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Focusing on the Moderation of Impulse Buying Tendency

Jungwon Hahn" and Eun-Jung Lee'

U Fashion Merchandising Major, Kookmin University, Seoul, Korea
Dept. of Fashion Design, Kookmin University, Seoul, Korea

Abstract: Online to Offline(O20), a new model of e-commerce, has been gradually recognized and accepted by con-
sumers. Electronic commerce has become diversified and O20 marketing is the new trend of e-commerce. The rapid pop-
ularization of mobile Internet and online shopping makes 020 service gets more attention. Although recently 020
service and 020 marketing get much attention, there is no much preceding research about the antecedents of mobile
shopping of 020 market. The purpose of the study is to examine the effect of shopping orientation on intention to reuse
020 services and the moderating effect of impulse buying tendency. A total of 209 surveys were collected online in total
for the data of the study. The key findings of this study are as follows: First, convenience seeking shopping orientation
has a positive effect on the intention to reuse 020 service and brand seeking shopping orientation has, too. Second,
impulse buying tendency positively moderated the relationship between hedonic seeking shopping orientation and inten-
tion to reuse 020 service, and negatively moderated sales seeking shopping orientation and intention to reuse 020 ser-
vice. The results of this study presented some implications for operators at 020 service area. Research findings and study

limitations are discussed.
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2eo] BAA S48 020 AH)2=e] ARERIQ] AH)RRe] 2o

A QIAEE B8AT 7RIS et o] FHAglske 29
dl, oFA7HA] olok g §=4 7= Kim and Lee(2018)
9} Lee(2017) 5 4ol Exaic). 3H AnzEe) U7 wk
g0l HAlE AL JEA o] FUgH wiAI" k] Aol A
A AFE A F Je Aol (Park et al, 2015), 020
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HXE G gk A7+ A F=eic) web 2Rk &
P 020 M)~ ZH 18 9=9] 17 A AFHL
2 AZNe &7 A1 F7PF D asitkIm, 2014; Kim
& Lee, 2018; Park & Chun, 2013).
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& Lee, 2018; Park & Chun, 2013). o|2{g Tl T3]
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=) A%} AU AE A L= 7)4\’ = ool AFY ulA
g3e 2ikler we B &5 ovjske sidolth(Hang,
2015; Im, 2014). 020 AH|2=9] AL 7]E0) Hejxlo] Jd
Lkl SEAGT ol §EAdo] ABRF FAHoZ B
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s wigshs &9 i, ol 2B, 32 3T dFel
TH(Choi, 1996; Howell, 1979; Hwang & Lee, 2013; Shim
& Kotsiopulos, 1993).

SR 2] BRYFE AYDTENA e 9
A5 7Y A0l Ao ojsisle] gtk £9YY
o] 7Pg AWkl QRIERE HYFT, HFT, F F,
BAY FT, BAS 7, ALFF 5o AHAtHA,
2014; Hahn, 1999; Jacoby, 1971; Ji, 2013; Kim, 2013;
Lichtenstein et al., 1990). AR, A+ £BJF AF +
mf iRt ol gl il QoM ]l Am|e} £ £
5 doHE A on)ditkHahn, 1999; Ji, 2013; Kim,
2013). A, He| F BT FrjstaLat ske AlFYR

i’“‘ﬁl DS e, Al oftiMu gk A7t T
S Felke AgoltkKim, 2013). 53 1
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Jo _EH =z d% 0lo) ukeEl= ks ,]u]a‘h:].(Ahn
2014; Ji, 2013; Kim, 2013). 2, &H|x}e] 2]Z7kxof| e}
Fulol] FEE 5] wiwell, MYFT LBAFTe] =& ANzt
= Al AE disk FiEEo] =ZolXITh(Ahn, 2014). ©]/d<]
APAT-E vigoz B Aor A aBALS HS5T
HelF, BAE 4, AAV F4, BAlE 34 AYFT 5
% ol aRle®m AE v Adog AoJsta, 7 avlel
ZH)Rke] HAAE 020 A2 Alolg o= (Park & Chun,
2013; Shin, 2017)°l PIA= G A8t} o

ZMskn oM O20MHE|A O[S o|=
e 22l ¥ Bukdd &3 3FollA] AnREES] €]
At | 23 Y2 v]tKChae, 2016; Donthu &
Garcia, 1999). &[] g eke 22l 2 muld &3 3
oﬂ*ﬂ tpe] MYPA1E T3l 1 FoAol =eso] St A
YAFEL At JHRL é'f‘% O 2A| £3dFo] o]Eo] 2
g BERd 20 dial Q1Aek, Eristar, Eekar, St
WES & A T AN «Wé Aol frolgh JEFe
etk 7HE oo AYATELS AH|Rfe] &glgake] Ftujjet
#EE P55 9 ", IV vR= T T2 Bdh. 7t
4 Donthu and Garcia(1999) @ Kim et al.(1999) F2]7]
&0l HETE QA &BES B i) sk
T, Lee(2008)2] AtollMs et oE aATo] £}
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Q1 & E oo folgh A J3e wATh s HelF

o) aAERe Sl B TS HAA = ot Hal
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ol &£gAFE 22l TulErIE HelA, AR, Bl
B 7AW, BAFTE o8 2B FA ST
S v)HTE W3 TH(Lee, 2008). Kim(2009)2] Aol o)
&) AU & o8] T, AAH, HoF g g

7RIl 2ol A, AAA, f3 T4 S
7HE &g et Y3 mRItkaL ok $HH Joo and Lee
(2015y= Nt F9%, AAH F19%, 9 7493, A
A 3 x| ARz} A

=
folat e o Ak

olge] AHyATE olat avate] PR 2u|Ae]
T Al AE T 2 fEAY o8 BBl feld 9%
S ORIt} £PAERe Teksl SEAE SoA AuRke] g

= 9 pulole] Fad JB VO, AulAe] £YHT
o we} ojZo] A& Mz D spAE AFel wheks Hw

EG gtk old NYAT A%E wHoE Su, £YHF
ejel @ ozElel AYS ofEE 020 AH|Z B
A R avlRpe] Aul olg Slwe] Fa% JFL T RO

= et 3, B AelXe olglgk £ %e] 020 A

0;

B2 Aol olmel HAE Qe malth 020 AHlZ] AL
SolAE Aze 204 fnT /1E 2AS AR 2
o, ¥ ARE 54 Aelsa vy ZEEA AWk b

el

Aol FgAo] EHoPIth(Kim, 2015). o] ©|H3 H=
oA 7] §94 Mu|Zeld e FAE HolEE uEeR
g oS S 9 2Rk "ol SHizh A vAIE
L7 7] wiEo|tkKim, 2015; Kim & Lee, 2018; Park
& Chun, 2013). |23+ AHES vlgto g B AFidMe 4
B Ee] thekst agAdeo] o]0 I AE FLulo AHEF
020 AB|2E A o] 832} = oAt AA Al e &
Aog st olg AFH ATE Fal FHsRIA Ft.

5SS TONAE

&7l (impulse buying tendency)> AH|R}e] 4AE]Z]
wHslol] ofal] AR T EE-S olgsle FEAoR ujst
He 93 AEE o) (Rook, 1987; Rook & Fisher, 1995), I
2 fle AFelu 7 YAt AT FEH R o] Fo]
A= =X k2 vAIEY FulZ(Kollat & Willet, 1969; Rook,
1987; Stern, 1962), ©1/34] o1} tiu] == 7Hd olth(Im,
2014). Rook(1987) S5 71E &vA7F A = e 4
H3l 89} 252 =¥ o7 AYske Zol#al A3,
Stem(1962)= 7 261747} 42149 553 45 o
@ polaEo A, Wl AZleA 9 S o R prlaEe
—5}15 Za\lo]g].;z_ §/\‘:]'. = -’E?io:r"uﬂ‘:‘ u] ]/ﬂ;ﬂo] 71—7<-1 *}Eﬂi o]
3l Al TIE 2148 By gislo] el elelX 2
28] L 39t & 4 Ah(Rook, 1987; Rook & Fisher,
1995). 919} 722 X8 AFEL Ak =95 vigoz 2 o
TFoME FETHE AEA Al o8 daEs, A7) EAl
ZA 8] HEl| ofl] F7HEe]3 YA O R o)FolAe Ty
TR AHostarat gt} FETulATe A 288 e

MR, & 28R AN E FEHA AHE FEsing
T & A, ¥R, Bk 5] B g 2 aE
2% JFL o] S1HH, v 719 YoM wiEe]

LRtk oA viAY Z}JA E25Q LQEH %7}%}715
3ck(Shin, 2017). kA%t
*H] S 73go] WKL A shs *HH 7M7} oA o}
o] HlEg, AHHog 7|99 onA] W Hrlm K
u)Z 4 oakl glokes FeA, didos S5
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& Park and Kim(2014)y= 57071 A8]<HEE ol 7199
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ol 28Rl 9 BHl &gollx] Anjzte] Fuf gl o] g &
S AARse F83% 9ES hPark, 2014; Shin, 2017).
Shin(2017)°ll oJsPd S5l g3 QIEUl sgol|xe] =)+
UHQJEOH %943& A0 YT Uli&} Jﬂr A 4|zt
T e 9
7(4}\1—51—011 _4611 FFE E‘:L ™ (Ahn, 1996; Yum & Kim,
2002), 2H[AFEC] B4 Aol FAdsks ez 71AA
0|3 7Fe &S mZIth. Park and Kim(2014)= =uhd 403
oM FETuit T3]3l G HIAE QR1oEA FEGA

p

o, ARz, AU 5ol JEe BAsled), AREAY
o FHAmzEs) Yo JFE MR olZto] SIS

Frggioha o st SElE S 3]0] ol ¥
oAtk FthPark & Kim, 2014). E3 FFFu)7} 222
ol AAAE Fujre Fo3 JTS mIITh(Park,
2017).

o] APATE ulEkoZ B Arr]= 020 AH|A Hf
AR 3 Al HRFSe] JHQ1A &g o] Aol ol 1
12 QEFIA, 2HAEe] S5 dede] Fo3t 24 98
RO ottt

(

tlo
ek

3.1, HTRED TR
B A7E anRe) £94%e] 020 ArIZe] Aol o
o ol YL IR A T Yol AnlRte] FETeNYY

H 9
o] &34 %Jr 020 AH]Z Aolg- o|=o] FAS °L°}HJJP
=olE HE o R 3jo o Fig. 19} &
TR} ?i?—Er 158 st

reuse intention

osr?:raz;?gn - »| of fashion 020
services

impulse buying
tendency

Fig. 1. Research model.
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€ B 7k A% FE9 = 200171 103%8(49.3%), 30
h7F 7178 (34.0%), 40th7} 208 (9.6%), S0TH7} 14H(6.7%),
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H(0.5%)2 2007} 7P 2o HlES xxslar
AATH E%Bl 2l B = AEZo] 58H(27.8%) 2 7}
B2 HFE AAEA lon, tgog AMFFe] 349
(16.7%)°12ct. FEe] T 318 Bx= tiEo] 10598(50.2%),
AR E900] 517(24.4%), LZ0] 39%(18.7%), ek =
9 ool 149(6.7%)°1UTE B 9 A5 E¥E 200~300
Tl wRke] 549 (24.8%)2 7P B H]FS AA SR 9o
o, To 2 300~4007H m|Rke] 329 (15.3%)°1U Tt ®e]
AE o5 BE¥XE= vE 1488(70.8%), 71 619%(59.2%)°13]

i

42 H H SF=T ElEY S MEY
AFEA AFol 9, SBEFES] A=A 2 A €
< 98] AEn8F L3K(Cronbach’s alpha) ¥4 B Q9184

o 2

Table 1. Results of factor analysis: shopping orientation

AN, A2 248 AT ] el wEsos =
AL W Ve 24w wss 1ad 4 s g
olt}. AENE} ot o ZYP). B Q7o) FaWF B

1o

F70& A3she AR UER T (Nunally, 1978). i 179
I 4 B B8 A 8905E RdEs
JE BAWS AN, RAFAR Y BeEE s
7}8|A % Varimax ¥ ®8lglom, o] w Q9le] =
o]l ZX(Eigen value)o] 1 o]del WMFE ZAZ ZAA A
[0EA ] AEAEE dRlsr] flete] KMO(Kaiser-Meyer-
Olkin) A%< AAEATHNunally, 1978). d¥Hg o= KMO
ol 9001 s £ FoE AAR|I Se0ld welEd
T Sle FAE At 7} Wl tigk Bl B AEE
AT ofefel 2t

&4& —\N

Factor loading

Items Economic value Trend  Pleasure Convenience Discount Brand
seeking seeking  seeking seeking seeking  seeking
I browse multiple online shopping malls to search for style and price. .84 11 14 .16 13 .18
i ;:;I;p;:; };r.ices and choose online shopping malls where I can buy 78 06 05 34 17 _01
in l;ro]::i;eg zultiple online shopping malls to buy the best item within 77 26 14 %6 16 06
I spend time to find items of good value for money. 76 .16 30 .00 .19 .07
I try to buy items of good quality with low price. .68 .07 .01 40 26 12
I check whether I made a good purchase.* 42 40 12 .14 26 .14
I search for new fashion trends and decide what to buy. .10 .86 .05 .06 17 15
I am interested in new fashion trends. 23 .80 27 .09 .05 .16
I buy trendy fashion items online. 12 78 .16 .18 13 .04
I always buy trendy fashion items. .10 .74 31 -.15 .16 23
Ifolrik; utro; }k:;::se at internet shopping mall even if I don’t have plans 17 09 74 15 1 20
I often lose time track when shopping online. 25 11 74 30 12 .04
fr\lzleiE:ﬁerI found something I was looking for, I like to browse more 1 33 69 08 15 _01
I think internet shopping is a leisure activity. .01 .28 .67 24 15 .05
1Icoli'se internet shopping because I can easily find what I am looking 27 12 14 85 07 05
I use internet shopping because I can view various items at one site. 29 .06 27 77 .05 .05
I use internet shopping because I can shop whenever I can. 25 .04 35 .70 -.05 .09
I buy sales or promotional items. 23 11 .08 .08 .84 .16
I browse sales items first then other items. 23 17 -02 .14 .82 .00
I wait till sales to buy discount items. 20 .20 .19 -.14 77 13
I feel confident when I buy products of name brands. .14 .16 .02 .08 .06 .85
I buy name products of brands even if it costs much. .03 12 27 -.10 .01 .80
I trust products of name brands. .14 21 -.04 28 27 .74

*The item was excluded in the final survey.



= FYFo] HH 020 AJE= Aol§ ol5=0) vjR= T FENIF

£79F Ak 02 vehton] e F3E wE
6 aolo] A= mak 79914 919] Wlchel 914,
2% 702 dol a Qekgel BAVE gl Aow Halsg)
o o, a4 Pel & BFerke W 2 TS Sk e
A B AU A 2702 % £ $720 95

Rl A oA H]SEl 520] @9l RIS Hol FHF
Pols £ o}ﬂ %’W}E} KMO 72 .87i 3 Bartlett®)

3ak oz UrE‘r%%E}(Nunally, 1978). 7 W

A 5 Qe vsk ol 7} aglel WE H% 299 2914
Aol BF 40 oS ROl YT 7} RAAT 2 el Ao

2 Ueht Suge] Bl vt & 4 »lDP(Table 1.

422. T5TvE

el eSS wE Q8% A, WA KMO
|

SUEAE 1ol AT A0 ebiek, L4 2 8

852 AlF =9} ?—’HE}‘%} oA -rXﬂ7]- O*O}\E‘r(l\lunally, 1978)
(Table 2).

423. 94 020 AH|2 Aol 9w
020 MMl Aol ofze] A==yl 872 W& duddl
AL e Z2Z SRIFUCE Table 39 80WAHA &
A= v} 2] KMO % .73°]3L Bartlette] 734 7
4 FrelgEo] 000% et aR1iAS ab7)dd Aeet A
2 Yehdth A4 AiEe 79.51%3eH, 7 M) g9l
AFelA & F e vkt o] Tl gl gk S &
o] QRIAAlFo] BT 40 oS Holil glo] Fgwse]
A

Tl & 4 SItk(Table 3).

=

i

4>
d

o ML [o

o

2} W5 700] RS Yokis] Sste] ARBARA L

Table 4. Correlations among variables

FHaHE FHe= 651

Table 2. Results of factor analysis: impulse buying

Factor
Items .

loading
I often buy items impulsively. 91
I buy items that I like even if I see them first. .83
I often buy unplanned items. .82

I often feel strong desire to buy something when I enter stores. .76

Table 3. Results of factor analysis: reuse intention of O20 services

Factor

items .
loading

I will often use the O20 services because I am satisfied. .91

I have intention to reuse the 020 service for buying fashion

. .90
items.

I will recommend the O20 services to others I know. .86

AAEIH e 1 AF= Table 49 2t} 6719 £ AE &
F 020 Aolg =9} Folgt H+)e] dHE 7HR= He=
YERsTE

44 ATEN 24

44.1. QTEA: 23848 oA 020 AE2 Ao)g <=

WA &3 Fe] 020 Aol x| mXe FHATEA
g I8 Q] tes]| AR S AAEINT ol Table
5ellA AAEE vle} Zro] HlFE(B=46, p<.01)} B;H= 4
(B=13, p<.05)7} 020 xﬂcﬂﬁ ool freldt A+ 9FE
e Aoz yeldth 28L& Fgho] 1648F 0.01 F=5olA
Fod Aoz Yepgt f&ﬁ VIFZEE @HAME 1.26~2.68 Alo)
2 Yeht B4 247 ¢tk

442, AFEA2: FEINE 28E
233487 020 Aol oxo] AAl| ek FE T
o] ZEaIATEA 2)8 Felsh] $181] Baron and Kenny
(1986)e] =da ASHHES &8s =d3)|AENS st

1 2 3 4 5 6 7 8
1. Pleasure seeking 1
2. Convenience seeking S50%* 1
3. Trend seeking S0%* 24%* 1
4. Economic value seeking A4x* S5%* ALH* 1
5. Brand seeking 25%* 25%* 39%* 33k 1
6. Discount seeking 26%* 19%* A0** A8** 28%* 1
7. Impulse buying tendency 36%* 20%%* 28%* A7* 33%* A1 1
8. Reuse intention of fashion O20 services 35%* S3** 27%* 36%* 20%* 24%* 20%* 1

*p<.05, **p<.01
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Table 5. Regression analysis

Step Independent variables s t F R
Pleasure seeking .05 .63
Convenience seeking 46 6.12%*
| Trend seeking .07 .96 16,48+ 0
Economic value seeking -.04 -44
Brand seeking 13 1.95*
Discount seeking 09 1.36
2 Impulse buying tendency 03 517 14.11%* 33
Pleasure seeking X impulse buying tendency 19 2.24%**
Convenience seeking X impulse buying tendency -.14 -1.56
3 Trend seeking X impulse buying tendency .01 10 8 8g% P
Economic value seeking X impulse buying tendency -.03 =37
Brand seeking X impulse buying tendency 01 14
Discount seeking X impulse buying tendency -.16 -1.94*

£p<.05, **p<01

ATHTable 5). Baron and Kenny(1986)°l 2|3Pd, 53¢ W<
7} SE¥T Z—i‘ﬂ*"ill Z2HATS SPEW_, 53] 724
H 1Al SPWHFE, 5ol 2AHSE, 8] 3949
EHHP) FE ‘i‘i—r-J RS %—(Interactlon) =
FURE W, 394 A5G dEo] foFhs drlstelof
t}, ol ZA3lY FHHAT 671X]2] BT
020 Alo]4 o|=e] Ao gt A3 HEQd a7l
o] 2HAES AFsIT). olw ek %ﬂ% g e
53412 (multi-collinearity)e] #4171 &
Al3Kmean centering)’ S =3 } om, ‘:‘rs*”‘“égl A7
AR FRIslr] S8l VIFRES ERlsih o
el 10 ofshH o4l de] TXV} e 74_& Z¥E o
E 98 1Al 67119 £33, 2 ANl = T,
AN 671A19] 48 ddt %%'?LUH Aake] A5 AeaS
FYsle s AEA S AAEKIT Table SollA B Hieh 2
o] et FH T FEAEF(P=19, p<0l) ALFT
of FE ] 8 B=.16, p<01)°] F2lgt A= e}
A9l 020 Alolg o, AlUdFel 020 AolE o=
o] Al el ek SAHcE o3t 2ddES
she AoZ Yeisth HEgFTEXse e 253 3194
Tt FrolBR ST w2 ARYTE 020 AolE
o=o] gk FHFFe] FFol o Avkes AE & T °lEP o]
of wiall, MAFTXFE Tl 23 FAATTE S5l
2 T Te] =2 ARAFE 020 Alo)E o=e g
ALl I optivke A& & + Uk

2o mlm rl

54 E

mulel fEAde] F43kE 020 MH|AE

3}}; ’\H]XP:—O] A&EHoR 51 glon vl FArRlEe &
satd faL HshA £35S gt webd [k A
ﬂ-J z"]ol A7 obd AR v Stk aEBER
020 AMHIAE o] &dhs MRk Fui e B #2194
S ARE AlFeliol & Aotk £ A7 7122 020 AP
28] Aolg oo gt MYAet xpEststrat sixict. ®
& £o39%0] 020 AH|Z AJo]E- ool MXE FEFE A
alaA) slQieh. e AT 020 AH|X Aolg 9w 2
Aol thet FETidTde] 2dads RIS, £ 4
020 AfH|29] &3 3ol = AFANES tides zlsgg)
), olgfst 23ed A3 F 200719] frES SHo] AR
o] &8s}t SPSS 20.0(Statistical Package for the Social
Sciences)E AME-3It). SHWHSTE &S vX e IS
A3 L1t Elr%‘ﬁﬂﬁﬁ% AAEF oM FHUSS T
SR PA e S5 2EGES IRl
slod 2SR S AAISIT ol T3 FAAS #4424
= = 7L°] foFet & Qlrh. WA BT FolA A
FTAAYH BAE F7AE0] 020 AHIE Alo]E- =] g

e}

lo rlo i ol P

WHH

FE'

2

T

F2 ol Ao Uiefsieh, A, B EaFo) 020 A
2 Alolg ool fold Achel FFL WA AV 2 9%
2 HAE o et E4, BAE F74Y £ 020
AH)2= Ao 1 ool folg Aol FFL MAE Zow

Epdeh, HAE F7 g3l 020 A2 Alolg olwd] YL
EE a% 20 H1E olglel 92w, 2Y A%

020 A1 Aolg Slzol that £HHF A9H T
ol FETeldge) 2dR £E PEEch 1 298
Snm, 3, 249 55 UH*é%" ST 294
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