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The Effect of Fashion Brand Apps on Smartphones Flow and
Consumer Satisfaction in Mobile Shopping

Eunmi Kang and Eunjoo Park’
Dept. of Fashion Design, Dong-A University; Pusan, Korea

Abstract : The purposes of this study was to investigate effects of fashion brand apps on smartphones flow and consumer
satisfaction in mobile shopping. These findings provide new information to marketers for the marketing strategy for deal-
ing with mobile shopping mall. A total of 233 usable questionnaires were obtained from men and women ages 20-30 who
have mobile shopping purchasing experience. Data were analyzed by frequency analysis, factor analysis using SPSS for
Window 22.0 and confirmatory factor analysis and structural equation model analysis by AMOS 22.0. The results were
as follows. First, the analysis of fashion brand apps factors showed that it consist of 2 kinds of dimensions of basic infor-
mation type and additional information type. Second, basic information type of fashion brand apps have had a direct impact
on consumer satisfaction and did not affect the smartphones flow. Additional information type influence consumer sat-
isfaction through a smartphones flow. Basic information type of fashion brand apps showed a greater impact on consumer
satisfaction than a smartphone flow. A managerial implication was discussed for fashion brand marketers to develop strat-
egies on fashion brand apps that could stimulate and increase the consumer flow and satisfaction.
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Table 1. Confirmatory factor analysis
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Factor Cronbach’s

Factor . AVE CR
loading a
I use a smart phone for longer time than originally thought using it. 87
Smartphones flow If 1 stop the use of it after using a smart phone, I want to be used again. 1 .80 57 .80
I have often thought that reduce the use of smart phone. .69
Store information 79
Basic Product information 19
information o . .84 .65 .88
type Fashion information 17
Fashi
ashion brand Coordi information 74
apps
Additional Hobbies, life information 85
information ~ SNS 73 .79 .62 .83
type Entertainment 67
I like to use the mobile to purchase fashion items. .88
Consumer satisfaction I am satisfied with the mobile shopping fashion products. 81 .83 1 .88
I think it is wise to use mobile to purchase fashion items. .68

X'=95.469 (df=58, p=.000), GFI=.939, AGFI=.905, NFI=.928, CFI=.970, RMR=.036
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Table 2. Correlation coefficient analysis

Fashion brand app type

Smartphones - — Consumer
flow ) B asic . Addlt_lonal satisfaction
information type information type
Smartphones flow 1
Basic information type .03 1
Additional information type 15" 64 1
Consumer satisfaction 21" 327 12 1

p<.001, " p<.01, “p<.05.
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A}, ¥=95.469(df=58, p=.000), GFI=
939, AGFI=905, NFI=928, CFI=.970, RMR=.036% Yt}
AA 7N e SAvTEY] AP AF7t F3sio
ZAHFEC] 7} FANES Asirlel A3t Zos Hris
Att. Table 12 AHEH, 7+ QATXFHAA 7} 60 o]do]7]
&) JMEeEld=E SREAT & 5 o, 7k g
o] BAFZAFAVERE 57 oldelal /ide] A== (CRy7
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FBIA AT 412 22 & 4 Uti(Table 1, Table 2).
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X'=63.674(df=57, p=253),
GFI=.960, AGFI=.935, NFI=952, CFI=995, RMR=035% &%
o] A= BEe ZoE Yelth(Fig. 2).
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Fig. 2. Structural model.
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