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Impulse Buying and Searching For Sources Of Information according to

the Utilization of Sales Promotion in an Internet Fashion Shopping mall
Ha, Jong Kyung'
Department of Fashion Design, Tongmyong University, Pusan, Korea

ABSTRACT

The purpose of this study is to investigate impulse buying and the searching for sources of
information among males and females in their 20s by their utilization of sales promotion in an
internet fashion shopping mall. The findings were as follows: First, there was a statistically
significant difference in the use of sales promotion by age and gender. Second, two factors, such
as a price-oriented utilization of sales promotion and a non price-oriented utilization of sales
promotion were extracted from the analysis of sub factors of the utilization of sales promotion
in an internet fashion shopping mall. Third, five factors, including affective impulse buying,
provocative impulsive buying, situational impulse buying, reminder impulse buying, and pure
impulsive buying, were extracted from the analysis of sub factors of impulse buying in an internet
fashion shopping mall. Fourth, the utilization of sales promotions in an internet fashion shopping
mall had statistically significant effects on the sub factors of impulse buying, provocative impulse
buying, situational impulse buying, reminder impulse buying, and pure impulse buying. Fifth,
the analysis of the correlation between the utilization of sales promotion and the searching for
sources of information revealed that price-oriented utilization of sales promotion had a correlation
with DM or text message, advice from friends or family, advice from a sales person, information
from friends or colleagues, celebrity supporters on TV dramas or movies, and product
commercials and information.

Key words: internet fashion shopping mall, the utilization of sales promotion, impulse buying,
information source searching
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Table 1. Differences in the utilization of sales promotion activities by age
The utilization of sales promotion Age N M SD t
20-24 110 3.73 .895
Bargain sail or special reduction -1.651
25-29 91 3.98 .876
20-24 110 3.32 1.038
Coupon -1.699
25-29 91 3.61 .945
20-24 110 3.08 1.083
Free gift promotion -.928
25-29 91 3.25 1.144
20-24 110 2.32 1.051
Lots-draw for giveaway -1.406
25-29 91 2.59 1.300
20-24 110 2.98 1.053
Discount on bundle products or package deal -1.614
25-29 91 3.27 1.086
20-24 110 2.92 1.062
Mileage card =315
25-29 91 2.98 1.303
20-24 110 3.12 1.015
Limited release sale -2.983**
25-29 91 3.66 1.200
20-24 110 3.08 1.000
Hot item commercials 339
25-29 91 3.02 1.171
20-24 110 3.50 1.035
Benefits for frequent buyers or best customers -1.365
25-29 91 3.75 1.144

*p=< .05, ¥*p=< .01
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Table 2. Differences in the utilization of sales promotion activities by gender

The utilization of sales promotion Gender N M SD t

Male 78 3.83 .940

Bargain sail or special reduction 425
Female 123 3.77 .884
Male 78 3.47 1.060

Coupon .650
Female 123 3.36 1.014
Male 78 3.04 1.215

Free gift promotion =513
Female 123 3.14 1.061
Male 78 2.34 1.290

Lots-draw for giveaway -.300
Female 123 2.40 1.057
Male 78 3.09 1.176

Discount on bundle products or package deal .296
Female 123 3.03 1.032
Male 78 2.74 1.242

Mileage card -1.306
Female 123 2.99 1.072
Male 78 3.49 1.317

Limited release sale 1.831%*
Female 123 3.16 987
Male 78 3.02 1.170

Hot item commercials -.365
Female 123 3.08 996
Male 78 3.51 1.196

Benefits for frequent buyers or best customers -.343
Female 123 3.57 1.022

*p< .05 **p=< 01
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Table 3. Factor analysis of the utilization of sales promotion in the internet shopping mall

Factor Male Factor loadings
Female 811
Discount on bundle products or package deal .803
Factor 1 Coupon 776
Price-oriented the utilization
. Lots-draw for giveaway 735
of sales promotion
Bargain sail or special reduction .644
Mileage card .626
Eigen value: 3.403 Cumulative %: 37.814 Cronbach’s «: .834
Factor 2 Limited release sale 798
Non price-oriented Hot item commercials 793
the utilization of sales promotion Benefits for frequent buyers or best customers .562

Eigen value: 1.616 Cumulative %: 55.774 Cronbach’s «: .570




320 BHEX|AlE|AERIStE|X| HM24H 35 2013

Hstd A= & ke doltk 59 £33 STacle] AFoly 374 21 A Aol
2 erEETie 39sdt ETHAE B Ushix ok 3 A5Ae) dPidast
89 FANE 24" 5 Puetle]l A A 20300 olRaulARIE wle] B AT
HeEo] F2 8RloZ FEHIUY. o] Choi 200 A= JIEU &g EolA AFAEES
(2012)8] A7elA 7HE we AHES B F 718k Af A T ddRG s Al Ve
Table 4. Factor analysis of impulse buying in the internet shopping mall
Factor
Factors Items .
loadings
I have a habit of making a purchase when I feel sad or empty. .853
I make a purchase to relieve my stress. .839
Factor 1
I often make a purchase for refreshment. .828
Affective
. I tend to make a purchase to give presents to myself. 713
impulse
buying I tend to make a purchase to celebrate something I have achieved. .670
I decide to make a purchase when I think that I might have a chance to give the product as 496

a gift to somebody.
Eigen value: 4.036 Cumulative %:18.344 Cronbach’s «: .899

I make a purchase when I can receive a free gift even though I have not planned to buy one. .854

Factor 2

Provocative | make a purchase when the product is on sale even though I have not planned to buy one. .769
impulse I decide to make a purchase when I can get free shipping. 748
buying I often make an impulse purchase if I find products with ‘special price just for today.’ .700

Eigen value: 2.980 Cumulative %:31.887 Cronbach’s «: .817

I decide to make a purchase when I watch a model wearing the fashion products. .666
I tend to make a purchase when it suddenly occurrs to me that I wanted to buy one. .646
Factor 3
L. [ frequently look around internet shopping malls and make a purchase when I spot a flashy
Situational .644
K product.
impulse

buying I make a purchase of a product that will look good on me even though I do not need it 640
immediately at the moment.
I immediately make a purchase when I find a product that I am interested in. .583

Eigen value: 2.803 Cumulative %: 44.628 Cronbach’s «a: .826

I make a purchase when I remember that I couldn’t buy a certain product because it was sold out. .713

Factor 4

Reminder | make a purchase when I think that the product will be sold out if I don’t buy it now. .686
impulse I make a purchase when I think that the price of a product is lower than other retailers. .679
buying

I make a spontaneous purchase when the commercials of the product occurr to my mind. .645

Eigen value: 2.436 Cumulative %:55.700 Cronbach’s a: .771

Factor 5 I make a purchase of an unusual or unique product because I don’t want to miss it. 769
Pure impulse I tend to make a purchase of a marvelous product when I find one. 721
buying I tend to make a purchase when I have extra money. 624

Eigen value: 2.404 Cumulative %:66.629 Cronbach’s «: .754
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Table 5. The influence of the utilization of sales promotion on impulse buying

SRl WM HEE0| HOjEL #30| ME 53

Tofet FEREM 321

The utilization of sales

Impulse buying . B s t R? F
promotion
(Constant) 1.492 4.168%**
Price-oriented
Affective impulse utilization .073 .058 814
buying Of sales promotion .055 5.73%%
Non price-oriented 267 213 2.984%%*
utilization
Of sales promotion
(Constant) 1.061 3.460%**
Price-oriented
Provocative impulse utilization 378 338 4.930%%x% -
buying Of sales promotion 127 14.378
Non price-oriented
o .063 .056 .820
utilization
Of sales promotion
(Constant) 2.380 7.260%**
Price-oriented
Situational impulse utilization -.128 =110 -1.559 s
buying Of sales promotion 073 7.821
Non price-oriented
o pricerort 321 276 3.907+%
utilization
Of sales promotion
(Constant) 1.558 5.203%**
Price-oriented
Reminder impulse utilization 032 030 434 -
buying Of sales promotion .085 9.180
Non price-oriented
. 302 282 4.023%***
utilization
Of sales promotion
(Constant) 2.139 5.881***
Price-oriented
. tilization
Pure impulse " .021 .016 231
buying Of sales promotion 070 7.480%**
N ice-oriented
on price-oriente: 336 261 368444+

utilization
Of sales promotion

#xp< 0] **p< 001
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