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The Influences of Price, Product and Promotion on Clothing Impulse
Buying by the Internet Shopping Mall Types

Hye-Kyung Jif
Dept. of Fashion Design, Hansung University, Seoul, Korea

Abstract : This study analyzes the influence of price, product and promotion on clothing impulse buying according to
internet shopping mall type. This study conducted a survey of 346 male and female consumers in their 20s-40s who have
experienced clothing impulse buying from an internet shopping mall. Respondents were selected using convenience sam-
plmg through an online survey conducted in August 2012. For statistical analysis, descriptive statistics, reliability analysis,

x -test, factor analysis, and regression analysis where carried out using SPSS for Windows 12.0. The results were as fol-
lows. First, there were significant differences for consumer gender, age, marital status, and education on clothing impulse
buying according to shopping mall type. Second, there were differences for the influence of each component (price, prod-
uct and promotion) on clothing impulse buying according to shopping mall type. Third, it was identified that influence of
components (price, product and promotion) on clothing impulse buying were in the following order: low price, freshness,
prize promotion, scarcity, open market price discount, prize promotion, freshness, fashionability, low price in general shop-
ping malls, payment term benefit, freshness, and scarcity in fashion SOHO shopping malls. This study provides infor-
mation for consumer management and promotion strategies according to each shopping mall type by understanding
clothing impulse buying by consumers and factors according to shopping mall type.
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Table 1. Demographic characteristics of respondents
Gender Marital status Age
Classifi-cation  Frequency Percentage  classifi-cation frequency percentage  Classifi-cation ~ Frequency Percentage
Male 144 41.6 un-married 206 59.5 20s 172 49.7
Female 202 58.4 married 140 40.5 308 8 >
40s 85 24.6
Total 346 100.0 Total 346 100.0 Total 346 100.0
Education Income
Classification Frequency Percentage Classification Frequency Percentage
High school graduate 41 11.8 less than ¥2,000,000 41 11.8
At college 64 18.5 $2,000,000~3,000,000 68 19.7
College degree 204 59.0 ¥3,000,000~4,000,000 87 25.1
Graduate degree 37 10.3 #4,000,000-5,000,000 I 214
above ¥15,000,000 76 22.0
Total 346 100.0 Total 346 100.0
F, AETA, A", WS, 2, AAxde9)e] 9= 2009+ H]gke] 19.7%, 200~3005H WRF 19.7%, 300-400%
okt A wRE 25.1%, 400~500%F) WIRE 21.4%, 5009+ o] %
ATEA3. QEYl £ E FHEE FAIE S5l v 22.0%At. A5 $AA *el= SPSS for windows 12.05
A 7HCHEAE, 7F A89), AF 54 q(/‘Hiv vﬁﬂ"* 3] ol-gate] 71, AlFEiA, WAHEA, 21, 37T
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ZAse)e] FFe vlagitt
32 &E=T 4. 241} 9l =9
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7 29212 Park(2002), Uam(2003), A& 221> Hwang and S AL A, dE, AE, w80l f23 Zolr} e, o=
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Table 2. Characteristics of impulse buying consumer by the internet shopping mall types

Classification Open markets  General shopping malls Fashion SOHO shopping malls Total X
71%(20.5)° 52(15.0) 21(6.1)
Male 57.0° 483 38.7 144¢41.8)
Gender 66(19.1) 64(18.5) 72008 0BE
Female 200 677 543 202(58.4)
58(16.8) 41(11.8) 73(21.1)
20s 68.1 577 462 172(49.7)
37(10.7) 41(11.8) 11(3.2) ok
Age 30s 352 2038 239 89(25.7) 44.582
42(12.1) 34(9.8) 9(2.6)
40s 337 8.5 28 85(24.6)
Marital Unmarried 755167) 556(‘;51‘9) 765%24‘0) 206(59.5)
Stzltl:: 62(1'7 9) 61(1'7 6) 17(4; 9) 8T
Married 550 466 374 140(40.5)
. 18(5.2) 15(4.3) 8(2.3)
High school graduate 162 137 110 41(11.8)
24(6.9) 13(3.8) 27(7.8)
At college 253 215 172 64(18.5)
Education 86(24.9) 74(21.4) 44(12.7) 17094
College degree 208 68.4 548 204(59.0)
92.7) 14(4.0) 14(4.0)
Graduate degree 147 12.4 9.9 37(10.7)
17(4.9) 15(4.3) 9(2.6)
Less than ¥2,000,000 162 137 11.0 41(11.8)
32(9.3) 20(5.8) 16(4.6)
#2,000,000~3,000,000 26.9 278 183 63(19.7)
39(11.3) 24(6.9) 24(6.9)
Income  ¥¢3,000,000~4,000,000 344 202 234 87(25.1) 9.658
29(8.4) 24(6.9) 21(6.1)
#4,000,000~5,000,000 293 24.8 19.9 74(21.4)
20(5.8) 33(9.6) 23(6.6)
Above ¥5,000,000 30.1 255 204 76(22.0)
Total 137(39.6) 116(33.5) 93(26.9) 346(100.0)

*kEp <001
% observed frequency, b, expected frequency, ©: %
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Table 3. Measurement of impulse buying on clothing in the internet shopping malls

Measurement items Cronbach's a

e | buy clothes online when I feel depressed.

e | buy clothes online to release stress.

e | buy clothes online to refresh myself.

e | buy clothes when I feel ‘I can afford this’ even though I did not plan it.

e | buy clothes online when my friend says ‘it’s good’ even though I do not like it that much.

e When I shop online and see some clothes, I buy it thinking *Let’s just buy it and see how it is’.
e When I buy clothes online, I do not consider enough compared to friends or family.

e | like buying clothes online unexpectedly.

.890
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Table 4. Test of validity and credibility on price, product, and promotion
variables

Factors Mea-surement Fac'tor Eigen-value Cronbach's o
items loadings
gglzrgs 860
.820
Payment term 314
Promotion benefit ’ 4.308 901
. 763
Shipping benefit 748
Free gift ’
745
Coupon
Fashionability 831
Product  Scarcity 197 2.076 791
Freshness 508
. Low price 887
Price Price discount 421 1.216 704

sfepslel o]5e] FEu7t AAge] ¥R Tz okl

©
=
T o ojojd F JES WS 7IEeoF & Aot

4.2. QAE{Ul oRHME SST0H0 714, MiF, ©=0| 0|xl=
e

AU JFAlE FE el 7HA, AlE, ASe] oW @
F WAETE Loky] S8l FETlE FE5MFE(Table
3), 7HA, A, w5 890e SHUTE Sloi(Table 4) 3712
A5 it A3 A9 EH, Table 59149} o] ZE 714
SLAE SRl AS 82l T AEFAH, i, AREe] F
Frulel frold TS vIAE Ao Uikt 5 A o
FAIES 71 AL 71 @] EE, fAAFelL
Blavdol glom M2 S S5, AT, s, A
EFo] Adss TET7E dofrks 20E yepdt of
9 22 A3k= Kim(2012)9] A7l A 7170 S5

Table 5. Influences of price, product, and promotion on impulse buying
in the internet shopping malls

Independent variables B t-value F-value R?
Price Low price 315 6.470%** 55.090%%* 246
Price discount 308  6.316%**
Fashionability 181 3.412%*
Product  Scarcity 236 4.463***  63.260%** 357
Freshness 343 7.196%**
Points .016 215
Prize 191 2.756%*
Payment term 124 1761

Promotion benefit 28.013%*%  33]
Shipping benefit .143 2.170%*
Free gift 145 2381*

Coupon .086 1.332

£p < .05, ¥p< .01, ¥*+p< 001

o] J&kS w3l Az} = Chung(1997)2] A7l &2 a3}
7v e 7 Elo] Felel dde wR de, i
Engel et al.(1990), Kim(2008)2] dtollA Solst tjzel, A
o] 2AAF, AE gAY, AF] 73 Fol Tl
FFS vH AT s AR T3 A 2 TV
Fujellr ARSE, ZAEFHCl St frolek Aol 9l
Ao 2 YEhd Chang and Lee(2006), Kim(2002), Park
and Hong(2003)%] 2= A2 FHY.

ML

M o o

43 QIE{Yl TS RYE ARKE SSTOH0I 0/K/= Tt
7, ME, BEgolel s bl
292§ U2 FErel FAE 1A, AE, 05

= £ 71HAY 2 7
P BRI, SPRANE AR I3 9L vIA
or}, A 549 A%, LEINAE Mg B 2ol
FHBAIAE A 3 AP, AHLTBIE A2,
F4, 944 Bt FET] el e vAE Re
2 ekt BE0) 3§ oETeploe AEFY B g 8
go], FRRANE AEFH, WHL2eRANE BAZR o
do] fel8 JFL v)HE Ao vekdrh. olsh B At
£ gle] AFAoIN e o] utHo R FETHe 7144
BIHAR, AT FVERNZE, AEM AL
F 5ol 9L VAAY 23T #30) weplE 7 wale)
o] Aol7} &S FAh 5 QXL AF] FHHe] A
Foka gelo] S AS, ATl AFT S27PI7t U 3
3, igSEon} AEFEL AT A A FET

7
e A=A e, e AlEe] 7He] Ak f
Fdol om Az =Ae € wl, AEFEI L 50
Al o JFS = F Aok T3 HHLTEAME AHS
7FAae) AlE, 7HAEol | AFE, 38R ERS Tt
A AFE, Bok feje AA e AghemA 2nze

F570E o2 & k.

AN Aoz ¥ ) FETE BELE T Fe g
2ol R 2MAFOR B 5 AT A AnlRe

L AR @ e $ETIE S dRAES AT
S YASS e 2 e B8 Tl ARE Fole
PHE 7S 2 9 Zolh A, S B AL
S B 2B vl A AR AE, HE 2L
wol & AFL AeFom Hgs) g FANA B & 9

= e AEL AT Yome oF
AR e A AFL £ Ao Ads) W)
& B T Tels B 5 S Rolth B, A1E Wl
NPAFEE B £0E0 va) 2570 AFEE 28T 4
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Table 6. Influences of price, product and promotion on impulse buying by the internet shopping mall types

. Open markets
Indepen-dent variables

General shopping malls

Fashion SOHO
shopping malls

F-value R?

B t-value F-value R’ B t-value F-value R’ B t-value
Low price 412 5.914%%* 289 3.139%* 235 2473%
Price . 42.685%** 389 9.000%* 137 13.125%** 226
Price discount 379 5.441%** 159 1.732 367 3.870%%**
Fashionability 149 1.649 226 2.389* 205 2.194*
Product ~ Scarcity 265 3.027*%% 29.995%*% 404 109 1.132  16.821%** 311 322 3.418%*** [8.399*** 383
Freshness 360 4.652%** 359 4.086%** 332 3.876%**
Points -102  -.803 .021 .162 174 1.254
Prize 296 2.424* 326 2.796* -.107 -.837
. Payment term benefit .080  .682 -.025 -.186 325 2637+
Promotion 12.637*** 368 7.564%* 294 9.223*** 392
Shipping benefit 246 2.160* .081 .706 .031 259
Free gift .088 825 184 1.846 205 1.762
Coupon .096 .885 082 .696 116 1.044
#p <. 05, ¥p<. 01, ***p< 001
e AF 54 Fo] A28 HHLSEY] FQ FETHl &M Hlwelz] $l8l, olE5 SAe® BA8th. 2 23} Table 7

;

A5 sk Ast 200 vlE AP EONA TS WS F UE
3 AF, MZS 28 AFE, 3277t e AEFS st
= AF Aol & o}r;m ot 2 Ardyhs QlEM 4%
A eRAIFES] 7H 9 AujElo] FETuol FIg ¥
< HHe Ao® Yeht Kim(2012)¢] 9+ 2 7148010] =
Sl 7HE & 9FE vAe ZAeE UERd Back(2008),

¢’

B

=

Mgl o] 2=

ZuglelAE 7V

, A=

Fo N=g, AEF

3, AT 82, 7P sow, FREAME AEFFA,

Aol A=,

N ARz, g A2,
Tojoll frola AL WA Ao et L Eulel

o) ZE7l7t A

3 7}Ael A Here w=

A faA, HAAY w0, IHLTE
A 84

wo% 3%

Ae Aurne

Uam(2003)] A-Z23542 AA| gt} 2 B 2RES oEuPlA AES el o) AR P
F £E FEEE Ferel feld ¥ miAlE A A9 o]F S dovle HHoR &%S ke ¢t Boers
o= W A7, AE, BE 7 T4 ARE 9] 9IS A 4B A OE £AEAE 9] BE AR AFL 2
Table 7. Influencing factors on impulse buying by the internet shopping mall types
Shopping mall types Independent variables B t-value F-value R’
Low price 221 3.251%**
Price discount 153 2.132*%
Scarcity 154 2.088*
Open markets 25.863%** 544
Freshness 211 2.904**
Prize 176 2.617*
Shipping benefit 134 1.683
Low price 192 2.681**
Fashionability 193 2.544*
General shopping malls 26.172%** 485
Freshness 311 4.048***
Prize 381 5.381***
Low price .140 1.180
Price discount -.003 -.027
Fashior} SOHO Fashionability 137 1.167 15.306%+* 56
shopping malls Scarcity 200 2.147*
Freshness 281 3.649%**
Payment term benefit 376 4.282%**

¥p < 05, **p<.01, ***p< 001
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