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The Effects of Internet Fashion Consumer Characteristics, Shopping Motivation,
and Price Sensitivity on Negative Purchasing Behavior
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Abstract : This study analyzed the effects of internet fashion consumer characteristics and shopping motivation on price
sensitivity as well as the effect of price sensitivity on negative purchasing behavior. A survey was conducted from August
10 to September 20 in 2012 and 364 responses were used in the data analysis. The statistical analysis methods were fre-
quency analysis, factor analysis, reliability analysis, and multiple regression analysis. The characteristics of internet fash-
ion consumers were composed of innovation tendency, impulse buying tendency, information orientation, and variety
seeking tendency. Shopping motivation was composed of convenient motivation, social motivation, hedonic motivation,
product motivation, and economic motivation. The information orientation and variety seeking tendency of internet fash-
ion consumers influenced the price search. The innovation tendency, impulse buying tendency, and variety seeking ten-
dency of internet fashion consumers influenced the price importance. Convenient motivation, hedonic motivation, and
product motivation positively affected the price search; however, social motivation negatively affected the price search.
The social motivation, hedonic motivation, and economic motivation of internet fashion consumers positively affected
price importance. Price search and price importance influenced the purchasing delay; in addition, price search influenced
the switching intention. The results of this study provide useful information for customer management and internet shop-

ping mall marketing strategies.

Key words: internet fashion consumer characteristics(R1EJ Yl 343 2=H]2}e] £4]), shopping motivation(<x8 & 71), price
sensitivity(7}4 717+ &), negative purchasing behavior(:-73 2 1) 3] %)
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Table 1. Factor analysis for consumer characteristics
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Factors Measured Items

Factor Eigen Cumulative

Loadings value variance % Cronbach's o

I have a lot of interest in fashion items with new styles that I haven’t purchased before .827

. I often purchase unique fashion items that other people rarely purchase 816
Innovation . . .
tendency | often check on interet shopping malls whether new items have come out 637 3.06 19.15 833
I am one of the earliest people to purchase new items that just came out on internet shopping 633
malls ’
If I come across a fashion item that I like while browsing through internet shopping malls, I 352
make an impulsive purchase ’
If an internet shopping mall recommends a new item, I immediately purchase it without even
Impulse : P : 814
. bothering to compare it with other items
buying L ) . . 2.77 36.49 .822
tendency I purchase fashion items on internet shopping malls without any plans and for no other reason 764
than relieving stress ’
If I like the design of a fashion item, I don’t care to look at other aspects but make an 69
impulsive purchase ’
I look up information on fashion items that I have interest in even if it takes time 732
. I obtain information on fashion items on sale in internet shopping malls by looking at 710
Inf-onnat-lon comments left by customers ’ 2.48 52.00 799
orientation
I obtain information about fashion items through various sources of information 707
I aggressively search for information on fashion items and new trending items .643
I purchase various types of fashion items on internet shopping malls, not just one type .785
Variety [ look up various fashion items and brands on internet shopping malls 734
seeking 1 don’t just go to a single shopping mall but go to multiple ones in order to compare fashion 224 65.99 750

tendency  items

.700

I don’t really prefer making purchases on just specific internet shopping malls .600
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Table 2. Factor analysis for shopping motivation

F Ei lati
Factors Measured Items acFor 18ei Cur}qu atl\;e Cronbach's a
Loadings  value  variance %
I can quickly and easily find fashion items that I like on internet shopping malls  .760
I can shop any place and any time I like on internet shopping malls 739
Con.veni'ent When I purchase fashion items on %nternet shopping malls, I can avoid having to deal 720 3.00 14.98 848
motivation  with the sales staff, who try to force sales
When I purchase fashion items on internet shopping malls, I can save on the time and 713
effort of having to go to a physical store ’
I don’t want to get behind other people around me, so I shop online .876
I shop online in order to mix with people around me .849
Social . .
motivation People around me say that they made some purchase on an internet shopping mall, I ¢, , 2.99 29.93 866
go to that site and purchase the same item ’
Before I purchase fashion items online, I seek advice from people around me 783
When 1 go around internet shopping malls, my mood is lifted 871
i Purchasing fashion items on internet shopping malls is very interesting to me 818
Hedonic € . . pping e i ¢ 2.86 4423 866
motivation  When I shop on internet shopping malls, time flies 789
It is more fun and enjoyable for me to shop online rather than offline 651
On internet shopping malls, T can purchase items that are trending 796
I can follow the new trend if I use internet shopping 777
Product . o . ) .
motivation 1 can purchase individualistic fashion items on internet shopping malls 745 2.58 57.10 803
On internet shopping malls, I can purchase fashion items that represent my personality 650
or image well ’
If a piece of clothing that I purchased on an internet shopping mall doesn’t match well, 720
I can return it or get a refund ’
On internet shopping malls, I can purchase fashion items taking advantage of discount
Economic . 761
O coupons and time-limited sales 232 68.70 779
motivation ) . o . )
On internet shopping malls, fashion items are cheaper than in offline stores 653
I can purchase fashion items online at a cheaper price by comparing prices between 640

different internet shopping malls
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Table 3. Factor analysis for price sensitivity

Factors Measured Items

Factor ~ Eigen Cumulative

. . Cronbach's o
Loadings value variance %

I find value in investing time in internet shopping in order to purchase an item at an even

. .898
cheaper price
P I put in a lot of effort for buying items at an even cheaper price online .869
rice
search  There was a time when I went to more than two internet shopping malls in order to receive 365 3.09 3859 -899
price benefits (discount coupons, free gifts, etc.) ’
I go to multiple online shopping malls in order to find one offering the same item at the 342
cheapest price ’
The price of the fashion item is the most important factor for whether I make a purchase on 357
an internet shopping mall, over design, color, and style ’
When I make a purchase on an internet shopping mall, the price of the fashion item is more 726
i important than information on its quali ’
| brice P 1S quaily _ 246 6940 789
importance - When I make a purchase on an internet shopping mall, the price of the fashion item is more 737
important than the service provided (exchange, shipping, returns) ’
When I make a purchase on an internet shopping mall, the price of the fashion item is more 716

important than the brand name

o] o] o 7l ety
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Table 4. Factor analysis for negative purchasing behaviors
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wjd7] 3.51, A3 E 380024 LA HL}; Ajte|we]
ol H =& AF4E 1t

4.2 OlE{Ll TiM AH[XI| SM U ATETI|7} 71uiZdz
of olxl= g

42.1. Q1E WA An|Rpe] EAJo] 7RIz m A= Jgk

STEIYl WA 4Bk BAJo] R = mXe JE¢S
B3] sl /AN 2919 JHARIE HAFeE
£ FEUSTE 31, AR B4 219l e S5
gk, JuAgg g gedETAARS SHHSE 39 o
ARG AAE . 2 A3 Table 50049 o] 7HEwA

Factors Measured Items

Cumulative Cronbach's o

Factor Loadings Eigen value R
& g variance %

There was a time when I put off finalizing the purchase in the last step on an

internet shopping mall 883
There was a time when I put a fashion item in the shopping bag but did not
Lo . 819
. end up purchasing it even though I needed it
Purchasing & hi fon ~ fust put i bl 292 36.44 865
delay Even if I find a fashion item that I like, I tend to just put it up on the wishlist 317 . - .
and look around to see whether there is an even better item ’
There was a time when even though I invested many hours of time into
internet shopping in order to find a fashion item that I wanted, ended up .804
putting off making the purchase
If I find that I don’t like fashion items being offered in an internet shopping
mall that [ frequently use, I would go and try to find another internet shopping .898
mall
o If new fashions items are not being updated promptly in an internet shopping 21
Syltc?mg mall that I frequently use, I would go to another one to find them ’ 261 69.05 809
Intention
I will buy fashion items not only on internet shopping malls but in offline 743
stores as well :
I intend to go to multiple internet shopping malls when I am trying to 675

purchase fashion items
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Table 5. The effect of consumer characteristics on price sensitivity

Dependent variable Independent variable g t F R?
Innovation tendency -.034 -0.801
. Impulse buying tendency -.042 -0.993
Price search . . 48.910%** 353
Information orientation 409 9.642%**
Variety seeking tendency 427 10.052%**
Innovation tendency 129 2.568*
o Impulse buying tendency 258 5.136%**
Price importance 9.326%** .094
Information orientation 011 0.229
Variety seeking tendency 104 2.068*

£p<.05, #*5p< 001
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Table 6. The effect of shopping motivation on price sensitivity

Dependent variable Independent variable B t F R
Convenient motivation 356 8.170%**
Social motivation -.095 -2.178*
Price search Hedonic motivation 250 5.742%*%* 33.540%** 319
Product motivation .168 3.844%**
Economic motivation 304 6.961%**
Convenient motivation .064 1.311
Social motivation 273 5.562%*%*
Price importance Hedonic motivation 134 2.739%* 11.676%** .140
Product motivation 011 0.217
Economic motivation 209 4.264%**

£p<.05, **p<01, ***p<001
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