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Abstract

Consumers tend to perceive the shoes as just their footwear to protect and comfort foot and fashion products
to decorate and express their self-images. Even though online market research analysis indicated shoes consumption
is important in daily life of consumers, there is limited research that was conducted specifically on shoes e-market.
The research investigates the process of shoes’ e-impulse buying focusing on the effects of shopping orientation,
marketing stimulus and consumers’ perceived risk in shoes market at Internet. A total of 408 self-administered
questionnaires were obtained from universities students, who had experienced the e-impulse buying of shoes at least
once for the last six months. Results confirmed that consumers who had higher hedonic shopping orientation or
brand shopping orientation were more likely to consider the marketing stimuli (e.g., promotion stimuli and product
stimuli), whereas consumers who had higher economic shopping orientation were consider the lower marketing
stimuli and the more perceived functional risk in the e-shopping context of shoes. For shoes, marketing stimulus
had directly positive effects on e-impulse buying, while consumers’ perceived risk had no significant effects on
e-impulse buying. The findings suggest that the market stimulus, which is affected by consumers’ shopping

orientation, is an important factor in triggering e-impulse buying of shoes.
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Table 1. Results of confirmatory factor analysis
Items Standad1ze.d t-value CR
factor loading
I have a shopping to feel better at Internet. .82 -
Hedonic The e-shopping is fun and enjoyable. .87 20.99
shopping The e-shopping is my hobby activity. 73 17.22 .86
orientation I enjoy the searching at internet 74 17.26
It is my pleasure to buy the shoes at Internet. .56 12.23
Brand I purchase the shoes after comparing brands of shoes. .59 -
shoppin I buy the shoes of famous brand. 78 12.13 ]l
Shopping orie ftr; tifn Well-known brands of shoes are reliable. .66 12.33 ’
Orientation Brand is important for shoes. .82 10.96
Econom I have used the discount coupon at Internet. .65 -
sho iny I buy the low price products of shoes. .65 10.68 77
orie ft F; tifn I spend lots of time to purchase the low price shoes. .68 11.03 ’
I have used the discount store. .65 10.68
Convenience | Time saving is important for e-shopping. .84 -
shopping Convenience is important at e-shopping . .82 17.10 .81
orientation E-shopping is very convenient. .65 14.13
I buy the products to win a prize lottery at Internet. 7 -
Promotion I buy the shoes without planning when offering the free and quick 29
Market Stimuli shipping at Internet. 73 18.38 ’
arket I have bought the shoes of easy to deliver. .74 18.18
Stimuli -
Product I buy the limited products of shoes. 7 -
Stimuli I buy shoes stimulating my curiosity. .80 17.51 .82
I buy the fashionable shoes without planning. 91 14.43
Pavment I'm worried about the exposure of privacy informations. .90 -
Percei}; ed Risk I feel uneasy about the process of payment. 79 17.01 .80
Perceived 1 doubt whether a payment is proper or not at Internet. 7 17.21
Risk Function I'm worried that I am most satisfied with function of shoes. 91 -
Perceived Risk I'm anxious not to check out the quality of shoes at Internet. .86 24.99 .84
I'm concerned that shoes do not fulfill my expectation for cost. .83 7.29
I buy impulsively the new style shoes that is unseen before. .82 -
E-impulse Buying of shoes | I buy the shoes when reminding the necessity without planning. .92 21.00 .85
1 spontaneously buy the shoes by stimulus offering at Internet. 79 19.14
Table 2. Correlation matrix of constructs
Constructs A B C D E F G H 1
A .54
367"
B (13y =
35" 2™
C (12) (04) 50
48" 2™ 31
D (23) (04) (109) 65
E -.09 .02 11 .00 61
(-.00) (.00) (--01) (.00) :
P 09 13 14" 02 03 74
(.00) (.01) (.02) (.00) (.00) :
G 137 15" -08 02 217 347 70
(.02) (.02) (--00) (.00) (.04) (.11) :
H 29" 277 -05 197 17 -217" 60" 58
(.08) .07) (--00) (.03) (.02) (-.04) (.36) :
I 377 17 12 277 -03 01 217 26 67
(.13) (.02) (.01) (.07) (-.00) (.00) (.04) (.06) :

*p<.05, *¥*p< .01, ***p< 001

* Diagonal values are the AVEs (average variance extracted) for each construct.
®: Values are the correlation coefficients between latent constructs.
‘. Values are the squared correlation coefficients between latent constructs.

A=Hedonic shopping orientation
D=Convenience shopping orientation

G=Promotion stimuli

B=Brand pursuit shopping orientation
E=Payment perceived risk
H=Product stimuli

C=Economical shopping orientation
F=Function perceived risk
I=E-impulse buying of shoes
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Fig. 2. Path model of e-impulse buying of shoes
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