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Effects of Shopping Orientation and Store Attributes on Impulse
Buying Behavior for Cosmeceuticals
Eun Joo Park’ and Yu Mi Kim
Dept. of Fashion Design, Dong-A University, Busan, Korea
Abstract : An aging population and increasing consumer demand for high-quality and innovative new products are key

drivers for growth in the cosmeceutical industry. Cosmeceuticals are defined as products with biologically active ingre-
dients that have a measurable effect on the user. This study explored the effects of shopping orientation and store attri-
butes on impulse buying behavior for cosmeceuticals. We obtained 437 usable questionnaires from university students
who had purchased cosmeceutical products. Data analysis was conducted using confirmatory factor analysis and structural
equation modeling analysis via AMOS 18.0. The findings were: 1) hedonic shopping orientation and convenience shopping
orientation had positive effects on product efficacy and promotion of the cosmeceutical store 2) brand shopping orientation
had a positive effects on store atmospheric, skin care service, and brand of the cosmeceuticals store and 3) product effi-
cacy and promotion of store attributes had a direct effect on impulse buying behavior for cosmeceuticals. Consumers who
tended to enjoy the shopping to refresh themselves and to experience convenient shopping were likely to purchase cos-
meceuticals impulsively, which mediated by the store attributes (product efficacy and promotion). Therefore, we con-
firmed partly causal relationships among the shopping orientation, store attributes, and impulse buying behavior of
cosmeceuticals. Both managerial and theoretical implication for practitioners and researchers were discussed for man-
aging product information more efficiently along with promotion strategies to trigger cosmeceuticals consumers in the
context of shopping.

Key words : cosmeceuticals(’]'54 333%), shopping orientation(Zz*34J &F), store attributes(3d 2<-4J), impulse buying
behavior(Z&713 %)
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o wet Aee] Zo] YolxwA A
yEe] 7ol =oAL lom, H AE WslE AF 3
A &ort wHAEA tE AEFLET S5 IS
WSS QthHKim & Kim, 2001; Lee, 2014). A|F7A] 7]
3 IES F8 AP ARl BT 2 AR A
Zo| A3} WolAmEA ojtalo] F15A SE AlAklA
ToF AR AT AR SYES HAF 0| FE
Zo|HA A4le] B Az Floj e, o2y, toldE
Soll AR FARIER sPEE Al E S5t A7l
Th(Jo, 2011; Kim, 2010; Kim, 2012b).
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Choi, 2008; Kim & Hwang, 2013; Sun & Yoo, 2004). <1
sl Slshe, £l ARl et vt <)
Ashe Bxdgel Aolvt dor, HE el AF SHE
B, EQ, BAS 5, AHs, GE B9 wlEd 8% 5
o HxsAol Al gl Y= VIHTH(Lee, 2004; Park
& Koo, 2009; Yoon & Kweon, 2004). 31 AH|x}7} Q1%
e A A SPFON AFATS FETHAE
= 9FE vAE Wedol ERAIEATH(Choi et al., 2005;
Earl & Potts, 2000; Jeong & Kang, 1998; Kim & Kim,
2001; Park & Kang, 2000).
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o2 XY= oFAE STl Eel e AFAo
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B2 23R &2 AHRE g FxE W st sy
4, Hx E971, A 37 7Fse S o Bol ke
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&S uxE WEE AAFAKPark, 2005; Park & Ha,
2008; Park & Kang, 2000).
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gt S5 Ee] RIS o] R O™ (Lee, 2001), EV*
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kS wXITtHOh et al, 2008; Sun & Yoo,
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T FulE7lel Wt FsH Rlshe HE &Ao] vEA o
e, Ay elErid A9 HE ,
HEAA 48, 494 Felsr]dx e vEds @E@*@ﬁr
sPgEe] 89 22 AF S48, 282 WAE 79 571
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293 AAEIHATHPark & Koo, 2009).
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Table 1. Results of confirmatory factor analysis
Constructs and indicators Factor loadings CR* SMC AVE’

Shopping orientation

Hedonic shopping orientation 0.63
I enjoy the shopping to refresh myself. 0.86 17.58 0.75

I enjoy the purchasing products for its own sake. 0.82 - 0.68

For me, shopping is a form of leisure activity. 0.70 14.82 0.49

Brand shopping orientation 0.64
I enjoy the shopping of luxury brands 0.86 15.83 0.74

I tend to buy luxury brands even though it’s very expensive. 0.76 - 0.57

I trust imported brands. 0.71 14.03 0.51

Convenience shopping orientation 0.69
I tend to make a shopping near my house or universities, 0.58 - 0.34

I used the convenient store to shop. 0.95 5.29 091

Store attributes

Store atmospheric 0.74
The store have a pleasant atmosphere. 0.98 17.24 0.95

Products are properly arranged in store. 0.74 15.81 0.54

There are very polite and kind salesmen. 0.74 - 0.55

Skin care service 0.57
The store offers a skin test and massage. 0.81 - 0.66

When purchasing, cosmetic procedure or scent test is possible. 0.82 14.45 0.67

The information of cosmetics and make-up is available at store. 0.59 11.50 0.35

Product efficacy 0.68
The cosmetics of store is very effective. 0.90 9.83 0.81

The use sense of cosmetics is very nice. 0.73 10.06 0.54

The quality of cosmetics is fine at the store. 0.52 - 0.27

Promotion 0.68
A store have usually events such as the prize or special coupons. 0.82 - 0.67

We can get a lot of samples and free gifts at a store. 0.80 9.05 0.64

Brand 0.52
There are brand products at the store. 0.66 7.16 0.44

The store brand is famous. . 0.67 - 0.45

Impulse buying

Purchasing cosmetics in sales are unplanned. 0.77 - 0.52 0.56
I buy impulsively cosmetics I need 0.72 12.42 0.60

I buy cosmetics reminded me advertising or friend’s recommendation. 0.71 12.38 0.51

- All is significant at p<.001.

- Model fit statistics: y*=380.31 (df=216, p=.000), GFI=.93, AGFI=.91, CFI=.95, RMSEA=.04

C.R.(Critical ratio)
bSMC(Squared multiple correlation)
°AVE(Average variance extracted)
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Table 2. Correlation matrix of constructs

Variables 1 2 3 4 5 6 7 8
1. Hedonic shopping orientation 1.00
2. Brand shopping orientation (4117)a 1.00
3. Convenience shopping orientation 3 10 1.00
: PPINg (.05) (01) :
157 22" 12"
4. heri 1.
Store atmospheric 02) (05) o) 00
26*** -43*** ‘08 29***
. Ski i 1.
5. Skin care service 07) (18) o) (08) 00
35 03 217 23" 27
. P ffi 1.
6. Product efficacy (12) o) (05) (05) 07) 00
. 18 14" 20" 2™ 37 26
7. Promotion (03) 02) (04) (05) (14) 07) 1.00
207 547 01 25" 28" 08 24"
8. Brand (.04) (29) (01) (.06) (.08) (01) (.06) 100
9 Impulse buvi a™ 217 34 04 10 197 2™ 03
- [mpUise buying (17) (.04) (11) (01) (.03) (.05) (01) (01)

<05, p<.01, p<.001

*Values are the squared correlations between latent constructs.
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Table 3. Model estimation

Paths Standardized CR. Test
estimates

Hedonic shopping orientation — Product efficacy (y3;) 0.39 5.41° Accept
Hedonic shopping orientation — Promotion (y4;) 0.16 2.43° Accept
Brand shopping orientation — Skin care service () 0.39 6.19° Accept
Brand shopping orientation — Store atmospheric (yy,) 0.21 3.49° Accept
Brand shopping orientation — Brand (ys,) 0.56 6.65° Accept
Conveniences shopping orientation — Product efficacy (ys33) 0.10 2.50° Accept
Conveniences shopping orientation — Promotion (y43) 0.09 230" Accept
Product efficacy — Impulse buying (B¢3) 0.18 291° Accept
Promotion — Impulse buying (Bs4) 0.18 2.76° Accept

<05, p<.01, p=<.001

|

[ store attributes |\  X=52636 (d=229, p= 00)

GFI= 91, AGFI= 91, CFI= 92,
RMSEA= .05
* p< 05, “p< 01, *p< 001

Shopping

orientation

Store
atmospheric

Hedonic
shopping
orientation Skin care
service
shBor:giig Product Impulse
orientation efficacy buying

N > Promotion
Convenience

shopping
orientation

Brand

(000G

|

Fig. 2. Structural model.
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