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A Study on the Influential Factors of Impulsive Purchases by Female University
Students in their 20's when Purchasing Fashion Products in Social Commerce

Su-Jin Lee and Su-Yun Shin’

Dept. Clothing Science, Seoul Women's University; Seoul, Korea

Abstract : Consumers can share their diverse opinions about products due to the increased popularity of smartphones
and the internet that enables increased access to the websites and encourages the use of ‘SNS’ (Social Network Services).
Social commerce has expanded rapidly as a mainstream online shopping channel over the past year, compelling consumers
to spend more money vis-a-vis social commerce websites. This allows individuals to see different lists of prices for spe-
cific products; however, it is also likely to lead to serious compulsive buying. Despite these changing trends, earlier stud-
ies have been limited to factors that affect impulse purchases vis-a-vis Internet shopping malls; therefore, in is salient to
conduct research on consumer spending habits related to social commerce websites. This study describes the char-
acteristics of consumers and utilizes social commerce websites as parameters for the impact of impulsive shopping based
on a survey of 300 women in their 20's who have experienced impulse buying vis-a-vis social commerce websites. This
study shows that: First, discounts, product scarcity and social commerce site's reputation affect impulse buying when con-
sumers buy products from the social commerce websites. Second, variables on the characteristics of the personal expe-
riences, interests, and self-control also stimulate impulsive purchases.

Key words: social commerce(4~’d 71 2), impulse buying(Zs7-"), female university students in 20's20t] <t AY),

fashion product(¥] A1 7| 3)
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Table 1. Social commerce sites ranking

Ranking Site Product number Consumer Sales (hundred million) Discount (hundred million)
1 COUPANG 5492 432 418 557
2 TMON 2550 341 382 563
3 WE MAKE PRICE 1871 211 121 179
4 GROUPON 1872 118 115 113

*2012 february standard *data: daoneday.com
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Fig. 1. research model.

Table 2. Operational definition
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o8 et

22 o)l AT Alo| Bl FR FYshs A AFS
2 oF7t 1158 (39.5%), Aol 808 (27.5%), AAIALE]F7t
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Variables Operational definition Item n.
Reduction in price The discount rates offered by a social commerce 3
Social commerce . . . L .
.. Product scarcity The message of the limited time and quantity given by a Social Commerce 5
characteristics
Website reputation The awareness of the social commerce that consumers recognize 4
Interest Attention and interest towards purchasing through a social commerce 7
Consumer's personal . The willpower, self-control against buying the products presented in social
.p . Self-control ability P 8 ying P P 3
characteristics commerce
Internet shopping experience  Experience in consumer goods purchased via the Internet 4
. Unplanned purchase which occurs immediately due to consumer's exposure to
Impulsive purchase 7

stimulation
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Table 3. The result of factor analysis about the s ocial commerce characteristics (N=275)
. Factor Eigen Variance Accumulative -
F M . . Reliabil
actor easurement item loading  value %) variance(%) eliability
I want to purchase fashion product if the quantity is limited in 0.881
social commerce. '
I desire to buy fashion product if certain product style is 0.795
limited in social commerce. '
Pl‘Odl:lCt I have t(') purchase the fashion product when I see 'last time 0.730 3008 30077 30,077 0.846
scarcity  message' about social commerce deal.
I want to buy fashion product immediately to be sold out 0681
soon. ’
Social I think that I need to purchase immediately because of the .
commerce available time of purchase. ’
characteristics - - ;
I think that the product of social commerce is pretty good
because it gives more valuable price than that of On-line  0.820
- hopping mall.
Reduction SOPPINg
in price 1 can save the money for shopping in social commerce. 0.769 2045 20453 30529 0.703
I can purchase more discounted price at the fashion product 0.602
compared to internet shopping mall. '
i I trust more famous sites than not-famous sites. 0.863
Website 1286 12.861 63390 0.609
reputation [ ysually use the exposed social commerce sites in the media.  0.663
2 H&shs 422 AFH B FS 14278 (51.6%), 2=A} EAUHO 2= Varimax 3| W] F4E FA(Principle
EE Q¥ 124%(45.1%), SNS AH]2 98 (3.3%)= A=A component analysisyS AAISIR o & 12719] & 5 219
5 AAstd F 100 23] i a2ls FESIUT o]
42 2470~ EY A5 HA W] 63390%°] AHHE T AFeE
200 AtAe] dFAM A 549 ShelAtd e B 9 UERHE AA] Cronbach's aftel 0.858% Al=|e whalit.
3 B QRlEAe Arlsisien, A3 Table 491 Zth a7 2] EAo ek 99 12 “AAAH oA FEF
Table 4. The result of factor analysis about consumer's personal characteristics (N=275)
. Factor Eigen Variance Accumulative Lo
Factor Measurement item loading  value %) variance (%) Reliability
I am interested in purchasing via social commerce websites. 0.812
I have a lot of curiosity about the social commerce. 0.812
I absolutely concentrate on the social commerce websites when
. 0.748
I visit there.
Interest [ am familiar with the social commerce sites. 0729 3.664  30.531 30.531 0.877
I want to purchase the fashion product when I searching for 0.691
information in social commerce. ’
I am positively think of buying fashion product in social 0.658
commerce. ’
Consumer's - - - - - -
persnal I have .buylng experience via the internet shopping before buying 0.824
characteristics in social commerce.
It is easy to use social commerce site due to buying experience 0.750
Internet g, ou0h the internet. )
shopping o . . 2.281 19.010 49.540 0.723
experience I am -famlllar with the product purchase through the internet 0707
shopping.
I think that it is easy for me to buy the product in social
. . . 0.500
commerce because of buying experience through the internet.
I'm contemplating before buying in the social commerce. R 0.873
Self-control ioh di ashi in soci 1655 13793 64.334 0.742
ability Even though high discount on fashion product in social 0.845 . . - -

commerce is offered, I don't purchase if I don't need it. R

R means reverse coding
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Table 5. The result of reliability analysis of impulsive purchase
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Variables Item Cronbach's o
If I can get a big discount of fashion product, I purchase it immediately because I just feel like it will be sold out.
I have unplanned purchasing experience depending up on the situation.
) I have impulsive purchasing experience when I saw "Today's special offers".
l;nulr);l}lls;:: I want to buy fashion product when I notice 'sold-out' soon message. 0.878

I always purchase the product deliberately based upon what I need. R

I have purchasing experience without careful planning in social commerce.

I purchase the fashion product after the price comparison among internet shopping mall. R

R means reverse coding

Table 6. The influence of social commerce characteristics on impulsive purchase

. us.C S.C R?
Variables t-value F-value .2
B SE B (adjr’)
Reduction in price 241 .035 319 6.882%**
Social commerce . . o 0.418
characteristics Product scarcity 399 .035 528 11.393 64.898 (412)
Website reputation 147 .035 194 4.187***
¢
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Table 7. The influence of consumer's personal characteristics on impulsive purchase
usS.C S.C R?
Variables t-value F-value .2
B S.E B (adjr)
Interest 373 .034 494 10.952%**
Consumer's personal - ok . 0.448
characteristics Self-control ability 282 .034 373 8.271 73.286 (442)
Internet shopping experience 191 034 253 5.612%**

#rxp< 001
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