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Abstract

Retailers deploy new shopping value-additions to induce customers to shop more, thus driving compulsive buying
tendencies, which lead to increased profits for them. Customers display their ambivalence in purchasing a product
either through instantaneous consumption, such as when following the latest fashion trends, or methodical decision
making. The aim of this study is to investigate the influence of consumers' ambivalent attitudes toward various
aspects (brand, store, price, trends, and product types) of clothing shopping on compulsive behavior tendencies.
Compulsive buying tendencies were analyzed in terms of the shopping value group and demographic characteristics.
For the empirical research, a questionnaire was used. Data from male and female clothing shoppers were analyzed.
Consumers were segmented into ambivalent consumption group, emotional value consumption group, rationality
consumption group, and indifference consumption group. Results indicate that ambivalent consumption groups
showed significantly higher levels of compulsive behavior tendencies in terms of brand, store, price, trends, and
product types than other groups. Females showed more compulsive buying tendencies than males. Single people

showed more compulsive buying tendencies than married.
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1. Ambivalence in consumption behavior
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III. Methods
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IV. Results and Discussion

1. Difference in compulsive buying according
to the ambivalence consumption behavior
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{Table 1> Ambivalence consumption behavior frequency per type/item across consumption groups (N=411)
Group Ambivaleflce Emotional Yalue Rationa.I Indifferegce
Factor consumption consumption consumption consumption
frequency (%) frequency (%) frequency (%) frequency (%)
Brand (%) 63 (15.3) 173 (42.1) 96 (23.4) 79 (19.2)
Type Store (%) 61 (14.3) 162 (39.4) 76 (18.5) 112 (27.3)
Price (%) 54 (13.1) 36 ( 8.8) 208 (50.6) 113 (27.5)
Trends (%) 27 ( 6.6) 87 (21.2) 36 ( 8.8) 261 (63.5)
Formal wear (%) 47 (11.4) 107 (26.0) 106 (25.8) 151 (36.7)
e Casual wear (%) 53 (12.9) 72 (17.5) 133 (32.4) 153 (37.2)
Bag (%) 36 ( 8.8) 150 (36.5) 71 (17.3) 154 (37.5)
Shoes (%) 36 ( 8.8) 139 (33.8) 82 (20.0) 154 (37.5)
HIE she AT RE=rF @A Yebgth 2 JYRAHEA T} A S S 2 Duncan tests
7} E20] AuHTS AN, Y] B F AASHATKTable 2). 1 A, U] 7HA 28] wFo
K7 714 2106009 TeH S5 802 Bl A U 2ho] $olT Aol Urehsiek
go WA YepgAE, el Ae gl HAE oA Awlo] we Zutyhlgae) 3
Ql 42H](17.5%/32.4%) 7} %71] s i A B =] ol5 Yok A}, Atk gholl FEJ7t el7t =
AAET= AFES S o o Al 4 O YERFTHF=9.817, p<.001). th2 cho] H]
£ ot Qe As Y ok 7P A A9 & FHA AuE ok AT At ael =
L kA An|(17.3%/20.0%) ot 744 7HA A Yetd, Bie FHE 2a8lE st AFRES
42H](36.5%/33.8%) 2] H&o] A ueha, g e e 7HAL S Eeld 4 Sl
2 aHZE 9A yehdar gledl, olAe 7hga Az Fud anjof wh Tt deke] Aol
Adbdo] gh Stufshd T AlEFS A&AoR 2 & okl A, o gt §93 Zolrt e A
&5t H= ofeld S AEld o of AlFskal 4 © 2 YERHTHEI=6.880, p<.001). Y2 2H[E S}
el 2HE TS & 4 Sl © o] et g gel A UEhy, HE g
A 2HE e AFRES AR 7HR A
2) Difference in compulsive buying according JSS AT & ARG T3 P oF0] &
to ambivalence consumption behavior a2 7HA] v o] Zertuj ko] =4
FHA o uhE AR AolE & et ol AuIAS HAEES7|7E Zduttuof
ot flef HHi=, HxE, 7H4, f349 7 aql FFe vt A o 5 A
{Table 2> Difference in compulsive buying across consumption groups (N=411)
Group Ambivalence Emotional value Rational Indifference F
Type consumption consumption consumption consumption
Brand 329 A 302 B 2.76 C 275 C 9.817#%x*
Store 320 A 3.04 A 273 B 282 B 6.880%**
Price 349 A 299 B 285 B 2.87 B 12.694%#*
Trends 336 A 327 A 282 B 2.80 B 16.738***

#3001, * Duncan : A>B>C
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to the demographic variables
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{Table 3> Difference in compulsive buying across consumption groups (Item) (N=411)
Group Ambivalence Emotional value Rational Indifference P

Item consumption consumption consumption consumption

Formal wear 334 A* 305B 278 C 2.88 BC 7.984%*%*

Casual wear 333 A 310 B 283 C 2.85C 8.302%**

Bag 343 A 310 B 273 C 279 C 12.812%#*

Shoes 321 A 3.08 AB 2.836 BC 2.81 C 5.380**

*Hkp<001, **p<01, *Duncan : A>B>C
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th(Black, 1996; Kang, 2004; Roberts, 1998).

A ofitol i o|S Avfuw, vEe] Bt
gol 3.02, 72| Bagrel 28002 Ueh} n|E
o Furpui el ¥4 o 4 gleh

A%, YBF 5. YBF JEAZY mE 7
up7o g gFe] GolS eopy] §1ste] AR
A3t AFFH S0 2 Duncan testE A A5 tHTable
5). 1 Ak, s Y o= EulolA olF

= o Al

A B AZ o] T FUTRATGE fo
3l 2po7} 9l A0 2 UERFTHE=9.905, p<.001).
3 gl ojRx|Zu|= 205 9 o4 A BeHe A
E(3.16, 3.15)0] 205 4 o]3kE X FFHe ABE
(2,68, 2.86) 30 7Pl Aol %7 Uheh, s
QETHs oEx|Zu|7L o] ek Fi

Aol7} gl Ao Lhehe. A9 & 4 Yeieh
Aol whE ek AgEE fofRt
Zpol7h Qe AL YERATHF=7.095, p<.01). 20 V. Conclusions
o Fatghol 3.08 A& Kol Fuktu o] =
Al UrEbtaL, 30the} 40t = 2.88, 2.77 25 o w2 AoMs aEAES FHA aHY £4
AZ7E Aers g @dol A Adste I F500 ek Hast shof ofu A sl ot
Ao hehet. 2 e gake] ol ATEAA Weld
{Table 4> Difference in compulsive buying by gender and marital status (N=411)
Gender Marriage
Group
Factor Male Female ; Single Married ;
(m=171) (7=240) (7=276) (7=135)
Compulsive buying 2.81 3.05 —3.205%* 3.02 2.30 2.892%*
{Table 5> Difference in compulsive buying by age, monthly income, and monthly clothing expenses (N=411)
Factor Group Compulsive buying F
20s (n=195) 3.08 A
Age 30s (n=113) 2.88 B 7.095%*
40s (n=103) 277 B
Less than 1 million” (n=34) 291
1~less than 3 million (n=100) 2.94
Monthly income 3~less than 5 million (n=122) 2.87 1.608
S5~less than 8 million (n=100) 2.95
More than 8 million (n=55) 3.17
Less than 10* (n=85) 2.68 B
10~less than 20 (n=150) 2.86 B
Monthly clothing expenses 9.905%*
20~less than 40 (r=117) 3.16 A
More than 40 (n= 59) 315 A

*#p<0.01, * Duncan :

A>B, ° Currency unit = won, © unit = ten thousand
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