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Segmentation of Chinese Fashion Product Consumers according to Internet Shopping
Values and Their Online Word-of-Mouth and Purchase Behavior

Mei Yin, Haekyung YuT, and Seona Hwang
Dept. of Fashion Industry, Incheon National University; Incheon, Korea

Abstract : The main purposes of this study were to segment Chinese consumers who purchase fashion products through
internet commerce according to internet shopping values, to compare their online word-of-mouth acceptance and dis-
semination behavior, and to examine the demographic characteristics and purchase behavior of the segments. 715 ques-
tionnaires were collected through internet survey from January 19™ to March 16™, 2015 and a total of 488 were used for
the final data analysis. The respondents were twenty to thirty nine years old men and women living in all over China.
Hedonic and utilitarian shopping values were identified through factor analysis and based on the shopping values, the
respondents were categorized into four groups-ambivalent shopping value group, hedonic shopping value group, utilitarian
shopping value group and indifferent group. Among these groups, there were significant differences in terms of online
word-of-mouth acceptance as well as dissemination level and motivation. In overall, ambivalent shopping value group
showed high online word-of-mouth acceptance as well as dissemination motivation. The groups also showed significant
differences in clothing selection criteria, frequently purchased internet shopping sites, online clothing shopping frequency
and information sources. The groups also differed in terms of age, residential area, education level, occupation and income.
However, there were no significant differences in gender and marital status among the groups.
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Table 1. Factor analysis of internet shopping values

Measurement items Fac‘tor Eigen % of variance Cronbach’s
loadings Value (cumulated) o
Factor 1. Hedonic shopping value
I like internet shopping for just looking fashion products. 769
It's fun to search fashion products on the internet. 764
I enjoy internet shopping. 745
I like to search new fashion products on the interne. 728
I enjoy internet shopping frequently to search fashion products. 715 4.871 éggzz) .896
I love to buy fashion products on the internet. 707
I used to buy fashion products for relaxation. 671
I do love shopping itself. .605
I like to looking new fashion products on the internet. 532
Factor 2. Utilitarian shopping value
I can buy fashion products of resonable price on the internet. 731
I think Internet shopping is economical. 710
I can buy fashion products efficiently through the internet shopping. .700
Internet shopping is convenient to save the time and effort. 666 3877 22.804 -
I can shopping economically on th internet. 618 ’ (51.459) '
I can search variety of fashion products at once on the internet. 552
I think important resonable price to buy fashion products. 534
Internet shopping mall is useful to buy fashion products. 466
Table 2. Cluster analysis according to internet shopping values
Internet Group Group 1 Group 2 Group 3 Group 4 F
shopping value (n=184) (n=120) (n=153) (n=31)
. . 43116 3.8981 2.9789 2.2545 *ix
Hedonic shopping value A) ®B) © D) 782.976
e . 43662 3.5385 3.6250 2.6210 -
Utilitarian shopping value A) © ®) D) 364.809
Group name Amb\l/\;izmg::sg PIng He(\ilzrl]:e: SgTZﬁIS e Unhj:llﬁin ;r}:)(;};pmg Indifferent Group

EET)

p<.001
Duncan's multiple range test: A>B>C>D
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Table 3. Factor analysis of online word-of-mouth acceptance motivations

Measurement items FacFor Eigen % of variance Cronbach’s
Loadings Value (cumulated) o
Factor 1. Information utilization/risk reduction
To reduce anxiety for products delivery and refund. 739
To reduce risk of purchasing fashion products. 724
To get some information about fashion trend and coordination. 677 . 25286 75
To get information about other users. .598 (25.286)
To reduce risk of new fashion brands. .584
To listen to others' experience. 563
Factor 2. Boost in confidence
Many replies is the sign of good buy. 814
The large number of purchasers assures my decision. 814 2778 (igigg) .839
Reading over online word-of-mouth gives me confidence. 736
Factor 3. Uncertainty in sellers’ information
Because information of fashion products may incorrect. 815 20940
Because seller's information is not enough. 793 2.513 ( 69:381) .831
Because trust on sellers is insufficient. .698
422, Qe SR/ AR WE LTl TR 5857 AR AN A FUE e A0 etk Ra Pu
2 A < ARSELFTL, A A, AAAT AR B
AEY £e7H] fetel] wheh 22 4 85719 74 A F7] acle] B WA et & FiE a7 J
T& Aol AJol7t ASAE Wel7] Sl dLR-AHEA 2 A @42 BE 2Ekl A 8 S7F =4, HEE ST
SFH A (Duncan testyS AARH 23, 221 4 48571 @2 AR e F717Y, AeE vk e At Al
b 7 8= freld Zfol7t UERsiTHTable 4). T Are] EFEAE daEe S0 ddiFeE =2 A%
YHA a7 Hoe ARGERERA A E Rl £ Holi itk ol A WA Hdte] 2Rl
e B A AeARe] E9E 57 BREY P = & 777 F= Al ekl FulE ASske ARt #-
AL, HAFH 7] Aok ARG/ A AR | v, A8F agrE] e BedA daeke wWolEel
< SV FHE W7 A vgew E3ARE, At A 717} Ak s = Slok
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BHe EFUA F7e HE & A veeg =% A cow yepon, 53] A2y agrxer 484 &3

Table 4. Motivation and level of online word-of-mouth acceptance according to internet shopping value groups

Consumer type A'mblvalent Hedonic shopping Ultilitarian shopping Indifferent group
shopping value group value group value group (n=31) F
Motivational factor (n=184) (n=120) (n=153)
Information utilization/risk 4.6766 3.6181 3.5087 2.8763 257413""
reduction (A) B) (B) © ’
4.5435 3.6472 3.1220 2.6882 .
Motivation Boost in confidence 189.773
(A) (B) © D)
Uncertainty in seller’s 43641 3.2972 3.3312 3.0000 108.615™
information (A) © B) (D) ’
4.3003 3.8396 3.2892 2.9516 -
Level of online word-of-mouth acceptance 99.524
P *) ®) © D)

R

p<.001
Duncan's multiple range test: A>B>C>D
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Table 5. Online word-of-mouth dissemination motivation

Measurement items Factor Eigen % of variance Cronbach’s
Loadings Value (cumulated) o
Factor 1. Financial compensation
Because of coupon or discount benefit .846
Because of mileage point 818 2.903 éjigg) .858
Because of free gifts 816
Factor 2. Advice
To prevent another's mistake 813
To help other people for my useful information .807
To advise to another people 798 2.840 (igggz) 813
To wish well being of seller and company 568
To share user's comment and information .560
Factor 3. Pursuing pleasure
Good to talk to user's comments 813
Good to talk to user's purchase experience .808 2.370 (2;32) 831
Good to write comment about fashion product 758
7 RS Fehe FHE Uk fde] 2l 8 2l B7HEAel me 22kl 7 A F719F Bl A}
ol 7P A=A AR ekt ol& NEl EAREA 3 AL ] (Duncan test)
= A Z Bl &7l wE JeE 22kl 7
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Table 6. Motivation and level of online word-of-mouth dissemination according to internet shopping value groups

Consumer type Ambivalent shopping Hedonic shopping Utilitarian shopping

Indifferent group

value group value group value group (n=31) F
Motivation factor (n=184) (n=120) (n=153)
3.8995 3.1000 2.7778 2.6210 -
Financial compensation 58.964
P (A) (®) © ©
43761 3.7550 3.4418 3.0065 .
Motivation Advice 113.006
A) B) © (D)
3.9022 3.4028 2.8039 2.3441 -
Pursuing pleasure 84.616
er ) ®) © )
Level of online word-of-mouth 3.9873 3.3333 2.7734 2.4409 99 504°"
dissemination (A) B) © D) ’

*

¥ p<.001
Duncan's multiple range test : A>B>C>D
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Table 7. Factor analysis of clothing selection criteria
. Factor Eigen % of variance Cronbach’s
Measurement items .
loadings Value (cumulated) o
Factor 1. Product factor
Fit, size 759
Design 721
Quality 714
Consistent with my image 658
y 2 3.450 28.749 802
Color 607 (28.749)
Coordinate well with the clothes I have .589
Material S15
Price 430
Factor 2. Trend and awareness
Trendy 769
Prestige of shopping mall 766
g pping 2134 17.781 204
Brand 701 (46.531)
Fashion 501
Table 8. Clothing selection criteria based according to internet shopping value groups
Consumer type Ambivalent shopping Hedonic shopping Utilitarian shopping Indifferent
value group value group value group group F
Clothing selection criteria (n=184) (n=120) (n=153) (n=31)
4.3220 4.0396 3.8440 3.6411 .
Product factor 41.835
A) B) © ©
4.3761 3.8397 3.5771 3.3709 .
Trend and awareness 24.153
(A) (B) © D)
" p<.001
Duncan's multiple range test : A>B>C>D
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