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Impacts of Fashion Products Attributes and Mobile Shopping Mall Attributes on
Impulse Buying Behavior and Satisfaction in Mobile Fashion Shopping Mall

Eunjoo Park and Eunmi Kanglr

Dept. of Fashion Design, Dong-A University, Busan, Korea

Abstract : This study investigates the impact of fashion product attributes and mobile shopping mall attributes on
impulse buying behavior and mobile shopping satisfaction. The findings provide new information to marketers on mar-
keting strategy for mobile shopping malls. We obtained 283 usable questionnaires from college students. Data were ana-
lyzed by frequency analysis, correlation analysis, factor analysis using SPSS for Window 21.0 and confirmatory factor
analysis and structural equation model analysis by AMOS 21.0. The results were as follows. The utility of fashion products
attributes had the greatest impact on impulse buying behavior when buying fashion products in a mobile mall. Utility had
a negative effect on impulsive buying behavior and exhibitionistic had a positive effect on impulsive buying behavior. Next,
continuous management of mobile shopping mall attributes influenced impulse buying behavior. In addition, impulse buy-
ing behavior showed that the positive effect on satisfaction. Fashion product attributes had a greater impact on impulsive
buying behavior than mobile mall properties when buying fashion products in the mobile mall; in addition, impulse buying

facilitated customer satisfaction.
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= A0 f8AT Busldrh 891 3¢ kel £BE QRN AN By aRaAd, 2dnyel 43
o Yol oJA& AAIE = A TE Al o] =S = AFe x2=225.234(df=180, p=.012), GFI=.932, AGFI=
FAG 5o FFgoR A Frusbe WHsiiitt & 905, CFI=980, RMR=031% Ueh} x*¢] pgte] .05H.Th
A4 66.06%S A3 ok 2RlEe A= AgE 7ok viAsithe 71EAE FEA7IA Falsdnh. 2y A
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84 o] oI, A= E AT 830F vERt 22 WA o o] EE HAR A= AT 7eS FAF
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Table 1. Confirmatory factor analysis
Factor li;lcciti(r)lfg t-value CronZach’s AVE CR
Durability .86 -
Utility Quality .86 13.63 .80 090  0.87
Management .60 10.05
Fashion Style 88 B
products
attributes Aesthetics Beauty .68 9.27 75 091 0.90
Design .61 8.65
Exhibitionistic 0 ) 65 071 069
Prestigious image 79 5.74
Push/notification is helpful in obtaining the required information. .88 -
Continuous Push/notification help for shopping and buying. .80 15.75 88 0.87 0.87
Mobile management Push/notification are helpful to finding out information quickly. .78 15.26
shopping Push/notification used to frequently visit. .79 15.48
mall The whole atmosphere is good visually. .86 -
attributes  1angibles o 81 097 096
Characters on the screen or icon is suitable. .79 6.88
Information I can offer my opinion. .69 - o 0.83 0.83
exchange Other people's opinions are helpful to me. 67 5.09
I buy anything I suddenly feel compelled to buy. .85 -
Impulse buying behavior If I see exciting products, I buy it immediately. .79 12.57 .83 0.83 0.83
I buy anything I like without a lot of thinking. 72 11.88
I am satisfied with the things that I impulsively buy. .68 -
Satisfaction If the purchase is needed again, I buy here. 78 9.93 .79 0.88 0.88
I think it is a wise to buy impulsively. 78 9.93

X'=025.234 (df=180, p=.012), GF1=.932, AGFI=.905, CFI=.980, RMR=.031
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Table 2. Correlation coefficient analysis

S FEN] HEAF SYF BupY £FE SYo] FE YE H vE0) viRRE % 163

Fashion products attributes Mobile shopping mall attributes Impulse
Uty Acstherics O COMIONS g Iomaton e
Fashion Utility 1.00°
products Aesthetics 25 1.00
attributes Exhibitionistic 36" 15 1.00
Mobile Continuous management 197 A1 -1977 1.00
shopping mall Tangibles -.01 .08 -.01 .09 1.00
attributes  hformation exchange .11 14" -03 08 32" 1.00
Impulse buying behavior -07 -.00 147 13" -.06 -03 1.00
Satisfaction .06 16" 12" 18" 14 14 297 1.00

o

p=<.001, "p<.01, p<05
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Fig. 1. Structural model.
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Satisfaction

K= 24332 (d.f=186, p=.003),
GFI= 93, AGFI= .902, CFI= .97,
RMR= .04

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