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Effect of Fashion Product Popularity and Type on Purchase Intention in China's Open Market

Wenke Sangl), Yang-Suk Ku? and Hyun-Hee Park

3)+

])Dept. of Overseas Business, NAAHGA Co., Ltd.; Gyeonggi-do, Korea
2)Dept‘ of Clothing & Textiles, Kyungpook National University, Daegu, Korea
3)Dept. of Fashion Design, Kyungpook National University; Sanju, Korea/Center for Beautiful Aging, Daegu, Korea

Abstract: This study aims to explore the influence of product popularity signals on purchase intention in China’s open
market, with a focus on understanding the interaction effect of fashion product types. The popularity signals were mea-
sured through sales volume and review volume. For the experiment, a 2 (sales volume: high vs low) X 2 (review volume:
high vs low) X 2 (fashion product type: trend vs basic) factorial design was employed. The findings of this study are sum-
marized as follows. First, sales volume and review volume, as signals of the popularity of fashion products, did not appear
to have a direct effect on purchase intention. Second, the impact of fashion product popularity on purchase intention was
found to be contingent on the type of fashion product. When purchasing trendy fashion products, purchase intention was
found to be higher under low popularity conditions compared to high popularity conditions. When purchasing basic fashion
products, purchase intention was found to be higher under high popularity conditions compared to low popularity con-
ditions. These findings contribute valuable insights for developing marketing strategies that leverage popularity signals
for fashion products in China's open markets. Furthermore, the study improves understanding of online fashion product

purchasing behavior among Chinese consumers.

Key words: fashion product popularity (@43 <17]1%2), sales volume (¥ ), review volume (2]H-%F), fashion product
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Trend product Basic product
2% A #it100+ A #1000+ o @D AHiR100+ o @D A #0004
E0 Wffr 1000+ £ VHfr83+ ‘1‘{ 1 PEHr 1000+ ’1‘: l)l W83+
SV low, RV high SV high, RV low SV low, RV high SV high, RV low

?

T I

A #ifit100+ voo QR #1000+ o @D A HIR00+ = @D A #1000+
%N tHfr33+ % JLPF 1000+ E l)l PEHr83+ 8 )1 PEHr 1000+
SV low, RV low SV high, RV high SV low, RV low SV high, RV high

* SV: Sales Volume. RV: Review Volume

Fig. 1. Experimental stimuli.
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711 XﬂAlEJ A7} 2ol e QlAle] BlRE FRI7E v oF Zro] falad Q12]9] 7, wlo]H] FEHTE E-ME FEo]
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Table 1. Manipulation check of fashion product popularity
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Sales volume

Review volume

Degree of popularity Mean Mean t
High 3.081 3.152
2.983(p=.003) 5.409(p=.000)
Low 2.764 2.699

Table 2. Manipulation check of fashion product type

Trend product

Basic product

Degree of Fashionability Mean Mean t
High 3.711 2.319
13.205(p=.000) —-12.747(p=.000)
Low 2.264 3.735
Table 3. Purchase intention according to fashion product popularity
Dependent variable Independent variable Mean n t df P
High 3.290 203
Sales volume —-341 399 733
. . Low 3.328 198
Purchase intention -
. High 3.321 200
Review volume 225 399 .822
Low 3.296 201
=2 g olFolfES #1E 5 UH HAdE 72 e AsAE G folsk 0= veRd 9
AE =7t Fefelzel mAlE dFe WAYE FIl
§ s,

71 8l A 7k WAl AR AAs
Table 30 AAIE Hhs} o] Q@) @R
we} ol Hol7k folsh e Ao ekt %LZJW
o Pl A uet FolSEe] Rjolst Fels gk
o= ERkow (=341, p05). 2P LAl whet el
9] Ao} folah B JOE Lhebrh(=225, p>.05). B
2 71 1, 7 1, 7M1 712bEsie,

M 2 HAAE 1Esh Pulelmel] TAE G 3
of FUY AE ME BAYE 7Y 22D
Aok, olg HZ3V] Slah HANE A7)=sk AAYE 7
2 ERues Agstn PrlelEg EFEusE sl ol
HLAS AA) ST

L= =

723}, Table 40 A% vle} 3ol i Add=E <1719k

flljo

T
T

X A

A=}
RL

3 dsAgEde F7L°l 10. 393(p<01)__% frofgk A
2 Yepgth 7 wele] g9E wAlHem A sl
T FEI B4 ANt 2 Ay, ERE ] A
i go] e ] Tl (M=2.836)E T} o] uk
S T (M=3.206)7) LA B =& Zo= g
WA (=-2.507, p<.05), Wlo|2] AJ&e] 79 dnjafo] e
Fo Pl E(M=3.445)0T) Fafjko] =2 AdEe] e
M=3.7497F 593814 © B2 Aoz e TH(E2.014,
p<.05). wEbA 71 2-12 A=)
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Table 4. Interaction effect of product type in the impact of fashion product popularity on purchase intention

Dependent variable Independent variable Sum of squares df F )4
Sales volume(A) 183 1 165 755
Fashion product type(B) 32.302 1 28.981 .000
AxB 12.082 1 10.393 .001
. . Fashion product Error 450.597 399
Purchase intentionn .
popularity Review volume(A) .080 1 071 789
Fashion product type(B) 32.523 1 29.043 .000
AxB 10.089 1 9.010 .003
Error 446.807 399
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Tl = (M=3.2067F FEHAl B =& Ao=Z yepd whd
(=-2.507, p<.05), Hlo]& JF2 7%, eRFo] e Ho]Z
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