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The Study of Impulse Buying Behavior according to Consumption Value
in Mobile Fashion Shopping Mall

Eunmi Kang’r
Dept. of Fashion Design, Dong-A University; Busan, Korea

Abstract : This study investigates differences in fashion products attributes, mobile shopping mall attributes, impulse
buying behavior, and satisfaction according to mobile shoppingconsumption value. The findings provide new information
on marketing strategy for mobile shopping malls. A total of 283 usable questionnaires were obtained from college stu-
dents. Data were analyzed by frequency analysis, factor analysis, and ANOVA using SPSS 21.0 for Windows. The results
were as follows. First, according to the consumption value, consumer were classified into 3 groups: social/functional ori-
ented, indifference and epistemic/emotional oriented. Second, the conspicuous-functional pursuit group considered utility
and exhibition more important in regards to fashion products attributes for the consumption value group, the personality
pursuit group also considered aesthetics and utility more important than other groups. Third, conspicuous-functional pur-
suit group considered continuous management more importantin regards to the importance ofmobile shopping mall attri-
butes for the consumption value group, the personality pursuit group considered informationexchange more important
than the other groups. Fourth, the conspicuous-functional pursuit group and Personality pursuit group considered impulse
purchase behavior more important than the emotionalpursuit group. The conspicuous-functional pursuit group considered
satisfaction after impulse purchase behavior more important than other groups.
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Table 1. Usage of mobile shopping mall

S Eukd ol x] g A
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£3&(Choi, 2009; Lee & Shin, 2012), HAAEEA oF
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ool 7078 (24.8%)e1HtE. 7182 ¥ Bt Y2 4007+ o]
2~6007+] m|Tho] 1127(39.6%), 2009+ o]2~4007F m]Th
©] 957 (33.6%), 6007+ o)/de] 5578(19.4%), 2009+ W]vk
| 219(7.4%) <22 JEePdt}
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4.1. 2HIY AN THME|Z2| FOHAEH

Zutd &sgol|A FAAIES] el de] AF ETH(Table 1).
i &S @ o AHREC] SBE HEA] 18] HaE &
QAIZHES (A ZF muko] 49.1%, 1A]ZF o] A4-2A]7F m]uto]
39.2%° % =A LERSTE

Zuld A Fold AZE Ayl 7 ek IAl|E
7t 77.0%, Eutd o FE|A o)A ()0l 20%= UERY Bubd<y
o] Mg AR EFslar AUl 7t Zefd JA|ES

wo] olgek= Zoew vttt H yhdol dAE 7

Average time per connection
when shopping

Variable Frequency / Ratio
Less than 1 hour 139 (49.1%)
1 hour or more - less than 2 hours 111 (39.2%)
2 hour or more - less than 5 hours 30 (10.6%)

More than 5 hours

3 (1.1%)

Main shopping path

Mobile applications (apps)

65 (23.0%)

Internet-based mobile website 218 (77.0%)

Once-twice 169 (59.7%)

Frequency of purchasing 3rd - 5th 76 (26.9%)
products within 3 months 6th - 8th 19 (6.7%)
8 or more times 19 (6.7%)

Less than ¥¢50,000 125 (44.2%)

Monthly average amount Over ¥50,000 - less than ¥100,000 109 (38.5%)
of purchasing products $#7100,000 or more - less than ¥#150,000 37 (13.1%)

More than 150,000

12 (4.2%)

Purchasing fashion products
(Multiple answers)

T-shirts/Sleeveless
Shirts/Blouses

135 (47.7%)
62 (21.9%)

Dresses 31 (11.0%)
Knitting/Sweaters 11 (3.9%)
Pants/skirt 54 (19.1%)
Coats (jackets, coats) 23 (8.1%)
Underwear 7 (2.5%)
Shoes 52 (18.4%)
Bag / purse 21 (7.4%)
Fashion accessories (hats, scarf..) 41 (14.5%)
Other 13 (4.6%)
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Table 2. The result of factor analysis for consumption value
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. Factor Eigen Variance explained Cronbach’s
Factor and item .
loading value (%) o
Epistemic value
Does it distinguish me from others? 92
Is it the style other people do not wear? 91 3.00 16.69 .88
Is it a new style? .80
Is it very unique in style? .76
Emotional value
Does it express the appearance | prefer? .84
Does it express the image I prefer? 79 2.61 14.50 .80
Does it make me look like a chaming person? 78
Does it make me look like a aesthetic person? .65
Functional value
Is it easy to keep and mend? .79
Is it suitable for activity? 78 2.39 13.25 76
Is it durable? .76
Can it be used frequently? .66
Social value
. . o
Does }t make me look l}ke a wea}lthy person? 90 236 13.12 %
Does it make me look like a socially successful person? .88
Is it a premium brand product? 77
Conditional value
Is it suitable for work? .84
Does it harmonize with meeting? .81 214 1191 78
Is it suitable to the meeting? 73




Table 3. The result of cluster analysis for consumption value

B2l A LGB L) HE FEFNYE A7 37T

Conspicuous-functional pursuit

Emotional pursuit group

Personality pursuit group

Consumption value aroup (n=71) (n=129) (n=83) F-value
Epistemic value 3.58° B 282 C 413 A 130.48""
Emotional value 427 A 379 B 435 A 41377
Functional value 351 A 246 B 224 C 117.18"™

Social value 393 A 365 B 349 B 1492

Conditional value 3.86 A 336 B 395 A 26.88""

***pé.()()l. a. Mean score. b. Duncan: A>B>C
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Table 4. The result of factor analysis for fashion products attributes

Factor Eigen Variance  Cronbach’s

Factor and item loading value explained (%) o

Utility

Durability .87

Quality %6 227 25.16 .80

Management 76

Aesthetics

Style .86

Design 81 2.06 22.90 75

Beauty a7

Exhibitionistic

Brand 18

Fashion 24 1.75 19.42 .63

Prestigious image .69
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Table S. The result of factor analysis for mobile shopping mall attributes
Factor and item Factor Eigen Variance Cronbach’
loading value explained (%) o
Continuous management
Push/notification is helpful in obtaining the required information 89
Push/notification used to frequently visit .86 2.98 27.07 .88
Push/notification are helpful to finding out information quickly .84
Push/notification help for shopping and buying 83
Tangibles
The whole atmosphere is good visually .81
Characters.(?n the scr‘een or icon is suitable .80 280 2546 20
Page transitions are fast 73
Product display is actually .69
Loading speed is faster .63
Information exchange
I can offer my opinion .85 1.49 13.53 .64
Other people's opinions are helpful to me 82
A T el Higte] Brkd &gEe] FA|AEE Fate] A& FaAE] WEo R AZET.
o3 ARE AN £ =S AT o8 Lot Fajol 2uid &goMe] STl SeTidE $ vl
T g e AR HHE T4 sk AeE UE o= 2B|7EA] el whet ol g Aol7t = o=y
st o] Ak WAAES Sl ARrle] BAH Y AR ERgtt. #AA A8FT Jde SE s Bol she ¥
A5 e e ARAREE AsskaA Sl AlFe oAt FETH F UELEE e WoR yeitou S
v &4 55 LHske fdow FHAE T A5H T A FeTidES 7P Bol s v A A
HE T8 e AF LEY F UAEF Heske Al ST AdET v 2o g Yt ofg Ayke AAE
$8d Zlo® A7y, 445 e e el vlsie A&FT el vlsl AT A2 AFTel 2ot Al
HAAFE 2 Eapd g B o] QlojA] B v S Fo ol F4 22 282 SHn S53ou A
e it 2E T A FE Bol a] "ol Sl Bel
WFT A e el vis sidAEe W89 # SPAE ] & s vk Zlo g AzbEr 3 A
2 59 A8As Tash AT 2B, YAk 5ol A @42 o e vl FEsrmREd S5 s
1S o FasH Ao RuldagESde e J P Sl VRt
Sl vlsle] Aple] AL ANE 5 U3 T Al 9
2 5ol 4% £9e W ANABS FaAGE 20w U 54 =
s}, oleis ke of Uuo] moll aqolx] AUAES T
e o J53} v dHoI AMEL 557 SEdS B ApEs muld agEoA fAAES Fujshs &
Siel, 24418 Sl olulol] 2 ohgeln Ao ol uAEe] Auajel ol AelE Asiu, Avlae] s
Table 6. Differences in consumption value type
Purchase related variables Conspicuous-functional Emotional pursuit group Personality pursuit group value
pursuit group (n=71) (n=129) (n=83)
- b FTY
Fashion Utility 3.80" A 3.56 B 379 A 4.26
products Aesthetics 443 A 418 B 452 A 10.60
attributes Exhibitionistic 373 A 3.09 B 3.03 B 2746
Mobile Continuous management 320 A 294 B 296 B 260"
shopping mall Tangibles 40 3.36 341 23(n.s.)
attributes Information exchange 3.70 AB 359 B 388 A 542"
Impulse buying behavior 3.86 A 336 B 9.93™
Satisfaction 361 A 3.07 C 1760
**pé.Ol, p=.001, a. Mean score. b. Duncan: A>B>C

p<.05
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