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The Effects of Flow on Consumer Satisfaction through E-impulse
Buying for Fashion Products

Shin-Young Park and Eun-Joo Park'
Dept. of Fashion Design, Dong-A University; Busan, Korea

Abstract : Fashion products are frequently purchased on impulse and are also one of the most popular product categories
sold online. Online environment attributes can facilitate flow experiences that are described as an optimal psychological
state reached during an engagement in activities (e.g., games and e-shopping). This study estimated the path model to
examine the causal relationships among shopping mall attributes, flow, e-impulse buying, and consumer satisfaction for
fashion products. A total of 598 usable questionnaires were obtained from college students who had purchased fashion
products through the Internet. Data were analyzed by exploratory factor analysis, confirmatory factor analysis, and path
analysis using SPSS 18.0 and AMOS 18.0. The results showed that e-shopping mall attributes (visual attributes and prod-
uct attributes) significantly influenced e-impulse buying (fashion-oriented impulse buying and promotion-oriented impulse
buying) which was mediated by the consumer flow experience and then influenced by consumer satisfaction. In the path
model, the flow was stimulated by shopping mall attributes, the e-impulse buying was influenced by flow, and the con-
sumer satisfaction was influenced by e-impulse buying. Flow was the most highly related to the fashion-oriented impulse
buying, and followed by the relationship of the flow and promotion-oriented impulse buying in the context of e-shopping
for fashion products. A managerial implication was discussed for fashion product e-retailers to develop strategies on visual
attributes and product attributes that could stimulate and increase the consumer flow to trigger impulse buying as well

as consumer satisfaction.
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Fig. 1. Research Model.
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Table 1. Results of exploratory factor analysis

o o, AsE tde R 2 ollg ol Bl =l

A HAAES Fid Aol e ety 800 tide s

3 At AEAE ke FHAAM dF-

RAY B S ALSE 59857 HFEA

AREEIT = E AFEEA2 SPSS 18.0, AMOS 18.02 ©]
A J

e
88lo] AR, AT, FHaAEY, g0 ade,

EAS AER, A4(652%)°] E4
(34.8%)ETt E=2 H|FS XA, AH-2 194~204
(46.4%)7F 7P WAL T2 234 0]**(30 5%), 2141~22
A(23.1%)2 UERsT). 7HA G 252 2008H ©]/4~400
Tl HRR35.1%)0] 7P A VeSS, 4009+ ©]7d~600
T 0]8H(25.4%), 6007 ©14H(22.5%), 2009+ 11 TH(17.0%)
To 2 Yehth ek Qe &P EAA o] E TET
) HI=2 2AE A3 4 13](49.2%)2F 9 231(33.8%)7F ™
g 2R8I

ol A oL eht TTEel AZ)sE
s,

F
Variables Items ac.tor Reliability
loadings
SA1l The main model images of the interface shows good feelings .85
Visual
attrlistL:L?te SA2 The logo and design model of the interface were very attractive .84 .85
lnt'emet SA3  Product coordination images of the interface is well .81
shopping mall - - - —
attributes SA4 The web site shows all the sizes available for each fashion products .85
P . .
ati;)iiiict: SA5 The web site shows all the colors available for each fashion products 83 74
SA6 The web provided various trendy fashion products .62
F1 ~ When navigathing the web, I was totally absorbed in what I was doing 85
F2  Navigaing the web aroused my imagnation .83
Flow . .89
F3  When navigating the web, I didn't think about other things 81
F4  Not enjyable - Enjoyable 78
IB1 I liked to buy new style clothing that just came out .84
Fashion-ori .
.as on orlenFed IB2 1 bought to try out a garment with new feature 78 .83
impulse buying
E-impulse IB3 I bought curious fashion product without any plan 71
buying IB4 1 just bought the fashion products because of the free gift .86
P tion-oriented . .
rf)mo ron One.ne IB5 1 just bought the fashion product because of an event 77 .84
impulse buying
IB6 I bought the product because of the discount now. 5
CS1 1 am satisfied with my decision to purchase from this web site 87
Consumer satisfaction CS2 If I had to purchase again, I would feel differently about buying from this web site .86 .87

CS3 I think I did the right thing by buying from this web site 83
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Table 2. Results of confirmatory factor analysis

Variables Stand. factor loading CR? smc? AVE®
SA1 0.895 6.06 0.801
Visual attribute SA2 0.792 11.55 0.536 0.962
Internet SA3 0.732 13.71 0.626
shopping mall
atiributes SA4 0.678 11.74 0.459
Product attribute SA5 0.819 6.24 0410 0916
SA6 0.622 13.48 0.670
F1 0.875 10.14 0.632
F2 0.794 13.53 0.622
Flow 0.948
F3 0.795 13.49 0.765
F4 0.789 13.66 0.630
) ) IB1 0.831 8.81 0.691
Fashion oriented 1B2 0.720 13.41 0.656 0.940
impulse buying
E- impulse IB3 0.810 9.85 0.518
buying o 1B4 0.941 3.03 0.886
Promotion oriented IB5 0.756 12.44 0.481 0.934
impulse buying
1B6 0.694 14.34 0.571
CS1 0.847 10.18 0.609
Consumer satisfaction CS2 0.871 8.77 0.759 0.973
CS3 0.781 13.22 0.718
XZ: 285.14, df=114, p=.000, GFI=.96, AGFI=.92, NFI=.96, RMSEA=.05
* C.R.(Critical Ratio)
b SMC(Squared multiple correlation)
¢ AVE(Average Variance Extracted)
Table 3. Correlations matrix
Visual Product Flow Fashion oriented Promotion oriented Consumer
attribute (1) attribute (2) 3) impulse buying (4) impulse buying (5) satisfaction (6)
1 1.00
?) 39 1.00
3) 28* g 1.00
“) 28%* 16%* 43%* 1.00
%) 24%% .09* Ag** 547 1.00
©) A0** 35k 30%* 247 23%* 1.00
Mean 342 3.36 2.84 2.83 3.06 3.23
SD 77 .80 1.01 91 97 72

*p< .05, **p<.01
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=96, RMSEA=05% YElt} A #7130 e SAvT=
o AL x)57t FEEle] AWML 7+ TGS AT
at71o] Age Aom FriEAnt w1 NS Nd
Ao} HFRAAFENS 90012 e IS 0lE

1 2 Y fo

ﬂ .

N
T
N
Zro] z+ ¥W47ke]
A

5.2. 7p &A™

& Aol ArE —TLE =

ERRELLE

Y= A5E

Busg, W

= ZE'L] AL
Bl o
7HBA AR ZA ‘/]’E}L]' ¥
A TH(Fornell & Larcker, 1981)(Table2, Table3).

gl

z Y42 AVE

HEpT

7o s 7S 7Sl
= = 420.00, df=120, p=.000,
GFI=94, AGFI=90, RMSEA=.06, NFI=.94, CFI=95% Z4}

=

[e



OIE G B P} AINE FETNE Fof 25 ] A FF 539

Visual
attribute

.3852
(5.53%)™

Product 212y

attribute

(12.48)™

E-impulse buying

Fashion
oriented
impulse
buying

132

Consumer
satisfaction

Promotion

oriented '163,,,
Impulse (4.29)
buying

X?=420.00, df=120, p=.000GFI=.94, AGFI=.90, NFI= 94, CFI=.95

px .05 Tpx 001
a: Standardized estimates
b: t-value

Fig. 2. Path Model.

Table 4. Model estimation

H Path Standarsized Estimates  t-value Result
HI Visual attribute - Flow 0.385 5.53%** Accepted
H2 Product attribute - Flow 0.195 2.12% Accepted
H3 Flow - Fashion oriented impulse buying 0.716 12.48*** Accepted
H4 Flow - Promotion oriented impulse buying 0.653 12.61%** Accepted
H5  Fashion oriented impulse buying — Consumer satisfaction 0.132 3.44%%%* Accepted
H6 Promotion oriented impulse buying — Consumer satisfaction 0.168 4.30%** Accepted
p < .05, **%p < 001
Aoz Sl s s YEkt. ASAF, anREe] Bl £ Al EY, A2, A,
HI: 1Bl a2 A RE A5drs 2HAES & wgzto] ZeH|te] S AR Fsuleh AEAFE FEm

295 ol & Zlo|th

ATAT, A g EolA] wAE] oju]x], IE|H o]
28] 23 gl TR, A o]2olx ] FESTUloldt 2
S AZARIE 2RjRe] 295 T AeE UEht
H1- e =]l

H2: QB &9 AFHEE ATTE
29E Bol & Blelth

A4, JEM B EA Ale]=9] o, Aeje] thgA,
HA FAAFe] pHleF e AFFRI BEFE AR
E257F BoAe AR bt AFARE He8rE 4H
AES EE29E U Bol 2t 2AS &+ vk wEA

= A=A olHe A= A B E] §) AIE
tRpIFAE @9l AFAYE g9lo] T o] TS Fre
Park(2010), Tung et al(2006)2] YA AHE AR5

H3: &HRIEe] E29-5 Bo| 45 X T
7F S7¥ Aotk

H4: 2H|AlEe] 2295 Bo| S5 A5AFH S5
7F S7¥ Aotk

).
IPx

uAE

rlo
il

o] AFg0 o7 YeR} H3, H4E A=) o33 d3e
E297F e AHA JF8A9ES 9 Hsu et
al.(2012a)°] AFAIE AA AT

HS: 2¥RfEo] AR T FETvlE Bo| T4E vzt
52 371 Flolt

He6: &vabEo] AR F57vlE el &5 vzt
52 S71E Flolt

ASAY, WA FE et BEAFH SEE &
H|ZL 9ol fojgk go] JEFS vX= ZeE UER} HS,
He2 A= Q). ogjgt Axh= el F57rl7F AHAE
o] 71EHE ¢ 9E50E A o AvZ A
Hausman(2000), Lee and Hong(2006), Oh(2008)2] <123}
=5 AAE

HE5A7= Fig. 2., Table 49} 72}

S
[

=2
—



540 T SRR AisH A48, 2013H

avabEe] HAAFE i Al B fegsolN A=
mlEde] ofm|x], 23 9 QlE# o] TR, IE|o]2e]
Srjdeldat 2 AP R el sfdAlFe] Alel= B de
o] oFd, AN AlFTRISE 22 AFHEALNE FA
ALFE ag3golx S71%, An, 9, 293 22 E2
5 2 ATt B3 23 E Wl o] E=-e] Aol
BEFE AlFe] 28, §3 59 AFoE dojue A
& SETvet 7PZP§°L, oMIE Fo WEL el uhE
WEAGFH FET7E S718IAL ol2fdt S5l dhal 4
BRI =S MES W= o' Ve ﬁi;{%_& o1E]
Ul g ol sdAE Tl Al ARAES agEe] TRkl
olut Bdl, 23 ol A 28al djdAEe] vkt
U HA fAIFe] 2 yulHoAss S25-5 Bl st
Atk olelet E25-9] o] Bokdas M2 sz
FHAE = o5k SsTujel 7FA )], oMIE SOl o 5
ST7E ST olH @ FET) Fols A Rl
Exdih= CA S esg

aeEg el £3E dd 2EHdES 3, dEdl &
FEdA WAAFS Frlshe avAEddAl dAE e
R, 23, RIS A&z AFsord ZoH, Zy
Atolz7t Tkt s dAIFoIU HAl FAIES wiA|steiok
Aolth. =g £ <Eslolag 4T o WhsuAsie
WHAE T QAo s |urke AAE HEwst
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O obd deiAA) e slae] Ae sl AAAES] TET

il
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