= Adl Flon, Qs 82 oo 2 el
3ol2 QIRANAT}, 2YmY ] AT AFE ,=208.21
(df=108, p=.00), GFI=.98, AGFI=.96, NFI=.97, CFI=.99,
RMR= 042 F3alA veht 29hst Aog Hri=glon 4
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Table 1. Confirmatory factor analysis

Standardized

Construct Items . t-value AVE CR Cronbach's a
loading
. The percent of time I spent just looking around on the trip was fairly high. 73 -
Browsing 5271 58
I would say that I was primary 'just looking around' on this trip. .60 9.78
I experienced a lot of urges to buy something, not planned to purchase in 75
online shopping. ’
I saw a number of things I wanted to buy even though they were no on my
Urge to buy shopping list. .70 20.37 53 74 82
I experienced strong urges to make unplanned purchases. .76 21.78
I felt a urge to by something. 72 20.79
If T see exciting products, I buy it immediately. .63 -
Pure impulse [ buy to try out apparel products with a new feature. 77 18.81 s ©
buying I buy anything I suddenly feel compelled to buy. .81 1934 ' ’
I buy anything I like without a lot of thinking. 72 17.97
I just bought the product I will be available later. .65 -
?romotlon I bought the product because of the discount now. .69 17.01
impulse . S1.73 .79
buying I just bought the product because of an event. 77 18.21
I just bought the product because of the purchase advertising. .70 17.13
I am positive with the things that I impulsively buy. .70 -
Satisfaction I am satisfied with the things that I impulsively buy. .86 21.05 60 .89 81
I am pleasant with the things that I impulsively buy. .76 20.41
sl BE 60 olgoR BALOR felshl Uehda Bt PO R A7o] ASE SANSE Bk, P
A FEEHAVERS Siolde s yehd Wes bl I U, e, AEATE S 5 Ul disle] A
ol FRlEAT T3 AE AFE(CR)E 71 oFeE, & AlgE A A FEAAIRA, 1A 21w Al w
AT 242 7| =

Cronbach's agte] .58 ooz Yeh} W4Ee] 43
Elgi=st UAdago] SRl WHElGEE Hrtsl] ¢

\—E: A=A T=

] &, JFEd=E, W
sl HPE k] IS 48 A= Table 29 2t} 4 Ago A Fet §le Aoz g A
B4 Aspol] oJ3hd, 7F W] AVERe] T W] g
A AFEL F A2 gyt & 9, 55 ek 42 AT HE
HEA T T A AVERERS 27t 549 5101W A 2 AHEE AF6] flste] AMOS 21.08 ARg-ste] T
BBA AG(46)9] AFaS 212 Yeht ZAESET 3 ZRYPFANE AAsllen A 47e Fig 29 2ot 239
BRIt B Rl AT A5 F=175.9df=90, p=.000), GFI=.98, AGFI=

Table 2. Correlation coefficient analysis

Construct Browsing Urge to buy Pure impulse buying Promotion impulse buying Satisfaction
Browsing 527
34k

Urge to buy (.12)" 53
P i 1 i 54

ure impulse buying (03) (18)
Promotion impulse 2]%** 34%** 46%** 51
buying (.04) (12) 2D '

isfacti .

Satisfaction 02) R i (08) 60

% Diagonal values are the Avrage Variance Extracted (AVE) for each construct.
®: Values are square of correlation coefficients between latent constructs.

Hxx

p<.001
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96, NFI= 97, CFI= .99, RMR= 2% =7 Yeh} 714 3
o FE7t gle ez AdE )

7H 1: JEYl £ BA BEAE Bol B5F gt
B7e ®ol =2 Zojoh. B4, BalgAo] ujduizt
(y=.59, t=9.890] FI& vX= AR Vet /M 12 A
Qi) ol AnAlEo] QIEMIAN Beke-gdS wol &
F= el tisk s 2ol wAIths AL ofnjske Ao
2 Verhagen and Dolen(2011) Z12]3. Beatty and Ferrell
(1998)2] A AxE szl s

7Hd 2: QEPl &£ BeA Fejguizte] SIS S5
wlE @ol & Aot} tulehaitte] FEulel WA= FFE
7&’“‘5} A3, Fuishibzdo] &Ss Tl (8= .54, t=10.48)%}

AEAFH S5 (8= 48, t=10.10) BFel| Folgh H ()]
FEFE vAH M 2= AGEHUT F, 2PREC] FOlIVEE
TFulstazl sk el =4S o e vlE o Bol
sk Age] Ao, JFoz AFAFY Fe Rt =
FoETE o Bol sk Ade] AUl LA MRt
FA7ME A7) Alal Al pulshahs w2 o, &

-~

ZllA

FATLel o, 33 59 doha] S5

= 4] Tkl TElAL BES B4, Foleks 2o ¢
9 £089 roR FEPAE Al USE % 5 U
o). ol R} st sk peighe 7E 20
o= PR e AAHY Sunck £711Q JlRe) %
S5 FET) B 2 9L K] BEOR HelAl, ol
3 A3k Qe 2B Pulghaiel FETule] A%
9l G PATE ABAT AHES HWFAFAHLL,

2012; Verhagen & Dolen, 2011).

7Hd 3: AU &BEA FFTHIE Bl T S5
o F AHA DES F7K Rolth, BAAD, S4EET
(B=29, t=550)¢} AZAFH FF5T(B=.12, t=2.55)7t
FET0) 5 20 B FI3 Y(1)e] FTL M= 2
o= Ueht /M 3e ARELth. Z, FETNE Bol IF

=T
2 57 F AHRE0] L)t WEL Flsie Ao U

Sl

Browsing

76™ 53"

[uvi | [Cw2] [w3 ] [ud ]

2= 175.9 (d.f= 90, p= .000)

GFI= 0.98, AGFI= 0.96,

NFI= 0.97, CFl= 0.99, RMR= 0.02
**p<.01, ** p< .001

Fig. 2. Structural model.

Bttt PAA R, $4EETETL BEAGA
T F AMRE RS o 2
Bt} ol 7 ekl

=AY

)}
FEE vA= Z\—E ek
oL} oMIE 5 ¥hEE5ol s S5
:rLUHHE‘r A7) vRo] EEAY SR VRS E FEm
< w AR sk HAAAIE bl 3ol &
74Ho}~ % O stk Ag orisith ol A3 &
B AERlA] 71EAE e A FAAE T
don, T5ul F AH[RRe] 7]Eo] 80% o)/
W3}sl7] wWEo = AZFE|e (Hauseman, 2000; Kang, 2006),
2HAEE S5 § 9SS =ZIthe Lee(2011)9} Park
and Park(2013)2] 917479} Ax|sgie}.

M 4 A £BBN FE oG} S5 F AuR
whEd] FFW WSE 7] WA B33 33 790 Aot 9
& Rolth. WA & Aol Fio] HATe] BARe] fo
W s Slsl] AER TR B g 72ny
I AR o] FrolAlFe] 2jolE A Hith 1 A3 Table
33 2 Al olsli, S9=3e] IAAT A<k, ARG
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Table 3. Multiple-group analysis

Model xz df sz Adf p Results

Unconstrained 579.894 180

Measurement weights 642.074 192 62.180 12 0.00 Not supported

Structural covariance 654.905 198 75.011 18 0.00 Not supported

Measurement residuals 919.929 243 340.065 63 0.00 Not supported
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Fig. 3. Structural model of Korean consumers.
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Fig. 4. Structural model of Chinese consumers.
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Table 4. Comparison of path-coefficient between Korean and Chinese consumers

Hypothesis Path Results of multi-group comparison  Critical ratio for difference
H1 Browsing - Felt urge to buy Korean = Chinese .04(n.s.)
H?2 Urge to buy —  Pure impulse buying Korean = Chinese 1.64(n.s.)
H3 Urge to buy - Promolzisyniniglpulse Korean = Chinese 1.81(n.s.)
H 4 Pure impulse buying - Satisfaction Korean = Chinese - 1.75(nss.)
HS5 Promotion impulse buying — Satisfaction Korean < Chinese 244"
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