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Abstract
In Taiwan, the total annual sale of shoes is NT$ 60 billion in which female shoes accounted for about NT$36
billion. The purpose of this research is to examine female consumers’ purchase intentions of fashion shoes by
applying the Theory of Planned Behavior model. Additionally, this research incorporated hedonic shopping value
as an independent variable to TPB model and examined the mediation role of fashion consciousness between
dependent variables and independent variable. A total of 450 questionnaires were distributed outside department
stores using Mall-intercept method in Southern cites, Taiwan. The results indicated attitude, subjective norm,
behavior control, and hedonic value have positive effects on fashion consciousness and purchase intention of
fashion shoes. In addition, fashion consciousness has partial mediation effects between the relationships of
attitude, subjective norm, and behavior control and purchase intention of fashion shoes. Full mediation effect is
found between the relationship of hedonic value and purchase intent of fashion shoes.
Keywords: hedonic value, fashion consciousness, Theory of Planned Behavior, attitude, fashion shoes
1. Introduction
Taiwan Female labor force participation rate exceeded 50% in the year of 2012 and continue growth to 51.14%
in 2018 (Yuan, 2018). Due to the improvement in education, decrease in the number of child carry, and the
modernization of household equipment, the number of female labors increased from 4.61 million in 2010 to 5.08
million in 2018. Increase in number of working women worldwide has augmented the demand of trendy and
stylish footwear, which can be used for formal as well as casual occasions. Besides, surge in disposable income
is allowing individuals to spend more on luxury goods, thereby driving the growth of the footwear market. The
global footwear market size was valued at $365.5 billion in 2020 and is estimated to reach $530.3 billion by
2027 with a CAGR of 5.5% from 2020 to 2027 (Chouhan & Vig, 2020). In addition, the global women’s
footwear was estimated market size of US$ 152.2 billion in 2018, the value sales of women’s footwear are
expected to reach US$ 219.5 billion by 2027, expanding at a CAGR of 4.2% (Future Market Insights, 2018).
Grand view research (2019) stated Asia Pacific was the largest regional market in 2018 and will expand further
at the highest CAGR from 2019 to 2025. This mainly due to high demand for stylish and comfortable footwear.
Moreover, changing consumer behavior and rising disposable income levels, especially in developing countries
like China and India, are expected to propel the market growth.
The Boston Consulting Group (2012) predicts China’s female economy over the next few years to grow much
stronger. Young professional women will enter the middle and top management positions and fuel the next wave
of growth in the luxury business. It shows women are economic independent and are the major decision makers
of most consumption product purchased. Similarly, Zhou (2014) indicated China footwear market sales also
dominates by women’s (53%), follow by men’s (34%) and children’s (12%). Taiwan footwear market sale was
NT$ 67 billion in year 2011 in which female shoes sales accounted for almost NT$ 36 billion (54%) compare to
male (36%), and children (10%) footwear; the footwear market tends to be stable, unless people GDP grows the
footwear market sales won’t augment (Industrial Development Bureau, 2011). These data demonstrated that
female fashion shoes in Asian accounted for a significant portion of the shoe market. O’Keeffe (1996) stated that
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each woman had average 30 pair of shoes which doubled that of male consumers. Even though government data
and online market research analysts indicated that shoe consumption is important in daily life of women, no
research has done to study female consumers’ purchase intention of fashion shoes. Therefore, this research
intends to apply the Theory of Planned Behavior model to examine the female consumers’ purchase intention of
fashion shoes.
The Theory of Planned Behavior (TPB), an extended model of the Theory of Reasoned Action (Ajzen, 1985, 1991;
Ajzen & Madden, 1986), is one of the most widely researched models for predicting behavioral intentions by
social psychologists (Armitage & Conner, 2010; Fielding, Terry, Masser, & Hogg, 2008; Vermeir & Verbeke,
2008; Yang, 2012). Kim and Karpova (2010) conducted a research of consumer attitudes toward fashion
counterfeits by apply the TPB model. They found female college students’ attitude, subjective norm, and perceived
behavioral controls are significant factors to the counterfeit goods purchase intention in the United States. Other
studies extended the TPB with other determinant factors into their research models. For example, Chen and Tung
(2014) built a model that incorporates moral norms and consequences of recycling to explain consumers’ recycling
intentions and found that this extended TPB research model could explain consumers’ recycling intentions well.
Fogel and Zachariah (2017) used TPB in reading online reviews research and found that increased brand trust and
increased number of reviews read were each associated with both increased intentions and behavior. Correct
knowledge of online review fraud and those who previously wrote Yelp reviews were each associated with
increased behavior. In this study we first apply the TPB model which includes consumers’ attitude toward fashion
shoes, subjective norms, and perceived behavioral control to study consumers’ intention to purchase fashion shoes.
In the literature, the fashion consciousness refers to the extent a consumer is caught up with fashion styles or
clothing. It is merely one’s desire for and adoption of up-to-date styles to maintain one’s status in a social network
(Lertwannawit & Mandhachitara, 2012; Nam et al., 2007; Shim & Gehrt, 1996.). Further, studies have
demonstrated that hedonic value is tied to behavioral intention (Chang, Burns, & Francis, 2004; Davis, Lang, &
San Diego, 2014; Jayawardhena & Wright, 2009; Jones, Reynolds, & Arnold, 2006). We then extended the TPB
model to include hedonic shopping value as independent variable and the fashion consciousness as mediator in our
study of fashion shoes purchase context.
2. Literature Review and Hypotheses
2.1 Theory of Planned Behavior Framework
The TPB proposed by Ajzen (1991) is a widely accepted social-psychology theory which suggests that intention
is a direct precursor to behavior (Bagozzi, Baumgartner, & Yi, 1989). TPB has been applied to studies in various
domains such as advertising, public relations, information technology, and healthcare. In short, the TPB suggests
that beliefs and their corresponding attitudes influence intentions, which drives actual behavior. Specifically,
intentions are in turn determined by three factors related to the behavior: the person’s attitude, subjective norms,
and perceived behavioral control. Attitude (ATT) is defined as the psychological emotion and the positive or
negative evaluation that arises when an individual engages in certain behaviors (Eagly & Chaiken, 1993).
Fishbein and Ajzen (1975) posit that, in the consumer’s decision-making process, an attitude towards a behavior
is a direct predictor to the behavioral intention. This positive relationship between attitude and purchase intent
(PI) has received support across different products and services. For example, Bellman, Teich, and Clark (2009)
found that fashion accessory buying intentions are affected by young female shoppers’ attitudes towards
purchasing fashion accessories. Bian and Forsythe (2012) found that both U.S. and Chinese consumers' attitudes
toward luxury brands positively influence their purchase intention of luxury brand. Additionally, attitudes
positively affect intentions to recycle (Culiber, 2014).
In line with the TPB (Ajzen, 1991), social pressure played on an individual by certain others also plays an
important role in the purchase of fashion goods as they help in maintaining certain relationships. Ajzen (1991)
defined subjective norms (SN) as the degree of social pressure felt by a person about the behavior. It is these
social pressures that force consumers to perform certain acts to be able to gain approval in various social
situations. When examining the relationship between people’s subjective norms and behavioral intention, it is
confirmed that subjective norms positively affect behavioral intention (Taylor & Todd, 1995). Fernandes (2013)
conducted a research of counterfeit fashion purchase behaviour in 20−40 years old consumers in the United Arab
Emirates. He found that the subjective norm is a significant factor in the counterfeit purchase intention only in
the group that is more likely to purchase counterfeit.
In addition to individual’s ATT and SN, perceived behavioral control (BC) should also be considered in the TPB
model. BC refers to an individual’s perception of the possible difficulties when performing a specific behavior
(Ajzen, 1991). Some external and unpredictable factors such as time, chance, money, etc. may not be under
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control of individuals. Thus, those who perceive a higher degree of personal control tend to have stronger
behavioral intention to engage in a certain behavior (Ajzen, 1991). In specific when people believe they have
more resources such as time, money, or skills, their perceptions of control are high, hence their behavioral
intentions increase. Based on published literature, the following hypotheses are developed:
H1a. Consumers’ attitude has positive effect on their purchase intentions of fashion shoes.
H2a. Consumers’ subjective norm has positive effect on their purchase intentions of fashion shoes.
H3a. Consumers’ perceived behavioral control has positive effect on their purchase intentions of fashion
shoes.
2.2 Hedonic Value
Baboin, Darden and Griffin (1994) suggested that the shopping experience provides consumers with a
combination of utilitarian and hedonic shopping value. Consumers perceive utilitarian value by acquiring the
product that necessitated the shopping trip while simultaneously perceiving hedonic value (HV) associated with
the enjoyment of the shopping experience itself. According to Blackwell, Miniard and Engel (2000) hedonic
value derived from the shopping experience reflects the emotional or psychological worth of the purchase.
Sources of hedonic value could include the joy and/or the excitement of shopping, or the escape from everyday
activities. The Mathwick, Malhotra, and Rigdon’s (2001) experiential value scale reflects both hedonic and
utilitarian benefits derived from perceptions of playfulness, esthetic appeal, consumer return on investment, and
service excellence. Arnold and Reynolds (2003) developed a scale of hedonic shopping motivations consisting of
six dimensions: adventure, social, gratification, idea, role, and value shopping. Carpenter (2008) found both
hedonic and utilitarian values affect satisfaction, loyalty, word of mouth communication, and purchases hehavior;
and they also mediate the relationships between mood regulation and word of mouth (Arnold & Reynolds, 2009).
While both dimensions are positively correlated to feelings of pleasure and arousal, hedonic values have a
significantly stronger effect (Babin et al., 1994). Chen, Chang and Chen (2017) research reveals that hedonic
values play a more important role than utilitarian values do in users’ purchase intentions and the continued use of
social commerce. It was found that quality and the feelings of interactions are antecedents of customer values.
Epuran Gardan, Gardan, and Bumbas (2015) found in Romanian consumers that expensive clothing products
will augment their satisfaction based on hedonic values. Meanwhile the importance of worn clothes high price
has greatest influence upon the hedonic consumption based on consumption motivation related with others
image upon clothes. Previous studies have provided empirical support that HV to be related to behavioral
intention (Cowart & Goldsmith, 2007; Davis et al., 2014). Besides, the category of this research involves fashion
shoes which is not a necessary product and is more personal and subjective in purchase context, we would only
examine the hedonic value in this research. Based on the discussions above, the following hypothesis is
developed:
H4a. Consumers’ hedonic value has positive effect on their fashion shoes purchase intentions.
2.3 Fashion Consciousness
Because of the fast pace in the fashion market, an individual must frequently reevaluate him/herself and the
meanings attached to the styles that he/she has adopted to remain current (Back, 1985). This continuous process
of fashion style attachment gives rise to a cycle of desire for the most unique and/or latest fashion goods.
Consumers participate in this process in an attempt to resolve a never-ending feel of dissatisfaction with their
current lifestyle and physical appearance (Bordo, 1993; Hourigan & Bougoure, 2012). Thus, fashion
consciousness (FC) refers to the extent to which a consumer is caught up with styles or fashion of clothing. It can
be a person’s degree of involvement with the styles or fashion of clothing. An individual does not have to be
either a fashion opinion leader or a fashion innovator to be considered fashion conscious. Rather, fashion
consciousness is characterized by an interest in clothing and fashion, and in one’s appearance (Gutman & Mills,
1982).
Parker, Hermans and Schaefer (2004) found the market differences in FC between developed countries (US and
Japanese teens) and less developed countries (Chinese teens). Goldsmith, Flynn, and Kim (2010) reported a
significant mediating effect of FC on the relationship between price sensitivity and status consumption. A
research in Islamic marketing shows that dressing style, fashion motivation, fashion uniqueness and sources of
fashion knowledge positively influence fashion consciousness and indirectly influence hijab fashion
consumption (Hassan & Harun, 2016). Using TPB as a framework, Fernandes (2013) examined how FC affects
the intention of counterfeits fashion product purchase; he found that there is no significant relation between FC
and PI. However, in correlation matrix table, the FC had positive significant relationship with subjective norm.
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In addition, Lertwannawit and Mandhachitara (2012) found self-monitoring and susceptibility to interpersonal
influence had both direct and indirect effect on status consumption and this effect was mediated by the fashion
consciousness. Regarding the fashion consciousness, we developed the following hypotheses:
H1b. Consumers’ attitude has positive effect on their fashion consciousness.
H2b. Consumers’ subjective norm has positive effect on their fashion consciousness.
H3b. Consumers’ perceived behavioral control has positive effect on their fashion consciousness.
H4b. Consumers’ hedonic value has positive effect on their fashion consciousness.
H5. Fashion consciousness has positive effect on purchase intention of fashion shoes.
H1c. Fashion consciousness mediates the relationship between consumers’ attitude and their purchase
intention of fashion shoes.
H2c. Fashion consciousness mediates the relationship between consumers’ subjective norm and purchase
intention of fashion shoes.
H3c. Fashion consciousness mediates the relationship between perceived behavior control and purchase
intention.
H4c. Fashion consciousness mediates the relationship between hedonic value and purchase intention.
The research hypotheses proposed bring about consumers’ purchase intention of fashion shoes model described in
Figure 1. In the next section there is methodology used to test out these hypotheses.

Figure 1. Fashion shoes purchase intention model
3. Methodology
3.1 Measurements
Four independent variables (IVs), one mediation variable, and one dependent variable (DV) in this study were
measured using items adapted from previous studies. ATT, SN, and BC were measured based on Canniere,
Pelsmacker and Geuens (2009). HV was adapted from Babin et al. (1994). FC was adapted from Lertwannawit and
Mandhachitara (2012). PI was measured using three items adapted from Bhattacherjee (2000). All measurements
used a 7-point Likert scale with response options ranging from 1—strongly disagree to 7—strongly agree.
3.2 Sampling and Data Collection
Prior studies have shown the importance of gender effect (Davis et al., 2014; Noble, Griffith, & Adjei, 2006) in
retail shopping behavior. Females derive greater levels of hedonic value and show more positive attitudes toward
mall shopping in comparison to males (Jackson, Stoel, & Brantley, 2011). Therefore, the sampling for this
research is mainly female consumers. A pilot study including sixty-five female was conducted to test the clarity
of wording in the questionnaire. After inform consent of the stores’ managers, Mall-intercept method was used
with total 450 questionnaires distributed to customers in retail stores during the months of October and
December 2016. These department stores locate in Southern cites in Taiwan which are Hanshin Arena Shopping
Plaza, Dream Mall, E-Da outlet Mall and Shin Kong Mitsukoshi department store. The final data analysis
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included 414 completed questionnaires and the overall response rate was 92%. Most respondents are females age
between 26−35 years old (40.5%), have education of college degree (54.7%) and with monthly income around
NT$20,001~40,000 (39.3%).
3.3 Data Analysis
Data were analyzed by using Smart Partial Least Squares (PLS) 2.0. The PLS model is analyzed and interpreted
in two stages. First, the adequacy of the measure is assessed by evaluating the reliability of the measurement
model and the discriminant validity of the constructs by applying standard decision rules. Research stated
composite reliability (CR) and Cronbach alpha of constructs must be larger than the proposed threshold .70
(Nunally & Bernstein, 1994). Convergent validity which obtained by the average variance extracted (AVE) need
to larger than the proposed threshold .50 (Fornell & Larcker, 1981). Discriminant validity was obtained from (1)
each indicator’s loading is higher for its designated construct than for any of the other constructs, and each of the
constructs loads highest with its assigned items (Chin, 1998) which was the case for all the indicators; (2) the
square root of AVE were greater than the correlations between the construct and other constructs in the model
(Carmines & Zeller, 1979).
Then, the structural model is evaluated with paths coefficients, R2, f 2, and Q2. Path coefficients indicate the
strength of direct relationships between constructs. According to Chin (1998) the determination values of
coefficient (R2) approximately .670 substantial, around .333 average, and .190 weak. The effect size (f2)
measures if an independent variable has a substantial impact on a dependent variable, values between .020−.150,
between .150−.350, and exceeding .350 indicate a small, medium, and large effect (Chin, 1998; Cohen, 1988).
The structural model’s predictive relevance can be assessed with a nonparametric Stone-Geisser test (Q2; Geisser,
1975; Stone, 1974). The better the tested model’s predictive relevance, the greater Q2 becomes (Fornell & Cha,
1994).
4. Results
4.1 Measurement Model
The results of measurement model were presented in Table 1 which indicated that all item loadings ranged from
0.708 to 0.940, and p value were all significant (p < .001). Composite reliability (CR) and Cronbach alpha of
constructs were larger than the proposed threshold .70 (Nunally & Bernstein, 1994). Convergent validity which
obtained by the average variance extracted (AVE) were larger than the proposed threshold .50 (Fornell & Larcker,
1981). In addition, discriminant validity for constructs was obtained from (1) each indicator’s loading is higher for
its designated construct than for any of the other constructs, and each of the constructs loads highest with its
assigned items (Chin, 1998) which was the case for all the indicators; (2) the square root of AVE were greater than
the correlations between the construct and other constructs in the model (Fornell & Larcker, 1981). Results in
Table 2 show that all constructs have good discriminant validity.
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Table 1. Measurement results
Construct
Attitude (ATT) Att 1
Att 2
Att 3
Att 4
Att 5
Subjective norm SN1
(SN)
SN2
SN5
SN6
Perceived
BC 1
Behavior control BC 2
(BC)
BC 3
BC 4
Hedonic shopping HV 1
value
HV 3
(HV)
HV 4
HV 5
HV 6
HV 8
HV 9
Fashion
FC1
consciousness FC2
(FC)
FC3
FC4
FC5
Purchase PI1
intention PI2
(PI)
P13
Note. CR = composite reliability.

Factor loadings
0.861
0.877
0.893
0.904
0.872
0.710
0.781
0.843
0.778
0.806
0.760
0.783
0.803
0.708
0.722
0.867
0.831
0.736
0.837
0.809
0.858
0.899
0.896
0.833
0.817
0.940
0.893
0.928

Standard Error
0.017
0.015
0.014
0.011
0.015
0.040
0.028
0.019
0.031
0.026
0.032
0.025
0.023
0.026
0.035
0.015
0.018
0.028
0.017
0.021
0.014
0.011
0.011
0.021
0.024
0.008
0.016
0.011

t value
49.687
59.518
63.775
81.463
56.449
17.850
28.326
44.127
24.703
31.563
23.716
30.941
35.697
26.890
20.456
59.572
45.149
25.938
50.690
38.267
59.418
81.876
78.567
40.368
34.171
118.342
54.197
84.252

p value
***
***
***
***
***
***
***
***
***
***
***
***
***
***
***
***
***
***
***
***
***
***
***
***
***
***
***
***

AVE
0.777

CR
0.946

α
0.928

0.607

0.860

0.790

0.621

0.868

0.797

0.623

0.920

0.899

0.742

0.935

0.913

0.847

0.943

0.910

Table 2. Correlation and discriminant validity analysis
ATT
BC
FC
ATT
0.881
BC
0.339
0.788
FC
0.525
0.339
0.861
HV
0.452
0.205
0.529
PI
0.640
0.511
0.531
SN
0.526
0.247
0.422
Note. Diagonal elements in boldface represent the square root of AVE.

HV

PI

SN

0.789
0.385
0.305

0.920
0.448

0.779

4.2 Structural Model
The structural model and hypotheses were evaluated after attaining a validated measurement model. Our results
in Table 3 presents assessment results which indicated we had average explanatory power (R2 = 0.542 and 0.423).
Five path coefficients are found to be significant at the .001 level with signs being in the expected direction.
Others, two are significant at the .01 level, one is significant at the .05 level and one is insignificant. The effect
size (f 2) of each path in our research are counted for small effect, only hedonic shopping value through fashion
consciousness, attitude toward purchase intention and behavior control to purchase intention have medium
effects. Our Q2 range from .147 (HV), .238 (FC), .349 (SN), .365 (BC) through .656 (ATT); means our DVs have
predictive power.
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Table 3. Assessment results of research model
Path coefficients
0.390
0.088
0.291
0.030
0.175
0.237
0.155
0.150
0.344

ATT -> PI
SN -> PI
BC -> PI
HV -> PI
FC -> PI
ATT ->FC
SN -> FC
BC -> FC
HV -> FC

SE
0.047
0.042
0.047
0.044
0.055
0.048
0.048
0.042
0.050

t value
8.313 ***
2.104*
6.158 ***
0.678
3.204**
4.903 ***
3.228**
3.550 ***
6.860 ***

2
R
0.542

0.423

2
f
0.190
0.011
0.152
0.001
0.038
0.059
0.030
0.034
0.159

Note. * p <.05*, ** p <.01, ***p <.001.

Finally, when examining the IVs of path coefficients in a PLS-SEM model with several layers, the indirect
effects and their significance should also be identified and assessed. As far as the significance testing of indirect
effects is concerned, one should first investigate whether the path coefficients between the IVs and the DV,
between the IVs and the mediator, and between the mediator and the DV are statistically significant. If all path
coefficients are significant, partial mediation existed. If an IV becomes insignificant when the mediator is added
to the equation, full mediation is found (Baron & Kenny, 1986). The significance of the indirect effects would
then test by using the well-known Sobel’s Z-statistic (Helm, Eggert, & Garnefeld, 2010). H1a, b, H2a, b, H3a, b,
H4a, b, and H5 specify direct effects, while H1c, H2c, H3c, H4c predict mediational effects. The results are
presented in Table 4; all IVs have significant positive influence on PI (H1a-H4a) and significant positive
influence on the mediator, FC (H1b-H4b). In addition, the path coefficient between FC and PI is significant (H5).
The direct process describes the direct effects of ATT, SN, BC and HV on FC and PI are all statistically
significant, meant research hypotheses H1a, H1b, H2a, H2b, H3a, H3b, H4a, H4b, and H5 were supported. The
indirect process represents the influence of IVs on FC, which in turn affects purchase intention. Results in Table
3 showed path coefficients are significant between ATT-PI (ß = 0.390, p < .001), SN-PI (ß = 0.088, p < .05), and
BC-PI (ß = 0.291, p < .001), indicated that FC has partial mediation between ATT, SN, BC and PI. The Sobel test
statistic further confirms partial mediation (ZATT = 5.067, ZSN = 5.067, ZBC = 5.067; p < .05), supporting H1c,
H2c, and H3c. Nevertheless, an insignificant path coefficient was found between HV-PI (ß = 0.030, p >.001),
indicated that FC fully mediates the relationship between HV and PI. The Sobel test statistic further confirms
mediation (ZHV = 6.405, p < .05), supporting H4c.
Table 4. Direct effects and indirect effects of research model
Casual path
ATT -> PI
SN - > PI
BC - > PI
HV -> PI
ATT -> FC
SN - > FC
BC - > FC
HV - > FC
FC - > PI
CATT-FC-PI
SN-FC-PI
BV-FC-PI
HV-FC-PI

Hypothesis
H1a
H2a
H3a
H4a
H1b
H2b
H3b
H4b
H5
H1c
H2c
H3c
H4c

Path coefficients
0.426
0.118
0.315
0.098
0.241
0.159
0.154
0.340
0.531

SE
0.047
0.042
0.045
0.038
0.046
0.047
0.043
0.049
0.043

t value
9.086***
2.818**
7.002***
2.552*
5.234***
3.401**
3.550***
6.918***
12.423***

Z

5.067*
3.535*
3.427*
6.405*

5. Discussion and Managerial Implications
This research aimed to gain deeper understanding of consumers’ fashion shoes purchase intention by extending
an application of the TPB with mediating influence of fashion consciousness and addition IV, hedonic shopping
value. Our results found that hedonic shopping value is related to behavioral intention which is in consistent with
previous research (Chang, Burns, & Francis, 2004; Davis, Lang, & San Diego, 2014; Jones, Reynolds, & Arnold,
2006). Our data further indicated that consumers’ hedonic shopping value influence purchase intention of fashion
shoes and fashion consciousness. Specifically, our finding indicated that consumers’ fashion consciousness fully
mediates the relationships between hedonic shopping value and purchase intention of fashion shoes. Thus, the
fashion consciousness, which is merely the desire for and adoption of up-to-date styles to maintain one’s status
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in a social network, is so impactful that it functions as an intervening factor between consumers’ hedonic
shopping value and purchase intentions. Moreover, similar to Kim and Chung (2011), our results showed that all
TPB predictors significantly influenced consumers’ purchase intention of fashion shoes. Precisely, consumers’
fashion consciousness partially mediates the relationships between consumers’ attitude, subjective norms and
behavior control and their purchase intention of fashion shoes. In summary, individual’s attitude, subjective
norms, perceived behavioral control and hedonic shopping value toward fashion shoes would have direct impact
to his/her purchase intention of fashion shoes. In addition, these four variables have indirect impacts through
fashion consciousness to their purchase intention of fashion shoes.
This research provides valuable insights for fashion shoes retailers by indicating attitude is the most important
determinant of purchase intention among the four predictors. The findings of this study suggest that creating a
positive attitude toward purchasing fashion shoes may be a significant consideration for retailers to increase
consumers’ purchase intentions of fashion shoes. Specifically, given the impact of consumers’ attitude, subjective
norms, perceived behavior control and hedonic shopping value had on the purchase intention of fashion shoes,
footwear retailers should invest resources in shopping circumstances to increase the hedonic shopping
atmosphere and to cultivate favorable attitudes and increase perceived value. In addition, footwear retailers
should develop advertisements to cultivate the acceptance of promising social norms of purchasing fashion shoes
to customers. According to the results, the introduction of fashion consciousness as a mediator increases the
influence of consumer attitude, subjective norms, control behavior and hedonic shopping value on purchase
intention of fashion shoes, therefore, footwear retailers, in addition to focusing on design and value of their
products, must also strive to establish designs in an up-to-date fashion manner.
5.1 Limitations and Future Research
Although the present findings provide a valuable insight for fashion shoes retailer, several suggestions for future
research are made due to the study’s limitations. First, most study participants in this research were female
between the ages 26−35. Although female ages 26−35 is an appropriate age demographic for fashion shoes
purchase behavior, future studies might examine whether differences exist between other age groups or gender in
overall evaluations. In addition, this research is limited to fashion shoes category, findings may only be
applicable to fashion merchandise categories; further study needs to obtain greater generalizability with variety
of product categories. Additionally, since the mall-intercept method survey was used to collect data from
Kaohsiung, a southern city in Taiwan, the findings of this study may not be applicable to all consumers in
Taiwan or elsewhere. Thus, future research could incorporate online survey method which would allow
samplings from various geographic locations. Finally, this study can be extended to be an international
comparative study. Study found in this research shows subjective norm was a significant predictor for purchase
intention of fashion shoes in Taiwan, whereas the attitude may overshadow the influence of subjective norm in
other countries. It is important to explore the effect of attitude, subjective norms, perceived behavioral control,
and hedonic shopping value on purchase intention varies in different cultures.
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