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Abstract

Impulse buying occurs when consumers feel an urge to impulsively buy a product
without thoughtful consideration of why and for what reason they need the product.
However, few efforts have been made to identify the impacts of perceived scarcity on
the impulse buying of fashion products in mobile shopping malls. This study s
objectives were to estimate, using structural equation model analysis, the impact of a
scarcity message on browsing, feeling the urge to buy, and impulse buying of fashion
products on mobile shopping malls. Data was collected from 206 customers who
experienced to impulse buying fashion products via objective sampling. Structural
equation modeling was used to test the hypotheses developed for the study. Results
found evident effects of the scarcity message on the impulse buying of fashion
Additionally, consumers felt the urge to buy had a

contribute

significant impact on the impulse buying of fashion products, whereas browsing had
will understanding of the
mechanisms that underlie the operation of an effective scarcity strategy for fashion

little impact on the impulse buying of fashion products. This is an expanded study to
results to a better

products directly and indirectly.
examine structural equation modeling of impulse buying of fashion products on mobile

These

shopping malls.
products on mobile shopping malls.
Key Words: scarcity(8]AA)), felt urge to buy(Fuf ¢49H), browsing(B&}-9-4), impulse buying(F%

T1)), mobile shopping malls(Eu}d &4E),

TCorresponding author ; Eun Joo Park

Tel, +82-10-4849-7332
E-mail : ejpark@dau.ac.kr
R = 2020 % softakal dAtH] A|dof ofste] AL



26 ShRoMTReIEE|R| M227 42 (2020, 12)

I.AZE
20199 S} HHAGS SE A 7ol
S Agel BAR sherskglont Skl 434
Aol Ao A ol 1.2% F7HeE A0E v

epdeh, T Lokl A R of £ER
A o] 13,46 Zjela mulel Alge
18.4% Z7kskoict A eekel Aol wlAl
Pl A s 31708 AAeka 9len] ]
wopel A % sA T AL 314%E o
vl & ZFAIekelH #ﬂﬂ JJW Aol Hd
] Aefolfo] S71RE At SPEsE, 7Y, &
= YRAREESR L]—ﬂ- Mﬂ (Korean online
market, 2020), HH} | AA]ZFS] Z7)8= AR
HAia 4Bl REYE o] vkt oA 2
]O‘ AAPEe] e wEl sHRRE] ol
AH7E 3w AL QU ARS] A e A */—;\To Ay
R B i el I P = B R P B ﬂ%oﬂ
Hlsl} Z-5H o] HlSo] =& Zlor 2RIES]
o ole|gt AR & - LRl FEofA %/\loﬂ
R A QIE o] wulela) e eetel 7
oA H o] MMAsk= Zlom el
(Kim, 2012; Lee, 2011; Park & Park, 2013; Sohn
& Yoon, 2012; Wells er al, 2011), XH}YA AJAS
=0 o]y AFR-9] ,z;]aol— SNS 7]Hlke] Ay zF
fo] ko g o] L 7l5Ao] © 7
UEPATHKIm er al, 2012; Jun, et al,, 2013), X
Hpd o3 dpgol| A 4xBIALe] 49% Hevt St
wle] Aol SIrhi i ofelst FEAul=
Agrel JRE AS o SHHer fdEE
7geFo] Q= 7o g HIE|ItH(Jun, et al., 2013;
Karaatli er al, 2010; Shen, 2013).
wupe] oA Bl HA A= ARt A|
A= e = e 7181E AREe=HA A
FY] M AEAE 5T V\] 7|HA HHO R =
A A e AEAIAA

il 715]el ohek AelE ¢
TAREE H 7RISl Frfistal Al A=dh

H
CHHwang & Choi, 2009). 3|44
Tk G ool 71delA= A2 Altoll AH|A}
o) 858 A=l il $Esb] Sloto] A

2t e ARksHe ZMoR A% Hew

Y REEE

loo

QthHKong & Chung, 2016). A-+A3o] st
slad WAL L) gH g f
P30 ol o] ks mAe Aoz sholx)
9thKong & Chung, 2016). £3] Huvld &
BANA AME = sfidAZe] Bla/d HA
Az aed[Apoll Al o] AlRHdE dHEow
WA ARl ke ASsha e oAER e
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(Table 1) Results of confirmatory factor analysis

Standadized
ltems factor tvalue | CR
loadings
I'll buy the fashion product which is "the last time" on social -
S, .92 14.95
media sites,
The fashion product that are sold out soon was buying on
. : o .85 13.64
Scarcity social media sites, 90
A limited number of products are purchased immediately on
. L .80 12,41
social media sites.
I'd like to buy a limited rare product on social media sites, .79 -
I spend a lot of time just looking around in the shopping on 02 ) e
B . social media sites, : :
rowsin
& | 1t is the primary for me " just looking around" on social media 67 493
sites, ) i
I see a numbg of things I want to buy without planning on 88 14.32 87
social media sites,s,
Urge to I have felt a sudden urge to buy something on social media 36 )
buy sites, .
I have experienced a lot of sudden urges to buy things not
. . .76 12,28
planned on social media sites,
When browsing products on social media sites, I purchase 74 8.79
fashion products I suddenly feel compelled to buy. ) :
Impulse I purchase the fashion products I like without a lot of thinking
. . . o .73 - .78
Buying when browsing products through social media sites.
I can’t resist buying fashion products if 1 really like it on
. L .72 8.71
social media sites,
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| Lo Qlolen FE i ThsAdE et
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Fog  UEPIth,=78.88, dE47, p=.002, GF
1=0.94, AGFI=0,91, CFI=0,98, RMR=0.05).

7hd 1, 20 gt HE A, mHpd 3o
A A= dAAE gk sl wAR=
LHAZE QAR Sl qpalgte]l fof#el @
S uRon, Anxe] HalgAo| fojet
Oéﬁ'w mEpeng 74 1, 2 ARAEAKy

o01

11=0.41, =547, p<0.001; 721=0.17,
=250, p€0.05). =, wHAYF 713, & A,
e Tk 22 A wAx e FEe W
o] W= AHAYUeE Agow QI AlE
Tl oigh EbhE o wWol] “Za EIF B
th-E Wol k= Aol A=E ¢ 4 A
oh ohA] WelAbH, HHEY AgubgofA] A
Aol A HEE= 3y wAAE= AR A
SlobA] obotel siAd AlEel gk e ekt
= ‘1*01 AABHES oS ulHoH E‘i]‘?;g
Pes TTHITIES AFsEaEe]  ERIEA

oh ol Aib= A AdiEs A6
FtHKim & Son, 2013; Lee & Shin, 2013;
Son, 2013; Hwang & Baek, 2009; Hwang &
Choi, 2009). 244 wAA]o] Qg Hehe-3
o] F7ksHs olft Bladel Y el 9]
3 HepeAl sEo] ZABH= AowE

B9k AolAu ofo] tishat A%al

7} o]0l Aok & Aolt},

7 3o digh s Axy, Hurd gHolA
ojFolA = HepeA anrl QAIShs
ufelabtto folgh gk A= AR e
v 7k 32 AAEUTHS=0.22,  =2.76,
pL0.0D), =, Hetd L IpolA AH|ARE
BHepeAg ol Shes 7] s Aol o
g St EEE ol wWrle Ae=s yehd
APALAE A A=k (Nguyen  er al,
2016; Liu, 2012; Park, 2017, Kang er al,
2014b; Ji, 2013). 7} 4, 59 7= Ay,
HH oA AlFEe oy HAA = o
SFuffol Felgt JRFS A= AeE ekl
/\HVP} L7l e Sl
b S A= AoRE UeRt 7HE 49 5
A A=A CHys=0.24 =278, p0.01; p
5=0.47, =498, pC0.001), ZLeji} 7HA 69
A4, Huped ghgolA o]fofX|= Haohg-
A2 ekl SEtulo] f-o3t FEFE mA|A]
= Aeg yeht 7Hd 62 714EACKs
52=-0.06, =080, p=0.28) =, Aﬂlx}ﬂ il

Lo}

fr

[e]

Hh oAl whgkele), ghguat g 5l
AAAE ol HEE Sk 710l
o aupt Lyl Jroeheigte] Sk
2 AR FEAOR Fujshs Al 9

A & 4 At olHe AAIN= A9
Atdas FEFeR A X|sF9lth(Hwang
& Baek, 2009; Lee & Shin, 2013; Kang et
ai,, 2014a; Zhao, 2010; Liu, 2012; Ji,
2013), ZLeuf HupY oA HepeAs W
o gltiar sfjAl ZHA] Frufjsial AA ofit
Azglol SEsHor Ao FiE s
SHA] o= Zlow gRlE|o] APATFAT=S
A A)8HA] eFFthlee & Kim, 2012; Park &
Kim, 2014; Shen, 2013). 2tO. g9 &3Lo]A
= A8 AtAte] ol ztolo] AL
gsl7] gk A7t xlsEojof & Aot

sule) SHHAE FEF] ohat 54
SRR w%% s oi Hsp
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(Table 2) Correlation matrix of constructs with validity measures

Constructs M SD S B uB B
Scarcity (S) 2,82 .94 71
b
.19
Browsing (B) 3.47 .98 c 64
8 (.03)
41 .33
Urge to buy (UB 6 1.02 0
rge to buy (UB) 3.9 . (16) (10) .69
.43 .19 .50
Impulse Buying (IB) 3.89 .92 57
P e (18) (.03) (.25)
P<.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,
(Table 3) Model estimation
Standardized
H . tvalue Result
Estimates
H1 Scarcity Urge to buy 0.41 S5 47 Accepted
H2 Scarcity Browsing 0.17 2.50% Accepted
H3  Browsing Urge to buy 0.22 2,76% Accepted
H4  Scarcity Impulse buying 0.24 2,78 Accepted
H5 Urge to buy Impulse buying 0.47 4,98 Accepted
H6  Browsing Impulse Buying -0.06 -0.80 Rejected
p<.05 ‘p<.01, “p<.001
Urge to Impulse
Buy Buying
= - -.06
Browsing ==
X2 = 7888, df= 47, p = .002
RMR = .05, GFl = .94, AGFI = .91, CFl = .98
Tp <05 Tp <01 Tp <.001,
{Fig. 2) Structural model
Wol Wahs Fulghige ol LAM Mo Fkiglon FETulE A¥Hom Aay
AE S7PIReH SetiE SUkE A A= Tk HEkd S-stfjol]l AR FEd=
ol Qo). w3t 3|44 of olaf A=+ oz Wl B a4 wA K9t o) oralzio]dl
o] BekeAs ol 3t WQruRe et o] FoAm BlAA WAL Hekee
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st AR il b 2 QR vl o) 4 oliEL SAHSl A B S8 Aol
A= Aow Vet %, wulel golq WA Eof sdslof @ sloln] AzbAel ALE F
AES ke W s B dAdel o] Sl ERAel el A4 5 A 53
APHom e Wol FFEAOR PiE 5t AXSH: B shike] wle] B 4 92 Aol
e st s slay WAAG Hekeae] Aol Ba B2 e v H4 A2
o AR P erurziel oSl FETuzE SAA WA B BEeHs A= ulAw
upshelch WebAw whAu 7]8], @ izl Zlolth home] alolAi A, mutel A
sdgrat gol BAaMS Axshs wAAE AR FETlel e AwA, 444 ATE B
wutel Aol SHAAES £FetIA s & sto] Amee] wo mull HAE FE L)
WA ) SRS LA shn AelE g8 wastelob @t Aolch %, e A4t
§ oAyl BolhiA Sid ASIHE B L wulel 4 A8E AFEAR Syol o
FETHE SHES 4TS 7o wade] 3 olmamel RTsle, AR AE £ B9 w4
Asigich ikl pheld bekeHe mol  Hol ola) AslE 4 908 olo] dlgt ot
shthar a4 hAb] st AAU obE Al Bol o|Roldek & slolch. B4, makel sjiA
Zglo] FEA0E Aol AY FHWES s el ARl A} 71ES 2ASL Aot
A gherhs Aubs vekeAo] FEpule] u]  AAE o] mukel SHAIE FE L] Xol/}
At ofafel BlaA WAALG Foigliztel o Ql=X|E Abwsolol 3 lolch. A, & el
b gl s AhAoR AA eyl W Al mekel FE o] G vA S o &
vom M 4 e Aolm, shHozl of  wla SAoluh slaA mAIXY uGE, AKh
A djshgolehs AT TR BAdel 7118 of whE Holiz AnA ook} AW A7
SE G Zlolth ol FET ohet sla o4 ofelgt Mol o3t Aolv} SelEglon
A A ool mekegel qgtent 2 A Aveldi 7 W U Ww mulel 3%
Aomw dE 4 QAonE ofo] ek A o] thEF RPS AFFHIL BHE 71| Aol
%2Ql 977} o]Fol Ao} 3 Zlolth A % Awmolof & Zlojch Uil el WHAE
At Spdel Bgeld melel Agudel  FEpvlel o 9% e deld 4% o
A Bl WAAZE Rz, HebeAlS  olub ARRAL, mAY A 291 Fol mukl 5)
Ax WAAE FETe] oPA RES vX HAE FET) Bl E ke vXEA), u
A 52 Ssgen) 2ol milel B ol A S0l Ay 2 R
Sl mele shgsied] slelston] AR & 2gAel Wek FollX Jeln ofug 5
9l oAl JHAJZHEA wuel JelBe] o AS WA pRORM FS FEI A
ujel FEolel olakste] TEA 4 Qi & X, kuAE] wqRelq WE A7 B
A ARE UsEoRA vHIY A el 4 URE 4BBS ofwA 1A A, oy
Dagh A4met gug Agstac. o derom Aulgel ] ApasiE Hog ok
ekl 4% wel WA dEalet B owd sk S5el el Auuolel 8 Aelct
S e sol BAA WANE BESE A chA, o Aol dhet welel 495717 of
epe Aurstolof @ Aloltt. %, eljdel: wh ok fYoR Ushgonz wulde] B4 4
uf gof 78], 2 widlolt AAAel Bl FE  fuE 4 ol IAAIES] die chret w9
el i AN TET ol Z1Ble]  /|B 2Ale] oleldt £BEY|Se] FE o
71e Aota olo] gt Al Aleu] wule Aol ofwst ke ulAAE Alurolof 3t
2 A Azste] AuAE A4S fEstelof  Alolch olsld, AAEY cht GEARS
e e I e N i It R L
Sy o AL olste] Heke A GolsA  Alsle] §% A= W A Py Bgstolof
Quah 5 GBS AolE SIS AR 43 itk oleldt drAREE wEow we)
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A FETe] 9T uIH AYH W
PES SISk ofF MRS 0] WAS 4F
Moz PEgoRM SHRHOR mutel w A
E FET0H Yol Aol slofstolor & Aol
v, ARHoR s|9el] Bad YN U A4RE
o AlFEolo} 3 Zolet,
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