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Abstract

This study aims to examine the relationship between discount prices and fashion involvement
with impulse buying. The self-administrated questionnaire was developed from the literature
administered to 135 female teenagers in Yogyakarta. Multiple regression analysis was used to
examine the relationship between discount prices and fashion involvement in impulse buying.
The results showed a significant relationship between discount prices and price involvement
with impulse buying among teenagers. This study provides valuable insights into teenage
impulse buying behavior in an online setting, especially Shopee marketplace, with integrated
price discounts and fashion involvement as the antecedent
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1. Introduction

The online marketplace has experienced very rapid development. The growth of the online
retail market shows that many new retailers are planning to participate in an online
marketplace (Lo et al., 2016). Although the entry of online retailers into the marketplace will
create much competition in each segment. Understanding consumer online behavior becomes
crucial for online retailers, increasing their competitive advantage to increase profits.

In this era of accelerated growth in e-commerce, the expansion of cellular networks has
changed marketing patterns and consumer behavior. Mobile devices enable marketers to give
consumers the pleasure of shopping and offer promotional campaigns through various
applications at any time. Thus, consumers can shop anywhere and anytime they want online.
It results in impulsive buying behavior that causes consumers to be more frequent and buy
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(Chen & Yao, 2018). Study of Nelson state that eight out of ten consumers in supermarkets
purchase a item unplanned and one of five consumers baskets, contain impulse of impulse
product (Cheng et al., 2013). Impulse buying is a condition when a consumer experiences a
sudden, strong, and persistent desire to buy something immediately. Impulse buying is related
to positive emotions (hedonists, rewards, etc.) and negative emotions (bad mood, stress)
(Youn & Faber, 2000). Impulse buying is also related to reduced self-control (Vohs, K.D. and
Faber, 2007), low self-esteem, can contradict long-term goals (save money) and produce
satisfaction but also regret and guilt (Rook, 1987).

Madhavaram & Laverie (2004) provide an argument for buying stimuli by displaying eye-
catching big titles by providing information on price reductions. Lo et al., (2016) also said
that the discount price is one of the stimuli of sales promotion to produce impulse buying.
Park et al., (2006) revealing other stimuli in the form of fashion involvement, which is a form
of positive emotion to produce impulse buying.

Palan et al., (2010) revealed that adolescents are learning to become consumers and learn to
achieve autonomy so that it is a specialized market segment because of their spending
abilities. For teenagers, shopping is a form of entertainment, so they can be targeted by
various marketing stimuli when they shop. People who are more vulnerable to emotional or
affective state experiences will make impulsive buying faster (Dholakia, 2000). Muratore
(2016) said that adolescents have the characteristics of a financial budget that does not bear
fixed costs (house rent, tax fees, electricity, etc.) or routine variable living costs such as food,
which are characteristic of the adult age group. Therefore, impulse buying in adolescence is
an issue that requires further understanding of this phenomenon.

More specifically, this study studies the impulsive buying behavior among adolescents with
influencing factors related to discounts and fashion involvement. Muratore (2016) revealed
that impulsive buying and price stimuli are interrelated constructs. Whereas fashion-oriented
impulse buying is strongly related to fashion involvement (Park et al., 2006). A study
conducted by Han et al, (1991) expressed that fashion involvement can encourage fashion-
oriented impulse buying by providing sensory cues or experience of fashion products.
Nevertheless, there is still no research that combines these two stimuli in one study for the
context of phenomena among adolescents.

The paper was organized by revealing the literature review on impulsive buying, price
discounts, fashion involvement, discussion, managerial and theoretical implications, and
further research suggestions.

2. Literature Review
2.1 Price Discount

Price discount is one strategy that companies can use to compete in the future and maintain
the store's image and form a positive image in the minds of consumers (Noor, 2020). Price
discounts are not only helpful in attracting consumers but can also increase the number of
company consumers. The increasing number of consumers certainly provides benefits for the
company. This is the target of every company, which has made the company exist for a long
time.

The company gives a discount price in a certain period and increases the sale of a product (Xu
& Huang, 2014). Discount price can be offered as a reduction in terms of the percentage of
the original price. Discounts are an extra incentive for consumers to take action or pay
attention to the products offered. In other words, the size of the discount can encourage
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consumers to make a purchase. As has also been described by (Chen et al., 2012), a price
Discount is a price reduction from the price list set by business people in a certain period.
Price discounts can be offered as a reduction in the percentage of the original price, and there
is also the use of Price Discounts for various product categories (Gauri et al., 2017).

In another definition, it is explained by (Waani & Alfa Tumbuan, 2015) that a Price Discount
is a price reduction from the price that the company has set within a certain period. In
determining the discount price, business actors must have a strategy so that the discount
provided is not detrimental and can attract buyers and passers-by (Waani & Alfa Tumbuan,
2015). To support the Price Discount is an indoor product planning activity to influence
potential consumers to buy the products being sold. Product arrangement must be considered,
starting from arrangement based on type, color, brand, and strategic location, to create a
consumer desire to buy. This is what needs to be considered for the success of the price-
cutting strategy.

2.2 Fashion involvement

Involvement is the motivation generated by a particular stimulus or situation and is shown
through appearance characteristics (Ghouri, 2014). Involvement is a motivational state that
drives and directs consumers' cognitive processes and behavior when they make decisions. If
involvement with a product is high, consumers will experience more robust responses such as
strong emotions and feelings.

In marketing, fashion involvement refers to an interest in a fashion product category (such as
clothing). Fashion involvement is used to predict behavioral variables related to clothing
products, purchasing behavior, and consumer characteristics (Gunawan & Sitinjak, 2018).
According to (Ghouri, 2014) fashion involvement in clothing is closely related to personal
characteristics, affecting consumer confidence in purchasing decisions.

Fashion involvement is the level of consumer consumption of clothing needs related to
interactions between individuals as a social activity (Setyawati et al., 2018). Shopping is an
activity that is often done by people, both young and old, to support their appearance or as an
identity and is related to fashion. While fashion is an inseparable part of daily appearance and
lifestyle; besides that, fashion can also be a small window about one's self for others (Andani
& Wahyono, 2018). Fashion involvement has a high correlation with impulsive buying
behavior, so that consumers will purchase clothing impulsively with the latest models and
designs (Kopral & Calik, 2015). Also, the involvement of the model can affect a person's
positive emotions.

2.3 Impulsive buying

Impulse buying is an essential aspect of consumer behavior and a vital concept for retailers
(Wahyudi, 2017). Consumers often make a purchase decision without a prior plan, where the
purchase is made spontaneously because consumers are interested in the existence of price
discounts and sales promotions. As well as the presentation of attractive goods, thereby
generating consumer interest to buy.

Impulsive buying is a spontaneous decision that occurs suddenly and immediately before
purchasing a product or service (Setyawati et al., 2018). Impulsive purchases can also be
explained as purchases that occur when consumers see a particular product or brand, then
become interested in getting it, and usually because of the new stimuli from the store (Suhud
& Herstanti, 2017; Lo et al., 2016). Impulsive or unplanned purchases are other forms of
consumer purchasing patterns; according to the term, the purchase is not specific (Ahmad,

241
Published by: .

KETRAMDA LML el



International Journal of Business, Management and Economics
e-1SSN: 2746-1351
Vol. 2. No. 4. November 2021

2011). Two factors can influence impulse buying behavior, namely, internal and external
factors. According to (Xu & Huang, 2014), the interior elements of impulse buying behavior
are the internal cues of consumers and the personality characteristics of consumers, where the
inner impulse buying impulses refer to stimuli that are controlled and carried out by
consumers themselves. Internal stimulation in this study is fashion involvement.

Impulsive buying intentions represent behavioral intentions, and impulsive traits represent
traits. Chen & Wang (2016) considers impulse buying as, and decision making is done
immediately. Consumers with this trait have more frequent and intensive impulse buying
intentions. Consumers like this make decisions using unplanned thinking, tend to be careless,
often followed by inner emotional situations. Consumers with high impulsivity have more
impulse buying intentions than those with low impulsivity. This type of consumer is weak-
willed. Compared to consumers with low impulsivity. Consumers with high impulsivity can
easily relate external information to internal emotions and ultimately lead to impulse buying
(Wahyudi, 2017). Therefore, this study assumes that high-impulsivity consumers have more
purchase intentions than low-impulsivity consumers in an online context.

2.4 The effect of a price discount and Fashion Involvement on impulsive purchases

One indicator of promotion is the price discount (Lo et al., 2016). The higher the level of
publicity, the higher the impulse buying decision. This statement is supported by research
conducted by (Xu & Huang, 2014), which states that giving discounts has a positive and
significant effect on impulsive buying variables. The same result is also explained by (Gauri
et al., 2017) that providing price discounts has impacted impulsive buying variables. Suhud &
Herstanti, (2017) revealed that consumers buy products that were not planned due to attractive
product descriptions, price discounts, and sales promotion girls created by the store
environment. Based on the story above, in this study, the proposed hypothesis is:

H1: Price discount has a positive and significant influence on impulsive purchases

Fashion Involvement is the level of interest that is manifested from one's involvement in
various matters in fashion or fashionable clothing. Fashion involvement is the level of
consumer consumption of clothing needs, which are seen as related to interactions between
individuals as a social activity (Sundstrém et al., 2019). Based on research conducted by
(Andani & Wahyono, 2018), fashion involvement has a significant influence on impulsive
purchases with a total impact of 60%, and fashion involvement has the most considerable
effect on impulsive purchases. The same result is also explained by (Kopral & Calik, 2015;
Liang, 2012), demonstrating that Fashion involvement has a positive and significant influence
on impulsive purchases. Based on the description above, in this study, the proposed
hypotheses are:

H2: Fashion involvement has a positive and significant impact on impulsive purchases

3. Research Method
3.1 Data

This study aims to examine the relationship between discount prices and fashion involvement
in impulse buying. This study uses quantitative methods. This method is very useful in
understanding the relationship between variables.
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Sampling in this study used convenience sampling with 135 respondents. The study
population was female teenagers (aged 17-27 years) who live in Yogyakarta, who make
purchases at the Shopee marketplace. Samples taken are those who made purchases at least 2
times during the last three months.

Price Discounts are interpreted as a reduction in the price that must be paid for certain
products, which apply for a certain period (Waani & Alfa Tumbuan, 2015). Indicators used to
measure Price Discounts are; frequency of giving discounts, types of discounts, and the
number of discounts provided (Kotler & Armstrong, 2016). Fashion involvement is defined as
individual perceptions and awareness related to clothing (Jun et al., 2010). Furthermore, the
factors that influence fashion are 1) product involvement, (2) purchase decision involvement,
(3) consumption involvement, (4) advertising involvement (O, Cass, 2000). According to
Maymand and Ahmadinejad (2011) Impulsive Buying, impulsive buying is a complex,
spontaneous, and sudden behavior in a speedy decision-making process, ignoring rationality
and accuracy about the details and choices. Indicators to measure impulsive purchases are (1)
being unintended or unwanted, (2) being unreflective, and (3) spontaneous or sudden (Jones
et al., 2003). All Variable measurements using seven adjective bipolar scales.

3.2 Multiple Linear Regression Analysis

Data analysis in this study used multiple regression analysis. According to (Hair et al., 2019),
Multiple regression analysis describes the relationship between dependent variables and more
than one independent variable. Regression equation in this study:

Y =a+biXg+hXo+e
Information:

Y = impulse buying

X1 = discount prices

X5 = fashion involvement
a = constant value

b1, b2 = the coefficient number of each variable X

€ = error

3.3 Simultaneous Testing (Test F)

Simultaneous regression analysis (Test F) was conducted to prove the research hypothesis the
significant effect of the independent research variables together on the dependent variable.

The testing criteria are as follows:

Ho is accepted: sig F > 0.05 and F count <F table.

Ho is rejected: sig F <0.05 and F count > F table.

Ho: There is no effect of discount prices and fashion involvement simultaneous against
impulse buying.
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Ha: There are effects of discount prices and fashion involvement simultaneous against
impulse buying.
3.4 Partial Testing (T Test)

The regression analysis of the partial test of each independent variable on the dependent
variable can be explained by using the t test. According to (Hair et al., 2019), the testing
criteria are Hypothesis testing with t test, namely testing the hypothesis of variable X on
variable Y partially or one by one. The test criteria are as follows:

Ho is accepted: sig t > 0.05 and t count <t table.
Ho is rejected: sig t < 0.05 and t count > t table.

Ho: There is no influence of discount prices and fashion involvement partially against
impulse buying.

Ha: There are influences of discount prices and fashion involvement partially against impulse
buying.

4. Findings and Discussions
4.1 Instrument Testing Results

The validity test in this study uses Pearson correlation. While to measure reliability is to look
at the value of Cronbach's Alpha (a)), where the instrument is declared reliable if the value of
Cronbach's Alpha (o) > 0.6.

Table 1. Validity and Reliability Test Results

. Statement Validity Cronbach's
Variable
Items ¥ value T table Alpha

Price X1.1 0.799 0.1427 0,893
Discount X1.2 0.753

X1.3 0.771

X1.4 0.787

X1.5 0.720

X1.6 0.754

X1.7 0.649

X1.8 0.621

X1.9 0.748

X1.10 0.554
Fashion X2.1 0.699  0.1427 0,911
Involvement X2.2 0.689

X2.3 0.636

X2.4 0.814

X2.5 0.690

X2.6 0.784

X2.7 0.767

X2.8 0.800

X2.9 0.776

X2.10 0.814
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Impulsive Y.1 0.595 0.1427 0,879
Buying Y.2 0.775

Y.3 0.534

Y.4 0.785

Y.5 0.807

Y.6 0.742

Y.7 0.623

Y.8 0.827

Y.9 0.717

The table above shows that the statement items of all variables are declared valid because r
value 1S greater than r wpe. In addition, all variables are also stated to be reliable because
Cronbach's Alpha is greater than 0.6.

4.2 Hypothesis testing

Hypothesis testing is done using multiple linear regression. The results of multiple linear
regression tests can be seen in the following table:

Table 2 Results of Multiple Linear Regression Analysis

Unstandardized | Standardized
Coefficients Coefficients t
Std.

Variabel B Error Beta Sig.
(Constant) 1.470 0.842 1.741 | 0.082
Price Discount (X;) 1.177 0.030 0.864 24.089 | 0.000
Fashion Involvement (X;) 0.132 0.042 0.205 5.130 | 0.000
F-Hitung 246,073
Sig. F 0,000

t table = 0.67635

Based on the results of the multiple regression model testing, which states the effect of price
discount and fashion involvement on impulsive buying, it can be expressed by the following
mathematical formula:

Y =1470+1.177 X; + 0.132 X;

Based on Table 2 above, it can be summarized that hypothesis 1 is accepted (t vae IS 24.089
and p-value is 0.000). That means that Price Discount has a significant and positive effect on
Impulsive Buying. Furthermore, hypothesis 2 also supported (t vaie is 5.130 and p-value 0.00).
That means that Fashion Involvement significantly and positively influences Impulsive
Buying. According to the coefficient in multiple regression, we can conclude that price
discount and fashion involvement have positive value. This means that the more discounted
prices and the higher the involvement of fashion, the more impulse buying behavior increases.
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While based on Table 2, the results of the F test above, the F test statistical value is 246,073
and a significance value of 0.000. So that the significance value of 0.000 is less than 0.05.
Thus it can be concluded that the independent variables price discount (X1) and fashion
involvement (X2) together have significant and positive effects against the impulsive buying
(Y). this means that the better the price discount and fashion involvement will improve
impulsive buying.

4.2 Discussions

the hypothesis test results above show that price discount significantly and positively
influences impulsive buying. This means that the more frequent or high price discounts will
further enhance the occurrence of impulsive purchases. The findings of this study are in line
with the results of previous studies (Lo et al., 2016; (Xu & Huang, 2014) (Gauri et al.,
2017)(Suhud & Herstanti, 2017). This further confirms that discounted prices can
immediately provoke purchase intentions (even purchasing decisions) (Mohammad
Mahmoudi Maymand & Ahmadinejad, 2012). These spontaneous and unplanned purchases
are the main characteristics of impulsive buying (Jones et al., 2003). If they first wanted to
look at products in an e-catalog of an online store, they spontaneously decided to buy the
product once they saw exciting information, which is in the form of a discount. This discount
Is an external factor that causes Impulse Buying as intended by (Xu & Huang, 2014). This
finding can be important information for online sellers who display their products in the
Shopee market, especially for products intended for young women. By giving a variety of
discounts on the products they sell, it is possible to enhance the possibility of impulsive
buying.

Fashion involvement also found a significant and positive impact on impulsive buying( t vaue
= 5,130 and significance level 0,000). That means that H2 is supported. This means that the
higher the fashion involvement of the buyers will enhance the possibility of impulse
purchases. These findings are consistent with an earlier study (Park et al., 2006) that found
fashion involvement having the most significant effect on impulse buying. The findings of
this study are in line with the results of previous studies (Sundstrom et al., 2019) (Andani &
Wahyono, 2018); (Kopral & Calik, 2015); (Liang, 2012). This is an important note for sellers
who sell their products online, primarily through the Shopee marketplace. To increase sales
through an impulsive buying process, sellers must create and increase fashion involvement
from consumers.

Fashion involvement depends on how important clothes are to someone. Thus, efforts to
increase fashion involvement can be focused on efforts to deliver information that gives an
emotional touch to the prospective consumer about how important and attractive the product
offered to her. Consumers who have a high level of involvement in a product tend to spend
more time in the store and interact with the product to be bought (Sigit et al., 2016) (Sigit et
al., 2016). High involvement of the fashion reflects the interaction and experience towards
fashion products. The involvement of fashion will build positive emotions and makes
consumers tend to shop hedonistically. This is an important note for sellers who sell their
products online, especially through the Shopee market place. To increase sales through an
impulsive buying process, sellers must be able to create and increase fashion involvement
from consumers.
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5. Conclusion

The study examined the relationship between price discounts and fashion involvement to the
impulse behavior of teenagers in Yogyakarta. Overall, the result supports the concept of the
impulse buying model. Based on these results can be made some theoretical and practical
implications. Related to price discounts, the results of this study can provide advice so that
sellers in shopee market share can provide a variety of discount offers, especially for
relatively cheap products. This is done because this type of product has a price-sensitive
market segment, so discounts are expected to improve impulse behavior. However, discounted
prices should be done carefully. (Raghubir & Corfman, 1999) discovered that promotional
tactics can be detrimental to store owners, as buyers may believe decreased pricing indicates
poor product quality. When the discount is too significant, people lose interest in making a
purchase. Additionally, conducting promotional efforts frequently lowers its attraction,
leading consumers to doubt the product's quality (Bell et al., 1999).

Implications for the owner/manager of fashion stores in Shopee related to the support of
fashion involvement is needed attention to the emotional side of consumers. Shopee is a
marketplace that identifies with female consumers. It is, therefore, suitable for the sale of
fashion products whose tendencies are favored by women. Fashion involvement depends on
how important clothes are to someone. Thus, efforts to increase fashion involvement can be
focused on efforts to deliver information that gives an emotional touch to the prospective
consumer about how important and attractive the product offered to her. Owners/sellers of
fashion products in Shoppe need to improve their Shopee sales account management
capabilities in order to be able to create an attractive description of their fashion products
along with product usage videos, in addition to increasing the ability to understand products
and provide advice to buyers regarding certain fashion styles. The research is on the Shopee
teenager consumer marketplace, which is identical to female consumers. Future studies can
explore other marketplaces to emphasize and expand the study of price discounts and fashion
involvement.

This research focuses on a teenager who lives in Yogyakarta. Future research can be
developed in various cities with more diverse characteristics to obtain a more specific and
complete picture of the phenomena examined in this research. This study selects respondents
in the teenage category of about age 17-27 years. Future studies may be developed into an age
range above that age range to see the extent of the effects of this study on a more mature age
range.
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