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Effects of Shopping Motives and Apps Browsing on Mobile Impulse
Buying of Fashion Products

Eun Joo Park’
Dept. of Fashion Design, Dong-A University; Busan, Korea

Abstract : This study tested how the mobile impulse buying(m-impulse buying) of fashion products was related to shop-
ping motives and mobile applications(apps) browsing in the context of mobile shopping. A total of 316 self-administered
questionnaires were obtained from college students who had experienced m-impulse buying of fashion products during
the most recent six months. A structural equation model using a correlation matrix with maximum likelihood was esti-
mated for examining the relationships among shopping motives(e.g., hedonic shopping motive and utilitarian shopping
motive), apps browsing, and m-impulse buying of fashion products(e.g., fashion-oriented impulse buying and pure impulse
buying) by AMOS 21.0. Findings showed that hedonic shopping motive and utilitarian shopping motive had significant
effects on apps browsing in their mobile shopping. Apps browsing had a significant effect on fashion-oriented impulse buy-
ing, but did not significantly effect on pure impulse buying of fashion products. Additionally, the hedonic shopping motive
had directly significant effects on both fashion-oriented impulse buying and pure impulse buying, whereas the utilitarian
shopping motive significantly effected on only the pure impulse buying of fashion products in their shopping. This study
suggests that the hedonic shopping motive played an important role to determine the m-impulse buying of fashion prod-
ucts and the utilitarian shopping motive played a role in activating apps browsing relevant to mobile shopping for fashion
products. Managerial implications are discussed for retailers related to the fashion products in mobile shopping.
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Table 1. Results of confirmatory factor analysis
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Table 2. Correlation matrix of constructs with validity measures

Constructs M SD A B C D E

Hedlonlc shopping 246 85 73
motive

e . . b
Utll%tarla.n shopping 300 89 46 66
motive (21)

. 19 34

Apps browsing 347 98 03) (11) 73
Fashion-oriented 208 84 40 21 20

impulse buying (.01) (.04) (.04)
. . 38 33 19 .64
Pure impulse buying 2.39 .92 (14) (10) (03) (40) 51

<05, “p<01, " p<.001

# Diagonal values are the AVEs (average variance extracted) for each
construct.

®. Values are the correlation coefficients between latent constructs. All
values are significant at 0.01 level.

“: Values are the squared correlation coefficients between latent constructs.

Items Standadlz§d t-value CR
factor loadings
Shopping on mobile apps would be feeling the excitement of the hunt. .85 -
Hedonic shoppi . .
© Or:;lcogvzp ping Shopping on mobile apps would make me to forget my problems. .86 1822 .89
. Shopping to get products via mobile apps is an adventure. .85 17.97
Shopping - -
motive Shopping on mobile apps would purchase what 1 really needed. .80 -
Utilitarian shopping Shopping on mobile apps would enhance my effectiveness to find out just the g7 15.75 85
motive products T am looking for. ’ ’ ’
Shopping through mobile apps would improve my shopping ability. .76 14.22
. I browse a long time to go through fashion products via mobile apps. 98 -
Apps browsing . . . . .82
I like to browse the mobile apps for purchasing fashion products. v 7.00
I purchase the fashion products with a new style which I have found through 20
mobile apps without planning. ’
Fashion-oriented I purchase to try out fashion products with a particular feature on mobile apps on g7 15.95 34
impulse buying  impulse. ' ’ ’
) When [ found the up-to-date fashion products on mobile apps, I purchase it 75 1375
M;mPUIse immediately without considering, : ’
uyin,
vine When browsing products on mobile apps, I purchase fashion products I suddenly 74
feel compelled to buy. ’
Pur;ulyninnzllse I purchase the fashion products I like without a lot of thinking when browsing &7 1045 5

products through mobile apps.

I can’t resist buying fashion products if I really like it on mobile apps. 71 10.96




Table 3. Model estimation

£B57)9) ¢ Hapego] mup IHNE FEr) TAE FF 285

H Path Stan(.iardized t-value Result
estimates
HI1-1 Hedonic motives - Apps browsing 0.14 223 Accepted
H1-2 Utilitarian motives - Apps browsing 0.31 476" Accepted
H2-1 Hedonic motives - Fashion-oriented impulse buying 0.47 6.63"" Accepted
H2-2 Hedonic motives - Pure impulse buying 0.39 528" Accepted
H2-3 Utilitarian motives - Fashion-oriented impulse buying -0.07 -1.02 Rejected
H2-4 Utilitarian motives - Pure impulse buying 0.17 226 Accepted
H3-1 Apps browsing - Fashion-oriented impulse buying 0.13 207 Accepted
H3-2 Apps browsing - Pure impulse buying 0.09 1.39 Rejected
p<.05, “p<.001
SHAl Z2te 7] wiEell LBt Al 2 SEfout & 84 £357s Bl &S 99k f HebeAdl foEd
& AFolghs Aol exzeilolu JIHYl AR S5 FFE A Aew veista, §f Hephede e a3E
o B A=7 gdow gAY 2y e &% 718t A8HQ1 £F 71 o8] diF s o wol 243t
S AdFe] =4 7] wiEe] vehd A3 s Aol He Aoz gt 7M1 AR EATHY, =014, =223,
oh ey ool thk A2 oo Aol A A p<05; y,,=031, =476, p<01). &, ZE EAES Y A=
£ F3f SRl=ojoF & Zolrt & HAAFE] HASeE APFolut B 2 FEAES 2
7] fJal 22 e Aoy A Jd 213 AP 9
42,704 25 o 432 ke alde wukd @ Behege wel sk 7
B AToA AAG ATRIS AF) S5l TP Fol Alom, oleid AL YA £YEsInct 487
4 BREAS AAsEth BY 49K Table 3, Fig 291 2 2 9]0 o8l ghAo® o go] BYsEtks A ¥
O AANSE ] Qs WAE BelFE BP0 HPE A 5 Ak ] WS, ek £33l dvlde] Ba
e USRS FFEOR YT =112.57, dF66, p=.000, £ SENAFA Zapd 7t o]Fold 5= g7 el =t
GFI=0.95, AGFI=0.92, NFI=0.95, CFI=0.97, RMSEA=0.04). A F715 des STV S8 ) BekeAol ¥ SIst

7P 10l e AS A, avrkee) Het s r|er A

Shopping Motives

Fig. 2. Structural model.
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*p<05, **p=< 001
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