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1. Introduction

Wear uniquely has been always an important part of life’s identity. The way we dress not only
influences the feeling towards our personality but also, it forms the attitude of other people toward
our personality and social status. Therefore, the way of dressing expresses own personal identities
(O’Cass, 2000). Clothes, in addition to its functional role in covering, are considered as one of the
staples of fashion. Nowadays, fashion has become an interesting business; and annually, something
more than a trillion dollars spent on clothing and footwear in the world. Shopping fashion garments,
in addition to economic aspects also in terms of social plays essential role in most societies. Shopping
is not only limited to spend money to buy goods, but also for many people, it is a fun activity. Since,
it provides the opportunity to understand and to meet other people it is considered as a method for
socializing (Holahan, 2007). In literature, shopping behaviors are depicted indirectly that social
interactions and satisfaction of social needs during purchase by successful performance in marketing
and sales are in connection, including having permanent customers for a store, positive attitude
toward a store or brand, spend time and money to buy (Babin et al., 1994).
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Social behaviors during purchase is the consumer supporter in purchase decision-making, and induce
consumer a positive feelings like joy from buying (Chang et al., 2004; Reynolds & Beatty, 2000).
According to results of some research, social shopping behavior is associated with other important
actions in the field of fashion and psycho-social components. In order to achieve marketing and sales
targets, understanding consumers' social behaviors and drives, it is essential to recognize what
motives stimulate consumers to do social activities during a purchase. On the other hand, researchers
believe that mind involvement is a state of mind-psychology considered as an important factor in
understanding consumer behavior and resource for explaining differences between consumers in both
intellectual and practical aspect of decision-making. Mind involvement with fashion is an emotional
reason that motivates consumers to purchase such fashion clothes, since they require to be update and
attractive. Often, they have been purchased in accordance with the fashion not because of the need,
but also for the enjoyment of the consuming experience (Lerkpollakarn & Khemarangsan, 2007).
Therefore, we can consider this variable as a driver of social shopping behavior and we may consider
personal characteristics of the consumer such as materialism and the need for uniqueness as the
aftermath of such involvement.

2. Review of literature
2.1. Social shopping

Numerous studies have emphasized that one of the important reasons for consumers to make
purchases, is to communicate with others and satisfy social needs (Arnold and Reynolds, 2003;
Dawson et al, 1990; Holahan, 2007; Westbrook and Black, 1985; Stone, 1954). Consumers during
purchase exhibit extended range of social behaviors, like watching people and paying attention to
appearances and others’ clothing for entertainment, shopping skills exchange and such behaviors to
draw attentions and to achieve social status (Kang, 2010); and for making purchase decision they
collect both verbal and nonverbal cues (Phau & Lo, 2004). These social behaviors make sense in the
category of fashion; because, fashion has essentially symbolic and interactive meaning and plays
essential role in a nonverbal and visual media in most of social environments (Kang, 2010).

Fashion purchase environments naturally include interpersonal and social interactions (Bloch et al.,
1994; Cowan, & Swann, 2004). According to Kang’s definition, social shopping in the field of
fashion is the behaviors of consumers during his interactions and exchanges with others throughout
the process of buying fashion products. Social shopping is not limited only to the actual purchase of
the product, but also involves interaction with other people, both verbal and non-verbal, presence or
non-presence throughout the entire purchasing process (Kang, 2010). Kang considered 5 dimensions
for in order to achieve a comprehensive understanding of the subject and to draw overview of social
shopping. Also in this study, we use these categories to explain social shopping behavior in terms of
fashion apparel. Below we describe the five aspects of social shopping in the fashion.

2.1.1. Social Browsing

Social Browsing is to explore for information about new fashions, and products which are popular
among others. According to the basis of embrace and promoting innovation theory, the majority of
consumers will accept the new products when they see the leaders bought these products (Rogers,
1976). Seeking information among friends and others via social search will help the consumers in
decision-making process and by reducing the risk and perceived uncertainty associated with decision
will aid them in purchase decision (Parsons, 2002).
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2.1.2. Social Bonding

It is stated as social ties to the community; time allocated for the togetherness, interaction with close
friends and family during fashion purchase. Dependency theories mention that individuals want to
reduce their loneliness by being with others (Murray, 1938). Fashion shopping is a tool to strengthen
relations because in the processes prior to purchase, a lot of interactions between individuals occur
(Kang, 2010). Social ties as the second dimension of social shopping behavior and inspire a positive
feeling like pleasure, entertainment and recreation; previous studies show that this dimension is in
connection with enjoyment values (Arnold & Reynolds, 2003).

2.1.3. Opinion Showing

Expression of an opinion refers to demonstration of knowledge and skills, or giving information
about fashion purchase to others. Consumers can affect others by verbal communication or non-
verbal interactions. Based on the theory of opinion leadership in Fashion, most of the consumers that
affect the decisions of others about fashion (Opinion leaders in fashion), they enjoy to be known by
their types of purchase (Bertrandias & Goldsmith, 2006). Some of consumers believe when they wear
a new type and pass their purchase information to others, they will be praised. Belief plays an
important role in opinion leadership in the field of fashion (Flynn et al., 1996).

2.1.4. Power shopping

Pursuit of power is that people during the process of buying fashion are seeking to influence others.
Tober believes that some of consumers during purchase may seek for attention and respect from
others. Consumers go to stores to buy where they know they will be considered by vendors; and will
have relative interactions with them (Kang, 2010). Similarly, Parsons (2002) explained that online
purchasers love to be considered by sellers and their peers and to be connected with them (Parsons,
2002).

2.1.5. New Socio-Networking

New social relations refer to interaction with other buyers, by becoming new friends during purchase
process. They communicate with strangers; these interactions could be pleasant (Gutek, 1999). Based
on roles theory, most of social interactions are looking for certain patterns in order to accept a role
(Solomon et al., 1985). Consumers in a retail environment may undertake to be assistance or request
assistance (parker & Ward, 2000). In addition, mutual interests about fashion and purchase lead to
start negotiation with strangers. They negotiate for selecting items to buy, commenting on fashion
products or sometimes just for fun, which could lead to talk about other topics (Kang, 2010).

2.1.6. The Needs of Uniqueness

Need for uniqueness refers to the need of the individual to be different from others and having
distinguished personality (Fromkin, 1971). People with more severe uniqueness are more sensitive
toward similarities, they tend to be dissimilar to others and regardless of the risk of social rejection,
they exert more individuality (Halpete et al., 2008). Need for uniqueness stimulates a person to
distinguish himself from the others by having scarce accessories. Consumers may try to present their
uniqueness through their chooses, and they give an idea to their followers (Workman & Caldwell
2007). Needing to be unique may also appear in buying fashionable clothes. Wearing clothes, in order
to show the personality, is one of the ways to be unique; another way is using of goods that are
unique and expensive (Fromkin, 1971). If people feel that they are not unique enough, they may do
something else like buying clothes according to the fashion to make it up for this unpleasant situation.
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2.2. Materialism

Black (1985) describes materialism as the relative importance a consumer attaches to material wealth
(Black, 1985). Richens believes that people who are more materialistic will appreciate consuming
goods, which are public and social more than the other ones. In fact, for these individuals, the social
attitudes of their assets are more important than its own aspect (Hourigan & Bougoure, 2012). Since
fashion clothing makes a frame for a character (Richins & Dawson, 1992; Black, 1985) and it is a
way to show one's identity, (Vieira, 2009) thus, it can be an indicator that shows the relationship of
materialism and being involved with fashion.

Browne and Kaldenberg (1997) claimed in their study that there was a causal relationship between
materialism and being involved mentally, in which materialism is foreground of the other one. So the
people, who have higher levels of materialism, are more obsessed, and spend more energy on
activities related to the product and brand. Materialists become more involved with the decision to
purchase, since they pay more attention to the property and its appearance; strong and pleasant
feelings to the people who possess, spend more time to buying products (Brown & Kleinberg, 1997).

O’Cass (2004) showed empirical evidence for this subject, and that is, the materialists are concerned
with the primary messages sent to attract consumers' fashion clothing, because the information itself
1s important for them.

2.3. Fashion mental involvement

According to Zaichkowsky (1985), mental involvement is described as a person's perception of an
object in association with his/her inherent needs, values and interests. He believes various levels of
consumer's mental involvement may create different responses to the stimuli and will affect his/her
choices. Involvement with the product as one of the main kinds of mental involvement is an ongoing
commitment by the consumer, according to the thoughts, feelings and behavioral responses to a kind
of product (Quester & Lim, 2003). Clothing, because of its symbolic role in people's life, is known as
a kind of product that induces the higher mental involvement to the consumers.

Some people get the ultimate desirableness from their clothes, and even by thinking about them. To
what extent a product can make desirability in a person depends on the extent of mental involvement
of that product. Mind involvement with fashion is a perceived interest and dependency from the
consumer toward apparel fashion (Kim et al., 2002). Consumers who highly consider clothes, type
and its accordance to the fashion have more mind involvement with fashion and always are
considered by researchers of consumer behavior and sellers; since these individuals are drivers,
influencers, influential people and fans of the process of perceiving fashions (O’Cass, 2000).

According to King, fashion change agents in a society are the consumers who explore changing
environment of fashion regularly and are trying to update their clothes according to the prevailing
fashions; this factor arises as consumer's mind involvement with fashion apparel (Vieira, 2009). Mind
involvement with fashion apparel focuses on the interaction between consumer and fashion apparel as
a drive in market. Consequences of mind involvement with products are purchase repetition and use
of product, increasing collection of data about the product, high care about the products (Kim et al.,
2002). This concept is used for forecasting behavioral variables connected with apparel like purchase
behavior and consumers’ features (Jordaan & Simpson, 2006).

Researchers of consumers’ behavior believe that mind involvement is a mediator variable in decision
making process for purchase and considers it as an interface between consumer and product.
Moreover, they found that features of products, consumers and situational factors on purchase
decision influence mind involvement (Asadollahi, et al., 2011). In this study mind involvement with
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fashion apparel are considered as an interface in conceptual target of the research and we are seeking
to assess the effect of mind involvement on Social shopping behavior of consumers regarding to
fashion; on the other hand we considered materialism and need for uniqueness as the aftermaths of
mind involvement.

3. Research hypothesis
3.1. Main hypotheses

H;: There is a positive and significant relationship between materialism and fashion clothing
involvement.

H,: There is a positive and significant relationship between require to uniqueness and obsessed with
fashion garments (fashion clothing involvement).

Hj: There is a positive and significant relationship between Fashion clothing involvement and Social
shopping behavior of fashion.

3.2 Alternative Hypotheses

Hi.3: There is a positive and significant relationship between Fashion clothing involvement and social
browsing.

H,.3: There is a positive and significant relationship between Fashion clothing involvement and social
bounding.

Hs.3: There is a positive and significant relationship between Fashion clothing involvement and
opinion showing.

Ha.3: There is a positive and significant relationship between Fashion clothing involvement and power
shopping.

Hs.3: There is a positive and significant relationship between Fashion clothing involvement and new
socio-networking.

3. Research Conceptual frameworks

Regarding to the results of Kang’s research social purchase dimensions are in connection with other
significant behaviors associated with fashion and socio-psychological components. In this study, we
have tried to investigate the impact of mind involvement with fashion apparel on social shopping of
fashion apparel. On the other hand, materialism and need for uniqueness are assumed as the
backgrounds of such involvement. The present study is descriptive and correlational in terms of
practical purpose and the methods of collecting and analyzing data is based on questionnaire. The
statistical population includes all people who have lived in city of Tehran, Iran for over 20 years.

The sample size after the pre-test and calculation the variance of the initial sample was 465 patients
by using Cochran formula. Using stratified sampling with age pyramid provided by the Iranian
Statistics Center 500, questionnaires were distributed, among them, 15 questionnaires were
eliminated due to lack of complete information and data analysis was based on 485 questionnaires.
The questionnaire uses social shopping behavior based on the method by Kang (2010), Richins and
Dawson’s (1992) materialism, O’Cass’s (2004) mind involvement with fashion apparel and
Jirawattananukool & Tovikkai and also Halepete et al.’s (2009) need for uniqueness, to collect data.
This questionnaire includes 32 items, and it was tested via Likert five-point range where 1 means
completely disagree, and 5 means completely agree.
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4. Research methodology
4.1. Data analysis

To test the conceptual model of the research, it is possible to use the method of partial least squares,
which is a modeling technique of variance path. This technique provides the situation to investigate
the relationship between latent variables and measures (observable variables), simultaneously.
Attitude towards the partial least squares has fewer conditions in comparison with structural equation
techniques based on covariance such as LISREL. There are two kinds of tests in Partial least squares
models: Outer Model and Inner Model. The outer model is similar to the measurement model and
inner is like Path Analysis in covariance-based structural equation models. After testing the outer
model, it is necessary to investigate the inner model that represents the relationship between latent
variables in the study. In this study, due to lack of normal distribution, partial least squares method
was used for data analysis.

4.1.1. Stage I: Assessment of measurement model
In order to achieve the convergent validity and of correlation rate, compound reliability test and mean

of variance was assessed. Reliability greater than 0.7 and mean of variance at least 0.5 are two
necessary prerequisites for convergent validity, and correlation for a construct.

Table 1

Evaluation of the measurement model

variable Compound The mean variable Compound The mean
reliability Variance reliability Variance

Materialism 0.868 0.622 Social connections 0.888 0.667

Uniqueness requirement 0.926 0.758 Opinion showing 0.913 0.724

Fashion mental involvement 0.893 0.676 Power shopping 0.847 0.582

Social browsing 0.872 0.631 New socio-networking 0.883 0.656

According to above table, compound reliability and convergent validity are approved.
4.1.2. Second stage: evaluation of structural model
To test the hypothesis bootstrap method is used in SmartPLS2 software. This algorithm can be built

with the help of re-sampling and replacing the original one. To confirm a hypothesis at 95%, 99% and
99.9%, respectively, there is needed to at least about 1.96, 2.52 and 3.32 statistical t.

Table 2

Testing hypothesis
Research hypotheses The path coefficient  t Statistical Result

H, There is a positive and significant relationship between materialism 0.276 6.427  Acceptable*
and fashion clothing involvement.

H, There is a positive and significant relationship between Require to 0.480 13.293  Acceptable*
uniqueness and mental involvement of fashion clothing.

Hj There is a positive and significant relationship between Fashion 0.737 32.288 Acceptable*
clothing involvement and Social shopping behavior of fashion

Hi; There is a positive and significant relationship between Fashion 0.625 21.453  Acceptable*
clothing involvement and social browsing

H;., There is a positive and significant relationship between Fashion 0.636 23.476  Acceptable*
clothing involvement and social bounding

H;; There is a positive and significant relationship between Fashion 0.708 30.507 Acceptable*
clothing involvement and opinion showing.

Hs4 There is a positive and significant relationship between Fashion 0.609 24.829  Acceptable*
clothing involvement and power shopping

Hss There is a positive and significant relationship between Fashion 0.390 10.640  Acceptable*

clothing involvement and social interaction

'Approval in 99.9%
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4.2.The results of testing hypotheses

Based on the results of Table 2, the path coefficients and t-statistics for the first hypothesis is: t=6,427
=0.276. Thus, the first hypothesis is confirmed and it shows that there was a positive and significant
relationship between materialism and mind involvement. People who are more materialism have
higher level of fashion involvement. About the second hypothesis, (t=0.480 p=13.293), which shows
that there was a positive and significant relationship between mind involvement and uniqueness
requirement. It means that people who have higher uniqueness requirement will have higher fashion
mind involvement. Verification of the third: t=32.288 =0.737 shows that there was a positive and
significant relation between mind involvement of fashion clothing and social shopping behavior.
People with high level of mind involvement of fashion clothing maintain higher scores in social
shopping behavior. We also see that for all other hypotheses, t-student values are greater than 3.32.
Therefore, all five hypotheses have been confirmed in level of 99.9 % and all dimensions of social
shopping behavior have positive and significant relation with cloth fashion mind involvement.

5. Conclusion

Findings from the data analysis imply that the need for uniqueness has the great impact on fashion
clothing involvement. Need for uniqueness may appear in fashion apparel. One of the ways of
uniqueness is to wear unique clothes and it shows the personality of the consumer; if individuals do
not have enough own uniqueness feeling, such feeling make them to do activities like buying clothes
according to new fashions to compensate for this unfortunate situation. This type of consumers
require more freshness and complexity, therefore it shows more levels of mind involvement and with
fashion apparel. The results of this assumption are match with previous researches (Halepete et al.,
2009). Another effective component on mind involvement with fashion apparel is materialism.
People who are more materialistic give more value to the goods consumed socially and obviously; the
fashion apparel is categorized in this type of products. According to materialistic people since they
pay more attention on ownership and appearance, they get more involved with fashion apparel, which
confirms most of previous researches (O’Cass, 2001, 2002, 2004; Browne & Kaldenberg, 1997,
Hourigan & Bougoure, 2012).

On the other hand, the conceptual model of the research, Fashion social shopping behavior has been
studied by its five dimensions as the consequences of mind involvement with fashion apparel. Results
have shown that people with higher levels of fashion clothing involvement feel more need for
exchange of information about fashion, and have social interactions. In the meantime, fashion
clothing involvement with fashion apparel has the most impact on opinions. Consumers with high
level of mind involvement believe when they wear new type of clothes and share their purchase
information with others, they get praised by them. They are interested in influencing others by
interpersonal conversations with others. Three factors of social pursuit, social ties and purchase afford
in terms of rate of being influenced from mind involvement with fashion apparel is placed in next
order and in terms of the intensity of the relationship with mind involvement and the greatness of
regression coefficient approximately are at the same level.

Consumers with higher level of mind involvement with fashion apparel search for information about
fashions and the popular products among others. Awareness about what others buy, direct them in
decision making of what to purchase. These individuals during purchase devote more time for
togetherness and interactions with close friends and family, these interactions inspire the consumers’
positive feelings of pleasure, entertainment and recreation. Consumers with higher levels of mind
involvement tend to be considered by sellers and to have relation with them, to feel respected and
strength.
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New social relations as the fifth dimension social shopping behavior have a direct relation with the
level of mind involvement. People, who have more mind involvement with fashion apparel, tend
more to make new friends during purchase process. No direct research about the relation between
mind involvement with fashion apparel and fashion social shopping behavior has been done. Some of
previous researches studies indirectly about the impacts of mind involvement with fashion apparel on
some components of fashion social shopping behavior. Later, we will point out some of them. Tigert
(1976) believes that consumers who have high mind involvement with fashion apparel are highly
considerable in fashion industry. They are the leaders of fashion and the first people who try the
products and have personal relations about fashion. In another research, four components of pleasure
seeking identity of the buyer, ongoing search for information, spokesperson in the market were
considered as the consequences of mind involvement with fashion apparel (Hourigan & Bougoure,
2012); which can the seal of approval on all sub-hypothesis of the present research.
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