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Information search and product knowledge: Differences between 

shopaholics and general shoppers in Britain and Taiwan 

 

Abstract 

This study examines shopaholics in Britain and Taiwan, focusing on the role of 

information search and product knowledge. Specifically, we compare the levels of 

compulsiveness in shopaholics in both nations and seek to explain why, in 

comparison to normal shoppers, such individuals require less information about the 

products they buy. The article reports two online studies designed to address these 

issues. The first study showed that shopaholics in Taiwan scored higher on measures 

of compulsive buying than those in the United Kingdom and, in contrast to their 

British counterparts, they were more knowledgeable about products than normal 

shoppers. The second study showed that, for luxury products, poor knowledge 

increased the need for information and that shopaholics’ lower need for information 

could be partially explained by their better product knowledge. For non-luxury 

products, poor knowledge did not increase the need for information. Implications of 

these findings for the design of website advertisements are discussed and related 

suggestions are provided for future research.   

 

Keywords: Shopaholics, compulsive buying, information search, product 

knowledge, cross-cultural comparison 
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Introduction 

Shopping disorder has received considerable research attention in recent decades 

and has been discussed extensively in the literature under a variety of names, 

including oniomania, compulsive shopping, shopaholic behaviour, buying mania and 

addictive buying. Essentially its symptoms are characterized by “excessive shopping 

cognitions and buying behaviour that leads to distress or impairment” (Black, 2007, 

p.14). Studies have examined a wide range of psychological variables associated with 

the disorder, such as self-image, low self esteem, depression and anxiety (e.g., Faber 

& O'Guinn, 1992; Faber, 2004; Shahjehan, Qureshi, Zeb & Saifullah, 2012), eating 

disorder symptoms (e.g,, Claes & Bijttebiera, Mitchell, de Zwaan & Muellerc, 2011), 

and self-regulatory failure (e.g., Claes, Bijttebier, Van Den Eynde, Mitchell, Faber, de 

Zwaan & Mueller, 2010). Compulsive buying behaviour has also been investigated as 

an individual difference variable that affects people across situations (e.g., Goldsmith, 

Flynn & Clark, 2012). Focusing on differences in relation to culture, the present study 

falls into the latter category. 

The examination of cultural influences in consumer behaviour has been the focus 

of much research attention in recent years. This has been largely motivated by the 

ever-expanding globalized marketplace brought about by e-commerce (Liu, 2010). 

One striking observation in this context has been the dramatic rise in the purchase of 

luxury goods in the Far East. For example, LVMH (Louis Vuitton Moet Hennessy), 

which is engaged in the business of production and retailing of luxury goods, reports 

that, in Asia, their progress year on year demonstrates their success in increasing the 

number of consumers in the region who are accessing the luxury goods market and 

recognizing quality. In 2009, the Asia Pacific HNWI (High Net Worth Individuals) 

population rose 25.8% overall to three million, catching up with Europe for the first 

time. In 2009, the Asia-Pacific region contained eight of the 10 economies with the 
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highest growth in HNWI population, led by Hong Kong. The other Asia-Pacific 

economies in the global top 10 list were India, Taiwan, Australia, Singapore and 

Indonesia, in that order (Datamonitor, 2010). By geographic region of delivery, the 

contribution of Europe (excluding France = 12%) remained stable at 21%, while that 

of Asia (excluding Japan = 8%) rose by 2 points to 27% in 2011 (LVHM, 2011). 

Relatively speaking, the market for luxury goods is much bigger in Asia. Why should 

this be? 

One possibility is that it relates to Wong and Ahuvia’s (1998) assertion that 

Confucian societies place more emphasis on the importance of displaying ownership 

of products that are fashionable or symbolic of high status than Western societies do. 

This claim is based on the fact that East Asian societies share a collective cultural 

tradition, which leads to an interdependent understanding of the self that stresses 

social roles and public perceptions as pivotal to one’s identity, and, in turn, leads to 

the Asian focus on face (Ho, 1976). According to Redding and Ng (1983), this 

concept causes an increased concern about how one is perceived by others and with 

the preservation of one’s social standing. The aspect of face applicable to materialism 

is referred to as mien-tzu, which represents a “reputation achieved through getting on 

in life through success and ostentation” (Hu, 1944, p.45). As pointed out by Zheng 

(1992, p.110-112), the need to uphold mien-tzu in Asian societies produces 

perpetually increasing beliefs regarding the possessions that are required to preserve a 

socially acceptable appearance, and when “super-achievers begin their conspicuous 

consumption, the effects cascade down to people in middle and lower class segments, 

who feel the pressure to keep up”. This kind of situation clearly has the potential to 

lead to considerable social anxiety among Asian people (Abe, Bagozzi & Sadarangani, 

1996), an anxiety that they would strive to reduce. Therefore, buying luxury goods in 

these circumstances could be interpreted as a coping strategy.  
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Hofstede (1980, 2005) provided the theoretical foundation for the examination of 

culture driven behaviour, identifying five dichotomous dimensions (i.e., 

individualism-collectivism, power distance, masculinity-femininity, uncertainty 

avoidance and long term orientation) to account for differences in core values. This 

approach has been extensively used by consumer researchers to explain and predict 

behaviour (e.g., Aaker & Maheswaran, 1997; Aaker & Schmitt, 2001; Albers-Miller & 

Gelb, 1996; Blodgett, Hill &Bakir, 2006; Dawar & Parker, 1994; Han & Shavit, 1994; 

Jap, 2010; Kim & Markus, 1999; Watchravesringkan & Yurchisin, 2007). Jap (2010), 

for example, utilized the concept of face and two of Hofstede’s original dimensions to 

formulate research questions regarding Chinese attitudes toward global brands. 

Specifically, he explored how face culture and Hofstede’s power distance (i.e., the 

extent to which subordinates expect and accept power inequality) and 

individualism-collectivism (i.e. the relative extent to which people value themselves and 

their groups/organizations) concepts influence Chinese consumption attitudes toward 

global brands. He found these concepts to have a strong influence on purchasing 

perceptions. For example, in terms of the face concept, respondents perceived that the 

consumption of global brands would attract more direct and immediate attention, 

recognition, acceptance and respect. In terms of power distance, most respondents 

thought that buying global products would enhance their social status. Similarly, in 

relation to individualism-collectivism, most respondents wished to follow the herd, owing 

to a need to conform to in-groups, or a desire for social acceptance and recognition, or a 

lack of knowledge.       

We should note that, despite its popularity and support, Hofstede’s approach has 

been criticised on two grounds. First, recent research (e.g., Bearden, Money & 

Nevins, 2006; Sharma, 2010; Triandis & Gelfand, 1998) has identified additional 

intricate, multidimensional structures to replace the previously assumed bipolar 
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dimensions. The dimension of individualism-collectivism has generated the most 

criticism in this respect (Briley, 2009; Oyserman, Coon & Kemmelmeier, 2002). 

Second, cultural values can change over relatively short periods of time (Briley, 

2009) and, like all judgments and decisions (Lichtenstein & Slovic, 2006; 

Loewenstein, 2007, Plous, 1993), they show dependence on context and method of 

elicitation. For example, Briley and Aaker (2006) found the influence of cultural 

knowledge on judgments to be at its most powerful when responses are automatic 

and to be at its weakest when participants deliberate before responding.  

These criticisms suggest that Hofstede’s (1980, 2005) approach requires 

elaboration rather than dismissal. It remains relevant to the aims of our present study. 

More specifically, it implies that levels of compulsiveness in British and Taiwanese 

shopaholics may differ. We examined whether they do and sought to interpret why, 

in comparison to normal shoppers, shopaholics may require less information about 

the products they buy. 

Conceptual Framework and Development of Hypotheses 

The present study takes account of the above evidence in its formulation of 

research questions regarding potential differences in compulsive buying among 

individuals from the Far East and Britain. Indeed, there are important commonalities 

among the variables associated with compulsive buying behaviour and consumer 

purchasing in Asia. One such commonality relates to the findings that compulsive 

buyers (i.e. shopaholics) from Western and Eastern nations (O’Guinn & Faber, 1989; 

Lo & Harvey, 2011) tend to purchase luxury goods. Other associations are that, in 

both situations, the buying is linked to the self concept and is a coping mechanism 

(e.g Hofstede, 1980; Zheng, 1992). 

 Accordingly, our first research question focuses on whether or not shoppers are 

more compulsive in Taiwan than in Britain. We suspect that they will be so, given 
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that they are susceptible to additional triggers, such as those arising from Hofstede’s 

power distance and individualism-collectivism concepts discussed above. Indeed, in 

Hofstede’s early work, Taiwan was rated as a medium/high power distance culture 

and a high collectivist culture whereas Britain was rated as a low power distance 

culture and one of the highest individualistic cultures. Furthermore, we would not 

expect the criticisms of Hofstede’s approach, in relation to the dynamic and 

context-driven nature of cultural influence to affect this factor, given Jap’s (2010) 

recent support for these concepts in similar circumstances and given that the absence 

of situational influences in the present study is likely to heighten culture-driven 

cognitions (Briley, 2009). Therefore, this study tested the following hypothesis: 

H1: Taiwanese shopaholics are prone to be more compulsive than British 

shopaholics. 

  In relation to compulsive buying behaviour, the present study is also 

concerned with the search for product information and levels of product knowledge, 

and how these cognitive components might vary between the two nations. We suspect 

that shopaholics are likely to have accumulated greater product knowledge than their 

non-compulsive counterparts. Shopaholics may have particularly extensive 

knowledge about certain brands within the class of products that they are driven to 

buy and they may base their buying decisions on their loyalty to those brands, 

satisfying both extrinsic (e.g., functional benefits) and intrinsic (e.g., self-identity and 

self-image) needs (Liu, 2010). However, this enhanced knowledge is likely to be 

product and gender specific because female shopaholics tend to spend more on 

clothes and jewellery while male shopaholics tend to spend more on cars and 

electronics (O'Guinn & Faber, 1989), and they both buy items that they associate with 

designer products and prestigious brand names (Lejoyeux et al., 2007; Lo & Harvey, 

2011). Thus shopaholics are likely to accumulate greater knowledge of certain 
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specific products than general shoppers. Furthermore, given the additional cultural 

triggers discussed above, Taiwanese and British shopaholics are also likely to be 

different in their knowledge of such products. Thus, we tested: 

H2: Shopaholics tend to accrue greater knowledge of luxury products than 

general shoppers. 

H3: Taiwanese shopaholics tend to accrue greater knowledge of luxury products 

than British shopaholics. 

Although previous studies have shown that shopaholics focus on particular 

categories of product and certain brands within those categories, we still do not know 

how much knowledge they have of what they buy or why they spend less time 

seeking information about products. Previous literature on the relationship between 

information search and knowledge has focussed only on ordinary shoppers. This 

research has produced contradictory findings, with results variously indicating 

negative relationships (e.g., Coupey, Irwin & Payne, 1998), positive relationships (e.g., 

Punj & Staelin, 1983) and inverted -U- functions (Brucks, 1985; Gursoy, 2003; 

Johnson & Russo, 1984).  

Gursoy and Mcleary (2004) suggest that the mixed findings have resulted from 

the treatment of prior knowledge as a single dimensional construct, rather than a two 

dimensional one. According to Alba and Hutchinson (1987), prior knowledge consists 

of both familiarity and expertise, with the former representing subjective knowledge 

gained in the early stages of learning and the latter representing objective knowledge 

gained in the later stages of learning. High objective expertise has also been found to 

facilitate the acquisition of new information into memory, permitting such consumers 

to use information more efficiently (Brucks, 1985) with little cognitive effort (Cowley 

& Mitchell, 2003). Given this evidence, it seems plausible that shopaholics, with their 

higher levels of objective expertise, spend less time searching for information about 
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products than normal shoppers owing to highly organized product-related knowledge 

structures. However, as discussed above in relation to H2 and H3, this is more likely 

to be the case with luxury products and in Taiwanese culture. 

In any case, information search is an important step in consumers’ buying 

processes. It allows them to develop knowledge about brands and products. They can 

then use this knowledge to interpret product information, and to make choices. The 

need for information is related to whether the level of current knowledge is sufficient 

to make purchasing decisions. If it is insufficient, additional information may be 

sought. Relevant knowledge includes existing brand loyalties and the characteristics 

of the alternative products.  

These considerations led us to address the following questions. Do shopaholics 

seek less information about brands or products than normal shoppers? In other words, 

does an individual’s product knowledge mediate the effects of compulsive buying 

behaviour on need for information? Do product knowledge and need for information 

differentiate shopaholics from general shoppers, and does the significance of these 

cognitive factors vary according to culture? Based on the above considerations, we 

expected that the relations between product knowledge and need for information will 

differentiate shopaholics from general shoppers. These two elements will also vary 

between Taiwanese and British. Additionally, existing product knowledge may assist 

shoppers in making decisions about their information searching behaviour. As 

mentioned earlier, we assumed that shopaholics are likely to accrue greater 

knowledge of luxury products than general shoppers. Thus, this existing product 

knowledge may mediate the effects of compulsive buying behaviour on need for 

information. Therefore, we tested:  

H4: Shopaholics have greater product knowledge and need less information than 

general shoppers. 
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H5: Product knowledge and need for information will vary according to product 

category and culture. For luxury products (but not mundane ones), lower 

product knowledge will increase information search. However, those 

products perceived as luxury ones will vary according to culture. 

H6: Product knowledge mediates the effects of compulsive buying behaviour on 

need for information in a way that varies across culture and product category. 

Specifically: 

a: Compulsive buying behaviour affects consumers’ product knowledge. 

b: Abundant knowledge reduces need for information. 

c: Compulsive buying behaviour affects need for information after 

controlling for the effects of product knowledge. 

 Methodology 

To test our hypotheses, we examined decisions made by shopaholics and general 

shoppers within a web-based simulated shopping environment (Maimaran & Wheeler, 

2008; Lo, 2009; Lo & Harvey, 2011). In two studies, British and Taiwanese 

respondents were gathered over one month via the Internet. Web-links for the two 

experiments were placed on several Taiwanese and British discussion forums and 

web-based experiment websites (college subject pools, the Google discussion forum, 

the Yahoo knowledge forum, community overview-ebay, the campus discussion 

forum, online psychology research UK and psychological research on the net). In each 

study, participants were informed that, by registering and participating in the entire 

experiment, they would be entered in a prize draw lottery. Winners were notified by 

email. 

 Faber and O’Guinn’s (1992) Compulsive Buying Scale (CBS) was used to 

distinguish shopaholics from the general population. This consists of seven items, and 

uses a 5-point Likert scale to assess frequency or degree of agreement with statements 
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such as: “If I have any money left at the end of the pay period I just have to spend it.” 

Two of the seven items pertain to emotional reactions to shopping (e.g., make oneself 

feel better or feeling anxious when not buying). The remaining five relate to financial 

aspects of buying. The seven items represent specific behaviours, motivations and 

feelings associated with compulsive buying. The total scores can be expressed as the 

probability of being in the shopaholic group. Alternatively, a cut-off point ≤ -1.34 can 

be used to identify whether an individual is a member of the shopaholic group or the 

general population comparison group (Faber & O'Guinn, 1992). 

The self-assessment scale of Faber and O'Guinn (1992) is designed to identify 

people who are driven to buy in order to make themselves feel better. Arguably, there 

are problems with this approach. However, several studies (e.g., Magee, 1994; Faber, 

Christenson, Zwaan & Mitchell, 1995; Roberts, 1998; Roberts & Jones, 2001) have 

shown that Faber and O’Guinn’s (1992) CBS is a reliable screening device and that it 

distinguishes between shopaholics and the general population reasonably well. The 

scale has also been externally validated against shopping behaviours characteristic of 

compulsive buying by Lo and Harvey (2011).  

Besides being used as a screening device to distinguish normal from compulsive 

shoppers, the CBS scale can be used in a more continuous fashion to assess the degree 

to which an individual is prone to compulsive shopping behaviour. It was used in both 

these ways in our studies. 

Study 1 

Participants 

Respondents who failed to complete the experiment or had completed it 

previously were categorized as invalid. The total number of British respondents (707) 

included 536 valid ones (76%) and 186 invalid ones. The total number of Taiwanese 

participants (250) consisted of 203 valid ones (81%) and 47 invalid ones. The valid 
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British respondents were 39% male and 61% female and 12.13% were shopaholics 

(4.29% Male and 7.84% Female). Most annual incomes of British shopaholics were in 

categories £ 9,999 and below (56 of 65). The valid Taiwanese respondents were 43% 

male and 57% female and 15.76% were shopaholics (7.39% Male and 8.37% Female). 

The monthly income of most Taiwanese shopaholics was either in below NTD 25000 

(i.e., approx. £531) category or in the “NTD 35001-45000 (i.e., approx. £745-£957)” 

category. 

Both samples had demographic characteristics that are consistent with the 

literature: compulsive buying behaviour tends to be restricted to middle-income or 

low-income individuals (Faber et al., 1987; Faber & O'Guinn, 1992) and women tend 

to exhibit it more often than men (O'Guinn & Faber, 1989; Schlosser et al., 1994).  

With regard to compulsive buying, Taiwanese shopaholics (M = -3.46) tended to 

be more compulsive than British shopaholics (M = -2.54; t (95) = 4.01, p<.001, 

two-tailed). This finding supports H1.  

Research Design 

The first study used matching tasks (Figure 1). Twenty items that included 

handbags, shoes, laptops, digital cameras and similar products were used to test 

participants' product knowledge. Participants had to match one of four descriptions 

with one aspect of the product as follows: 1) a product with one of four descriptions; 2) 

a brand logo with one of four brand names; or 3) a product with one of four brand 

names. The first type of matching consisted of three luxury products and 11 

non-luxury products. The second and the third types of matching comprised six 

luxury items (type II: 3 items, type III: 3 items). Thus, the total of 20 items consisted 

of 11 non-luxury items and 9 luxury items presented in random order. If participants 

gave the correct answer, they scored one point. If they gave an incorrect answer, they 

lost one point. They did not learn about their scores during the task but their final 
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score was shown to them immediately after they had finished it (Figure 1). 

--------------------------- 

Figure 1 about here 

--------------------------- 

Results 

To address the second and the third hypotheses, an analysis of variance was used 

to examine the effects of compulsive shopping behaviour and nationality on 

knowledge of luxury goods and to investigate whether there was any interaction 

between these variables. Compulsive shopping behaviour (F (1,735) = 51.59, p<.001, 

ω2= 0.02)1, nationality (F (1,735) = 72.52, p<.001, ω2= 0.04) and their interaction (F 

(1,735) = 55.86, p<.001, ω2= 0.02) all had significant effects on shoppers’ knowledge 

of luxury products. As predicted by H3, Scheffé’s test indicated that Taiwanese 

shopaholics (M = 0.667) had better knowledge of luxury goods than British 

shopaholics (M = 0.368). This test also indicated that Taiwanese shopaholics had 

more knowledge than Taiwanese normal shoppers (M = 0.393). However, there was 

no significant difference in product knowledge between Taiwanese normal shoppers 

and both British shopaholics and British normal shoppers (M = 0.373; Figure 2). Thus, 

our findings supported H3 and partially supported H2. 

-------------------------- 

Figure 2 about here 

-------------------------- 

Study 2 

Study1 showed that Taiwanese shopaholics had more knowledge about products 

than the other groups under consideration. In this second study, we addressed the 

remaining three hypotheses (H4 - H6). This involved investigating the relationship 

between participants' existing knowledge about products and their need for 

 
1 ω2 ≧ 0.01 indicates small; ω2≧ 0.059 indicates medium; ω2≧ 0.138 indicates large (Kirk, 1996). 
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information about the same products. We examined whether this relationship depends 

on the category of product and whether it differs between shopaholics and normal 

shoppers.  

We used four types of product2. They varied in whether they represented luxury 

products, mundane functional products, or products that were of somewhat ambiguous 

status. We define luxury products in terms of three criteria: they are expensive; they 

are associated with desirable brands; and their basic function can be accomplished by 

much cheaper alternatives. Products associated with one of the brands (Louis Vuitton 

bags) clearly fulfilled these criteria: they were unequivocally luxury products. Those 

associated with two other brands (Nike sports shoes; Canon digital cameras) did not: 

they represented relatively functional products that provide reasonably good value for 

money. The status of the Sony products is more ambiguous. The Sony brand is 

generally regarded as desirable, with some of its sub-brands (e.g. Vaio lap-top 

computers) especially so. Also, in relation to the alternatives, Sony products are not as 

expensive as Louis Vuitton bags are. If these products are regarded as luxuries, the 

pattern of results obtained for them will be similar to that obtained for Louis Vuitton 

bags. However, if they are not perceived in that way, the pattern of results will be 

more like that obtained for Nike sports shoes and Canon digital cameras.   

We expected that, in the absence of financial constraints, our participants would 

be especially interested in buying luxury brands and that evidence of this would be 

greater in a Taiwanese sample (Wong & Ahuvia, 1998; Lo & Harvey, 2011) and in 

shopaholics (O’Guinn & Faber, 1989; Lo & Harvey, 2011). If all or most of those in a 

 
2 We selected two of the 11 non-luxury product series (i.e., Nike shoes series, Canon digital camera 

series) and two of the nine luxury product series (i.e. Louis Vuitton bag series, Sony series) from those 

that were used in Study 1. Each series comprised three products. Then we carried out a pre-test. For 

each of the 12 products, 45 participants were given brief descriptions and asked to rate them on both a 

luxury scale (e.g., conspicuousness, uniqueness, quality) (Vigneron & Johnson, 2004) and a utilitarian 

scale (e.g., effective, useful, functional, necessary) (Gammoh, Voss, & Chakraborty, 2006; Voss, 

Spangenberg, & Grohmann, 2003; Okada, 2005). The Nike series and Canon series were clearly 

identified as functional items. The Louis Vuitton bag series were identified as luxury items but products 

in the Sony series were seen as ambiguous. 
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sample are interested in buying a product, we can expect that those with little 

knowledge will want much more information and only those with plenty of 

information already will not want more. Thus we expect this relation to appear for 

Louis Vuitton bags and, possibly, for Sony products. 

In contrast, if all or most of those in a sample is not interested in buying a 

product, they will not want more information about it whatever their level of current 

knowledge: as a result, there will be no relation between current level of knowledge 

about a product and judged sufficiency of the information provided about it. This is 

what we expect to find for Nike shoes and Canon digital cameras. 

For Sony products, there may be a difference in the relationship between product 

knowledge and need for information in the Taiwanese and British samples. If 

Taiwanese participants are more materialistic (Wong & Ahuvia, 1998), many more of 

them may treat Sony products as luxury items. As a result, the relation between 

product knowledge and need for information may be similar to that obtained for Louis 

Vuitton bags for this group. In contrast, for British participants, it may be closer to 

that expected for Canon digital cameras and Nike sports shoes.  

For the reasons we outlined earlier, we expect that, compared with normal 

shoppers, shopaholics will have greater knowledge of luxury products and will be less 

likely to need additional information before buying them. If we obtain this pattern of 

results, we shall carry out mediation analyses to assess the extent to which their lack 

of need for additional information is mediated by their superior product knowledge. 

We do not expect shopaholics to differ from normal shoppers in their knowledge of 

non-luxury products. However, considering the brand perceptions of different 

nationalities, predictions for Sony products are less easy to formulate.       

Participants 

Samples of respondents were gathered over a period of 40 days. In order to 
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control participants’ knowledge, an invitation email was used to recruit participants 

who had participated in the Study 1. Participants were informed that, if they 

participated in the experiment, they would have a chance to win an 8G USB memory 

stick. The winners were notified by e-mail. Data were gathered from individuals who 

registered their email and had completed Study 1. The samples were again drawn 

from Taiwanese and British populations. Data from 125 British participants were 

collected. There were 89 valid data sets (71%) and 36 invalid data sets. The 130 

Taiwanese respondents comprised 93 valid respondents (72%) and 37 invalid ones. 

The valid British respondents were 43.8% male and 56.2% female. The 

percentage of the British shopaholics in this experiment was 17.98% of which 5.62% 

were male and 12.36% were female. Annual incomes of shopaholics were in 

categories £ 9,999 and below (16 of 16). The valid Taiwanese respondents were 

62.4% male and 37.6% female. The percentage of shopaholics was 18.28% of which 

6.45% were Male and 11.83% were Female. The monthly income of most shopaholics 

was either in the “NTD 35001-45,000” category (5 of 17) or in the “NTD 

45001-55000” category (5 of 17).  

 In this study, the difference in CBS score between Taiwanese shopaholics (M = 

- 2.88) and British shopaholics (M = -2.45) was in the expected direction but was both 

numerically smaller than before and failed to reach significance. We suspect that this 

was primarily due to the fact that an invitation email to participants who had been in 

the first study was used for recruitment. It is likely that this made shopaholics 

sensitive to our focus on their problem. As a result, those who were more affected by 

it were less willing to participate in another experiment. 

Research Design 

Faber and O’Guinn’s (1992) CBS scale was again used to distinguish compulsive 

from non-compulsive shoppers. In the experiment, there were two tasks: judgments of 
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the need for information when buying products, and a product knowledge test. The 

first judgment task was designed to examine need for information. We asked 

participants to imagine they were considering purchasing the products shown in an 

online shop. There were four series of products (Louis Vuitton bag series, Nike shoes 

series, Canon Digital Camera series, and Sony series). Each series comprised three 

products. For each of the 12 products, participants were given brief descriptions and 

asked to rate whether the information they had was sufficient (Figure 3).  

The second part of the study comprised two types of matching task. We used the 

same 12 products and selected different descriptions to test participants’ product 

knowledge. For the bag series, shoe series and camera series, participants matched 

products to their descriptions. For Sony series, they decided whether the descriptions 

had been correctly matched with products (Figure 4)3. 

------------------------------------ 

Figures 3 and 4 about here 

------------------------------------ 

Results 

We consider whether shopaholics and normal shoppers differ in their need for 

product information, whether they differ in their product knowledge, and whether 

differences in their knowledge provide a complete explanation for differences in their 

need for product information. 

Relations between need for product information and product knowledge. A 

separate three-way ANOVA was carried out for each of the four product categories on 

the need for information (Figure 5). Independent variables were shopaholics versus 

normal shoppers, English versus Taiwanese participants, and whether current product 

 
3 The design of the task for the Sony series differed from that of the other series because the three 

Sony products came from different product categories (laptop, DVD player and Camcorder). 

Identifying descriptions was more appropriate for testing participants' product knowledge in this 

situation. 
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knowledge was correct or incorrect4 (2x2x2).  

 Poor knowledge of Louis Vuitton bags increased the need for information about 

them. The need for information was judged to be lower when participants already had 

a good knowledge of products than when they did not (F (1, 174) = 39.44, p < .001, 

ω2 = 0.095) and when they were shopaholics than when they were not (F (1, 174) = 

65.72, p < .001, ω2 = 0.16). 

The difference between shopaholics and normal shoppers was, on average, larger 

in the British sample (F (1, 174) = 15.30, p < .001, ω2 = 0.04). Furthermore, when 

knowledge of these products was poor, Taiwanese people had a greater need for 

knowledge about them (F (1, 174) = 8.19; p < .01, ω2 = 0.02). This is consistent with 

their greater need to buy them.  

These findings imply that poor knowledge of bags increased the need for 

information about bags. This is what we would expect to find when participants are 

interested in purchasing products. When people are interested in buying things, they 

want to reduce their ignorance about them and, when they are more interested in 

buying them, they are keener to reduce that ignorance. Louis Vuitton bags were 

luxury goods that British and, to an even greater extent, Taiwanese participants were 

interested in buying. 

For Sony products, there was a main effect of product knowledge ((F (1, 174) = 

6.32; p < .05, ω2 = 0.02) and an interaction between this variable and nationality (F 

(1,174) = 9.95, p = .002, ω2 = 0.04). For Taiwanese but not for British participants, 

poorer knowledge of Sony products led them to want additional information, whereas 

good knowledge of Sony products led them judge the provided information to be 

sufficient (Figure 5). Thus, for Taiwanese participants, the pattern for Sony products 

 
4 In each product category, each participant could be correct on zero, one, two, or three items. For each 

category, a K-Means clustering analysis showed that participants could be significantly partitioned into 

incorrect and correct knowledge groups by classifying those with an average score of less than two 

points in the former group and the remainder in the latter one. 
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followed that found for Louis Vuitton bags. This is consistent with Taiwanese 

participants considering Sony products as luxury purchases. 

For Nike shoes, there were main effects of nationality (F (1, 174) = 19.19, p 

< .001, ω2 = 0.08) and whether shopping was compulsive (F (1, 174) = 20.88, p 

< .001, ω2 = 0.09), together with an interaction between these variables (F (1, 174) = 

12.52, p < .001, ω2 = 0.05). This interaction arose because, in comparison with 

Taiwanese shopaholics, British shopaholics who had a poorer knowledge of the 

products were more likely to deem that information sufficient (Figure 5). 

Finally, for Canon digital cameras, results showed that shopaholics needed 

significantly less information than normal shoppers whatever their level of knowledge 

about those products (F (1, 174) = 20.94, p < .001, ω2 = 0.096). This implies that 

shopaholics do not care as much about the characteristics of these products as normal 

shoppers (Figure 5). 

We can summarise the above results as follows. First, for unambiguously luxury 

products (Louis Vuitton bags), people who had lower product knowledge wanted 

more information. Second, this same pattern was found for Sony products in Taiwan, 

a finding that implies that they are treated as luxury products in that country. In other 

words, these two outcomes indicated that the relations between product knowledge 

and need for information varied according to culture and product category. Thus H5 

was supported. Third, shopaholics generally required less information about products 

than normal shoppers and this was particularly true of those who were British. This 

outcome supports H4. 

---------------------------------- 

Figure 5 about here 

---------------------------------- 

The effects of compulsive buying behaviour on need for information: A 

mediated effect of product knowledge. The above results show that shopaholics 
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needed little information about products. However, it would be useful to identify the 

causal paths between need for product information, product knowledge, and 

compulsive buying behaviour. 

Mediation analysis (Baron & Keeny, 1986; Judd & Keeny, 1981; Kenny et al, 

2003) was used to clarify the extent to which reduced need for information can be 

explained in terms of greater knowledge. To test for mediation, a number of 

regression models were estimated. To identify the degree of mediation, we first 

regressed the need for information on to CBS score, then regressed product 

knowledge on to CBS, and finally regressed need for information on to both product 

knowledge and CBS score. The degree to which the influence of CBS score on need 

for information is reduced when accounting for the influence of product knowledge 

expresses the degree of mediation.  

The results of these regression analyses are shown in the upper panel of Figure 6 

for the UK sample. Product knowledge of LV bags did partially mediate the influence 

of the CBS score on need for information. Thus, (a) the CBS score predicted product 

knowledge (F(1,87)=9.49, regression weight = -.17, p< .01); (b) the CBS score 

predicted need for information (F(1,87)=117.89, regression weight = -.34, p< .001) (c) 

product knowledge predicted need for information (F(1,87)=16.62, regression weight 

= .33, p< .001) and (d) the influence of the CBS score on need for information 

dropped significantly when controlling for the effect of product knowledge (F(1,86) = 

6.53, regression weight = -.32, p=.013). Thus, product knowledge partially mediated 

the relationship between the CBS score and need for Louis Vuitton bag information. 

However, the mediation, though significant, is not large. 

For other products, the mediation model showed that there was no significant 

relationship between need for information about them and existing knowledge about 

them. Thus, mediation of the relation between participants’ need for information and 
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their CBS score by their current knowledge about those cameras was not possible. For 

such products, participants with a greater compulsive buying tendency needed less 

information whether they had greater product knowledge or not.  

Overall this analysis indicates that, for some product categories, British shoppers' 

product knowledge partially mediates the effects of compulsive buying behaviour on 

need for information. This result is consistent with H6. 

---------------------------------- 

Figure 6 about here 

---------------------------------- 

Results of the mediation analysis for the Taiwanese sample are shown in the 

middle and the lower panels of Figure 6. Product knowledge of LV bags did partially 

mediate the influence of the CBS score on need for information. Thus, (a) the CBS 

score predicted product knowledge (F(1,91)=48.21, regression weight = -.26, 

p< .001); (b) the CBS score predicted need for information (F(1,91)=35.32, 

regression weight = -.26, p< .001); (c) product knowledge predicted need for 

information (F(1,91)=53.02, regression weight = .68, p< .001) and (d) the influence 

of the CBS score on need for information dropped significantly when controlling for 

the effect of product knowledge (F(1,90)=20.39, regression weight = -.13, p<.001). 

These findings suggest that product knowledge about LV bags is strongly related to 

the need for information about them (regression weight = .68), and that it significantly 

mediated the relationship between the CBS score and need for Louis Vuitton bag 

information (regression weight decreased from -.26 to -.13). This indicates that Louis 

Vuitton product knowledge helped Taiwanese shopaholics considerably reduce their 

need for Louis Vuitton bag information. 

With reference to predicting the need for Sony product information, we used the 

same measures to test for mediation. The same regression models were estimated as 

before. The results of these regression analyses are shown in the lower panel of Figure 
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6. Product knowledge of Sony products did partially mediate the influence of the CBS 

score on need for information. Thus, (a) the CBS score predicted product knowledge 

(F(1,91)=14.15, regression weight = -.16, p< .001); (b) the CBS score predicted need 

for information (F(1,91)=19.05, regression weight = -.16, p< .001); (c) product 

knowledge predicted need for information (F(1,91)=66.38, regression weight = .52, 

p< .001) and (d) the influence of the CBS score on need for information dropped 

significantly when controlling for the effect of product knowledge (F(1,90)=47.32, 

regression weight = -.08, p<.001). Taken together, these findings suggest that greater 

product knowledge about Sony products decreased the need for information about 

them (regression weight = .52) and that this significantly mediated the relationship 

between the CBS score and need for Sony product information (regression weight 

reduced from -.16 to -.08). This implies that their greater Sony product knowledge 

helped Taiwanese shopaholics to reduce their need for Sony product information. 

Finally, with reference to Nike shoes and Canon cameras, the mediation model 

showed that there was no significant relationship between need for information and 

current knowledge. Thus, mediation of the relation between the need for information 

and the CBS score by knowledge of the products was not possible. 

These findings showed that, for some product categories, product knowledge did 

partially mediate the influence of the CBS score on need for information. Thus H6 

was also supported within the Taiwanese sample. 

In summary, for luxury products (Louis Vuitton bags, Sony products in Taiwan), 

shopaholics’ reduced need for information was partially but not completely explained 

by their greater product knowledge. For non-luxury products, people with a greater 

compulsive buying tendency needed less information than normal shoppers whether 

or not they had greater product knowledge. Taken together, these results suggest that, 
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compared to normal shoppers, shopaholics were even more interested in buying 

luxury products but even less interested in mundane ones. 

Discussion 

This study extends prior research by examining the previously neglected role of 

information search and product knowledge in compulsive shoppers across two 

cultures. The novel design of the present study revealed some important insights into 

shopaholic behaviour. Additionally, while most research into shopaholic behaviour 

has emphasized the importance of distinguishing “compulsive” from 

“non-compulsive” consumption, it has not led to a better understanding of the 

underlying differences in information and knowledge between “general shoppers” and 

“shopaholics”. By employing a new methodology, this study makes an initial 

contribution to filling that lacuna. 

Information concerning products is important in helping to guide consumers in 

their choice process. Information seeking can provide them with assistance that 

enables them to make better purchasing decisions. We found that greater product 

knowledge was associated with a reduced need for information for some products but 

that culture partially determined which products these were. More specifically, they 

comprised Louis Vuitton bags for both the Taiwanese and UK samples and Sony 

products for the Taiwanese sample (Figure 5). Our interpretation was that this relation 

between product knowledge and need for information holds when most participants in 

the sample are interested in purchasing the products. In the absence of financial 

constraints and specific needs to buy products for their functional characteristics, 

people are most likely to be interested in purchasing luxury products. Taiwanese 

participants may have been more likely to consider Sony products in the luxury 

category. 

For other products, there was no relationship between product knowledge and 
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need for information. These products comprised Nike shoes and Canon digital 

cameras for both samples and Sony products for the UK sample. Our interpretation 

was that this pattern of results arose when most participants interpreted the products 

as primarily functional and were not interested in purchasing them within the 

experimental scenario.  

Why does the difference between Taiwanese and UK participants occur for Sony 

products? Laptops produced in Taiwan accounted for 86.2% of market share in the 

global market in 2006; the country is world’s largest producer of laptops (MIC, 2008). 

The laptop market is much more dynamic and competitive in Taiwan than in the UK. 

Taiwanese consumers are exposed to more information about new laptop products 

than their British counterparts. For example, there are several computer fairs, 

including local and global exhibitions, in Taiwan every year. In fact, survey data 

indicate that 56% of Taiwanese consumers obtain laptop information from computer 

fairs, and 68% of them obtain it from advertising (MIC, 2008). It is possible that the 

greater marketing effort in this more competitive environment has made Sony 

products more desirable in Taiwan than in the UK. In other words, they have a higher 

brand value in Taiwan (Liu, 2008). As a result of this, our Taiwanese participants were 

more likely to treat them like Louis Vuitton bags – as luxury products.  

Broadly speaking, a tendency towards compulsive buying appears to exaggerate 

the effects that we have described. Thus, relative to normal shoppers, those with 

higher compulsive buying tendency had an even greater knowledge of luxury 

products (Louis Vuitton bags for both samples) and even less need for information 

about them (Figure 6). Furthermore this reduced need for knowledge was partially 

determined by their greater knowledge of the products (Figure 6). For products 

regarded as more functional (Nike shoes and Canon Digital Cameras), lower need for 

information in those with a higher compulsive buying tendency was not related to any 
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greater product knowledge on their part (Figure 5). These results imply that the 

difference between shopaholics and normal shoppers depends to a large degree on 

product type. 

Shopaholics are prone to being highly materialistic (e.g., O'Guinn & Faber, 1989; 

Desarbo & Edwards, 1996; Dittmar, 2005). This may be one of the reasons for their 

well-developed product knowledge. They seek luxury products (e.g., Louis Vuitton 

bags) to satisfy their craving to buy; they accumulate abundant knowledge about those 

products.  

The symbolic meaning of highly materialistic products or luxury brands may be 

viewed by shopaholics as indicative of high social class, high achievement, a good 

quality of life, and so forth. Presumably, the acquisition of luxury or highly 

materialistic commodities may boost shopaholics’ self-esteem and maintain their 

sense of social status (O'Guinn & Faber, 1989; Zheng, 1992; Desarbo & Edwards, 

1996). Over the long term, they accumulate their high-status product knowledge. 

Those high-status products satisfy their craving and enhance their confidence in 

buying those products. Brand loyalty therefore builds up during development of their 

buying habit. As a result, they need less information on those products when they 

make their purchases. 

Wong and Ahuvia (1998) point out that consumption culture in Confucian 

societies is based on an interpersonal construal of self. Members of those societies 

tend to behave in ways that emphasize social roles and public perception. As a result, 

their consumers tend to place more emphasis on public or visible possessions than 

Western consumers. They more often use products symbolically to lay claim a 

desirable position within the socioeconomic hierarchy (Wong & Ahuvia, 1998). This 

may be why Taiwanese shopaholics are more compulsive than British shopaholics 

(Study 1). Perhaps, those high-status products provide Taiwanese shopaholics with 
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more gratification than British shoppers. As a result, they accumulate more 

knowledge about those products than British shopaholics. In terms of Wong and 

Ahuvia's (1998) argument, these cultural differences may have led to Taiwanese 

shopaholics having greater high-status product knowledge than their British 

counterparts. 

Managerial Implications 

Marketers often need to take cultural, social, and psychological factors into 

account as consumers' wants and behaviours are influenced by their cultural 

background. Understanding cultural differences, such as those identified in the present 

study, is crucial for marketers in various contexts. Customers in the Far East tend to 

place more emphasis on public or visible possessions than those in Europe and their 

buying behaviour may be more strongly linked to social class. When they select 

products and services, their choices may be more strongly linked to what they 

symbolize in terms of materialistic success. These symbolic attributes may play an 

important role in consumer decisions because the evaluation of products is typically 

the result of what they mean rather than what they do. Therefore, marketers should 

emphasise different aspects of brands in different circumstances. For example, for 

those who operate within Confucian societies, it may be prudent to employ indirect, 

emotional appeals which symbolize the materialistic success associated with owning 

the product under consideration, as opposed to direct, Western-style, rational appeals 

which often emphasise the functional benefits of a product.  

 Additionally, marketers should pay special attention to how the way in which 

information is communicated affects consumers’ impressions of products. For 

instance, using a strategy of sensory marketing (Krishna, In Press), website 

advertisements, should make good use of imagery. As pointed out by Hawkins, Best 

and Coney (1998, p.308), picture images have a “learned meaning beyond their direct 
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representation of reality. A picture is worth a thousand words not just because it may 

convey reality more efficiently than words but because it may convey meanings that 

words cannot adequately express”. This may be particularly relevant for consumers 

with a tendency towards compulsive buying (such as those influenced to a greater 

extent by Confucian values), who are unlikely to be enticed by extensive amounts of 

written information. 

 The present results also have important implications for product positioning. 

Specifically, the observed difference between Taiwanese and UK participants for 

Sony products suggests that a product that is middle-of-the-road in the West may be 

perceived as a luxury product in the East. If this is the case, it may be highly 

profitable for similar products to position themselves as upmarket ones in the East.   

 With reference to psychological factors, shopaholics typically differ from other 

shoppers in various ways, such as having a more materialistic attitude. Our findings 

show that they also have a greater knowledge of luxury brands. They may acquire this 

knowledge incidentally because such products provide them more reward. Thus, 

global luxury retailing could recognise this superior knowledge in their designs and 

advertising to attract these consumers in particular. Marketers may also benefit from 

studying different types of shoppers and use these characteristics to segment their 

markets by using different brand names, such as Prada and Miu Miu. 

On the negative side, our findings suggest that compulsive shopping is more of a 

problem in the East than in the West. Given the current economic and political 

changes in the East, which have resulted in vast discrepancies between rich and poor, 

compulsive shopping behaviour could well become an increasingly serious problem in 

the East, causing distress and misery for millions of individuals. Furthermore, the 

inherent cultural triggers discussed above are likely to exacerbate the situation, 

making it an extremely difficult problem to tackle. Nevertheless, relevant government 



Shopaholics, Information & knowledge 28 
 

 

officials and policy makers should take steps to curb serious compulsive shopping 

behaviour by clearly communicating the potential risks associated with adhering to 

Confucian tradition. 

Limitations and Future Studies 

While we have endeavoured to ensure that the above findings have some 

generality, they are, potentially, subject to some limitations. For example, the samples 

of participants in the two countries, though similar in terms of sex ratio and real 

income, may not have been perfectly comparable. Also, in Study 2, we used an 

invitation letter to recruit participants because we intended to control participants’ 

knowledge. It is possible that this mode of recruitment selectively deterred those with 

more severe shopaholic problems. In future research, other types of recruitment would 

be preferable.  

Our participants were aware that our studies were concerned with how much 

information they needed about the products they considered. This may have 

influenced their overall level of search behaviour. However, it is unlikely that it would 

have selectively increased search for certain types of product in those with particular 

CBS scores and particular levels of product knowledge. In other words, we think it 

unlikely that the singular pattern of results that we obtained here could be explained in 

terms of demand effects. 

 Future work could focus on website design to determine whether the most 

effective styles of advertising appeal (e.g., emotional versus rational) and the most 

effective combinations of imagery and words vary across cultures and product types.  



Shopaholics, Information & knowledge 29 
 

 

References 

Aaker, J., & Schmitt, B. (2001). Culture-dependent assimilation and differentiation of 

the self. Journal of Cross-Cultural Psychology, 32(5), 561-576. Retrieved 

from http://jcc.sagepub.com/content/32/5/561.abstract 

Aaker, J. L., & Maheswaran, D. (1997). The effect of cultural orientation on 

persuasion. Journal of Consumer Research, 24(3), 315-328. Retrieved from 

http://www.jstor.org/stable/10.1086/209513.  

Abe, S., Bagozzi, R. P., & Sadarangani, P. (1996). An investigation of construct 

validity and generalizability of the self-concepts: Self-consciousness in Japan 

and the United States. Journal of International Consumer Marketing, 8(3-4), 

97-123. doi:10.1300/J046v08n03_06. 

Alba, J. W., & Hutchinson, J. W. (1987). Dimensions of consumer expertise. Journal 

of Consumer Research, 13(4), 411-454. Retrieved from 

http://www.jstor.org/stable/2489367 

Albers-Miller, N. D., & Gelb, B. D. (1996). Business advertising appeals as a mirror 

of cultural dimensions: A study of eleven countries. Journal of Advertising, 25, 

57-70. Retrieved from 

http://search.ebscohost.com/login.aspx?direct=true&db=ofs&AN=510394750

&lang=zh-tw&site=ehost-live 

Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable distinction in 

social psychological research: Conceptual, strategic and statistical 

considerations. Journal of Personality and Social Psychology, 51(6), 

1173-1182. 

Bearden, W. O., Money, R. B., & Nevins, J. L. (2006). Multidimensional versus 

unidimensional measures in assessing national culture values: The Hofstede 

VSM 94 example. Journal of Business Research, 59(2), 195-203. 

http://jcc.sagepub.com/content/32/5/561.abstract
http://www.jstor.org/stable/10.1086/209513
http://www.jstor.org/stable/2489367
http://search.ebscohost.com/login.aspx?direct=true&db=ofs&AN=510394750&lang=zh-tw&site=ehost-live
http://search.ebscohost.com/login.aspx?direct=true&db=ofs&AN=510394750&lang=zh-tw&site=ehost-live


Shopaholics, Information & knowledge 30 
 

 

doi:10.1016/j.jbusres.2005.04.008. 

Black, D. W. (2007). A review of compulsive buying disorder. World Psychiatry: 

Official Journal Of The World Psychiatric Association (WPA), 6(1), 14-18. 

Retrieved from 

http://search.ebscohost.com/login.aspx?direct=true&db=cmedm&AN=173422

14&lang=zh-tw&site=ehost-live 

Blodgett, J., Hill, D., & Bakir, A. (2006). Cross-cultural complaining behaviour: An 

alternative explanation. Journal of Consumer Satisfaction, Dissatisfaction and 

Complaining Behavior, 19(2), 103-117. Retrieved from 

http://www.highbeam.com/doc/1P3-1240552881.html 

Briley, D. A. (2009). Cultural influence on consumer motivations: A dynamic view. In 

C. Nakata (Ed.), Beyond Hofstede: Culture Frameworks for Global Marketing 

and Management (pp. 181-197). New York: Palgrave MacMillan. 

Briley, D. A., & Aaker, J. L. (2006). When does culture matter? Effects of personal 

knowledge on the correction of culture-based judgments. Journal of Marketing 

Research, 43(3), 395-408. doi:10.1509/jmkr.43.3.395.  

Brucks, M. (1985). The effects of product class knowledge on information search 

behavior. Journal of Consumer Research, 12(June), 1-16. 

Claes, L., Bijttebier, P., Eynde, F. V. D., Mitchell, J. E., Faber, R., Zwaan, M. d. et al. 

(2010). Emotional reactivity and self-regulation in relation to compulsive 

buying. Personality and Individual Differences, 49(5), 526-530. 

doi:10.1016/j.paid.2010.05.020. 

Claes, L., Bijttebier, P., Mitchell, J. E., de Zwaan, M., & Mueller, A. (2011). The 

relationship between compulsive buying, eating disorder symptoms, and 

temperament in a sample of female students. Comprehensive Psychiatry, 52(1), 

50-55. doi:10.1016/j.comppsych.2010.05.003.  

http://search.ebscohost.com/login.aspx?direct=true&db=cmedm&AN=17342214&lang=zh-tw&site=ehost-live
http://search.ebscohost.com/login.aspx?direct=true&db=cmedm&AN=17342214&lang=zh-tw&site=ehost-live
http://www.highbeam.com/doc/1P3-1240552881.html


Shopaholics, Information & knowledge 31 
 

 

Coupey, E., Irwin, J. R., & Payne, J. W. (1998). Product category familiarity and 

preference construction. Journal of Consumer Research, 24(4), 459-468. 

Retrieved from 

http://www.scopus.com/inward/record.url?eid=2-s2.0-0032346788&partnerID

=40&md5=38346390ac57f66a682a066bb868a571 

Cowley, E., & Mitchell, A. A. (2003). The moderating effect of product knowledge on 

the learning and organization of product information. Journal of Consumer 

Research, 30(3), 443-454. Retrieved from 

http://www.scopus.com/inward/record.url?eid=2-s2.0-1642580872&partnerID

=40&md5=7887cd2278431624c209411ffab596d1 

Datamonitor. (2010). LVMH Moet Hennessy Louis Vuitton SA SWOT analysis. 

Datamonitor Plc., 1-10. Retrieved from 

http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=54576907&

lang=zh-tw&site=ehost-live 

Dawar, N., & Parker, P. (1994). Marketing universals: Consumers' use of brand name, 

price, physical appearance, and retailer reputation as signals of product quality. 

Journal of Marketing, 58(2), 81-95. doi:10.2307/1252271 

Desarbo, W. S., & Edwards, E. A. (1996). Typologies of compulsive buying behavior: 

A constrained clusterwise regression approach. Journal of Consumer 

Psychology, 5(3), 231-262. 

Dittmar, H. (2005). Compulsive buying - a growing concern? An examination of 

gender, age, and endorsement of materialistic values as predictors. Brtish 

Journal of Psychology, 96(4), 467-491. Retrieved from 

http://www.ingentaconnect.com/content/bpsoc/bjp/2005/00000096/00000004/

http://www.scopus.com/inward/record.url?eid=2-s2.0-0032346788&partnerID=40&md5=38346390ac57f66a682a066bb868a571
http://www.scopus.com/inward/record.url?eid=2-s2.0-0032346788&partnerID=40&md5=38346390ac57f66a682a066bb868a571
http://www.scopus.com/inward/record.url?eid=2-s2.0-1642580872&partnerID=40&md5=7887cd2278431624c209411ffab596d1
http://www.scopus.com/inward/record.url?eid=2-s2.0-1642580872&partnerID=40&md5=7887cd2278431624c209411ffab596d1
http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=54576907&lang=zh-tw&site=ehost-live
http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=54576907&lang=zh-tw&site=ehost-live
http://www.ingentaconnect.com/content/bpsoc/bjp/2005/00000096/00000004/art00006#avail


Shopaholics, Information & knowledge 32 
 

 

art00006#avail 

Faber, R., & O'Guinn, T. C. (1992). A clinical screener for compulsive buying. 

Journal of Consumer Research, 19(3), 459-469. 

Faber, R. J., Christenson, G. A., Zwaan, M. D., & Mitchell, J. (1995). Two forms of 

compulsive consumption: Comorbidity of compulsive buying and binge eating. 

Journal of Consumer Research, 22(3), 296-304. 

Faber, R. J., O'Guinn, T. C., & Krych, R. (1987). Compulsive consumption. Advances 

in Consumer Research, 14(1), 132-135. 

Faber, R. J. (2004). Self-control and compulsive buying. In T. Kasser & A. D. Kanner 

(Eds.), Psychology and Consumer Culture: The Struggle for a Good Life in a 

Materialistic World. (xi ed., pp. 169-187) Washington, DC, US: American 

Psychological Association. 

Gammoh, B. S., Voss, K. E., & Chakraborty, G. (2006). Consumer evaluation of 

brand alliance signals. Psychology & Marketing, 23(6), 465-486. Retrieved 

from 

http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=20735590&

lang=zh-tw&site=ehost-live. 

Goldsmith, R. E., Flynn, L. R., & Clark, R. A. (2012). Materialistic, brand engaged 

and status consuming consumers and clothing behaviors. Journal of Fashion 

Marketing and Management, 16 (1), 102-119. Retrieved from 

http://www.ingentaconnect.com/content/mcb/284/2012/00000016/00000001/a

rt00006;http://dx.doi.org/10.1108/13612021211203050. 

Gursoy, D. (2003). Prior product knowledge and its influence on the traveler's 

information search behavior. Journal of Hospitality & Leisure Marketing, 

10(3-4), 113-131. doi: 10.1300/J150v10n03_07.  

Gursoy, D., & McCleary, K. W. (2004). An intergrated model of tourists' information 

http://www.ingentaconnect.com/content/bpsoc/bjp/2005/00000096/00000004/art00006#avail
http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=20735590&lang=zh-tw&site=ehost-live
http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=20735590&lang=zh-tw&site=ehost-live
http://www.ingentaconnect.com/content/mcb/284/2012/00000016/00000001/art00006;http:/dx.doi.org/10.1108/13612021211203050
http://www.ingentaconnect.com/content/mcb/284/2012/00000016/00000001/art00006;http:/dx.doi.org/10.1108/13612021211203050


Shopaholics, Information & knowledge 33 
 

 

search behavior. Annals of Tourism Research, 31(2), 353-373. doi: 

10.1016/j.annals.2003.12.004. 

Han, S. p., & Shavitt, S. (1994). Persuasion and culture: Advertising appeals in 

individualistic and collectivistic societies. Journal of Experimental Social 

Psychology, 30(4), 326-350. doi:10.1006/jesp.1994.1016.  

Hawkins, D. I., Best, R. J., & Coney, K. A. (1998). Consumer Behavior: Building 

Marketing Strategy McGraw-Hill. 

Ho, D. Y. (1976). On the concept of face. American Journal of Sociology, 81(4), 

867-884. Retrieved from http://www.jstor.org/stable/2777600.  

Hofstede, G. (1980). Culture's Consequence: International Differences of 

Work-Related Values. Beverly Hills, CA: Sage. 

Hofstede, G. (2005). Cultures and Organizations : Software of the Mind (2nd ed.). 

London: McGraw-Hill. 

Hu, H. C. (1944). The Chinese concepts of "Face". American Anthropologist, 46(1), 

45-64. Retrieved from http://www.jstor.org/stable/662926. 

Jap, W. (2010). Confucius face culture on chinese consumer consumption values 

toward global brands. The Journal of International Management Studies, 5(1), 

183-192. Retrieved from http://www.jimsjournal.org/pi.html 

Johnson, E. J., & Russo, J. E. (1984). Product familiarity and learning new 

information. Journal of Consumer Research, 11(1), 542-550. Retrieved from 

http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=4656788&a

mp;lang=zh-tw&site=ehost-live.  

Judd, C. M., & Kenny, D. A. (1981). Process analysis: Estimating mediation in 

treatment evaluations. Evaluation Review, 5(5), 602-619. Retrieved from 

http://erx.sagepub.com/content/5/5/602.abstract 

Kenny, D. A., Korchmaros, J. D., & Bolger, N. (2003). Lower level mediation in 

http://www.jstor.org/stable/2777600
http://www.jstor.org/stable/662926
http://www.jimsjournal.org/pi.html
http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=4656788&amp;lang=zh-tw&site=ehost-live
http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=4656788&amp;lang=zh-tw&site=ehost-live
http://erx.sagepub.com/content/5/5/602.abstract


Shopaholics, Information & knowledge 34 
 

 

multilevel models. Psychological Methods, 8(2), 115-128. 

doi:10.1037/1082-989X.8.2.115. 

Kim, H., & Markus, H. R. (1999). Deviance or uniqueness, harmony or conformity? A 

cultural analysis. Journal of Personality and Social Psychology, 77(4), 

785-800. doi: 10.1037/0022-3514.77.4.785. 

Krishna, A (In press). An integrative review of sensory marketing: Engaging the 

senses to affect perception, judgment and behavior. Journal of Consumer 

Psychology. doi: 10.1016/j.jcps.2011.08.003. 

Kirk, R. E. (1996). Practical significance: A concept whose time has come. 

Educational & Psychological Measurement, 56(5), 746. Retrieved from 

http://search.ebscohost.com/login.aspx?direct=true&db=a9h&AN=9610110185&lang

=zh-tw&site=ehost-live 

Lejoyeux, M., Mathieu, K., Embouazza, H., Huet, F., & Lequen, V. (2007). 

Prevalence of compulsive buying among customers of a Parisian general store. 

Comprehensive Psychiatry, 48(1), 42-46. Retrieved from 

http://catalogue.ulrls.lon.ac.uk:4550/resserv.  

Lichtenstein, S., & Slovic, P. (2006). The Construction of Preference. New York: 

Cambridge University Press. 

Liu, J. Y. (2010). A conceptual model of consumer sophistication. Innovative 

Marketing, 6(3), 72-77. Retrieved from 

http://www.businessperspectives.org/journals_free/im/2010/im_en_2010_3_%

20Liu.pdf 

Liu, Y.-Y. (2008). Analysis of Brand Cognition in 2007 Taiwanese Notebook. Market 

Intelligence Center. 

Lo, H.Y. (2009). Bought it, used it, returned it: Refund policies and buying behavior 

in Europe and the Far East. International Journal of Management Cases, 10, 

http://catalogue.ulrls.lon.ac.uk:4550/resserv
http://www.businessperspectives.org/journals_free/im/2010/im_en_2010_3_%20Liu.pdf
http://www.businessperspectives.org/journals_free/im/2010/im_en_2010_3_%20Liu.pdf


Shopaholics, Information & knowledge 35 
 

 

23-36. 

Lo, H. Y., & Harvey, N. (2011). Shopping without pain: Compulsive buying and the 

effects of credit card availability in Europe and the Far East. Journal of 

Economic Psychology, 32(1), 79-92. doi:10.1016/j.joep.2010.12.002.  

Loewenstein, G. (2007). Exotic Preferences: Behavioral Economics and Human 

Motivation. Oxford, England: Oxford University Press. 

LVMH. (2011). LVMH 2011 Financial Documents. LVMH. Retrieved from 

http://www.lvmh.com/investor-relations/documentation/reports. 

Magee, A. (1994). Compulsive buying tendency as a predictor of attitudes and 

perceptions. Advances in Consumer Research, 21(1), 590-594. Retrieved from 

http://search.epnet.com/login.aspx?direct=true&db=buh&an=9407060475 

Maimaran, M., & Wheeler, S. C. (2008). Circles, Squares, and Choice: The Effect of 

Shape Arrays on Uniqueness and Variety Seeking. Journal of Marketing 

Research, 45(6), 731-740. doi: 10.1509/jmkr.45.6.731. 

MIC. (2008). 2007 Information Industry Yearbook. Market Intelligence Center. 

O'Guinn, T. C., & Faber, R. J. (1989). Compulsive Buying: A Phenomenological 

Exploration. Journal of Consumer Research, 16(2), 147-157. 

Okada, E. M. (2005). Justification Effects on Consumer Choice of Hedonic and 

Utilitarian Goods. Journal of Marketing Research (JMR), 42(1), 43-53. 

Retrieved from 

http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=16253842&

lang=zh-tw&site=ehost-live. 

Oyserman, D., Coon, H. M., & Kemmelmeier, M. (2002). Rethinking individualism 

and collectivism: Evaluation of theoretical assumptions and meta-analyses. 

Psychological Bulletin, 128(1), 3-72. doi: 10.1037/0033-2909.128.1.3. 

Plous, S. (1993). The Psychology of Judgement and Decision Making. McGraw-Hill. 

http://www.lvmh.com/investor-relations/documentation/reports
http://search.epnet.com/login.aspx?direct=true&db=buh&an=9407060475
http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=16253842&lang=zh-tw&site=ehost-live
http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=16253842&lang=zh-tw&site=ehost-live


Shopaholics, Information & knowledge 36 
 

 

Punj, G. N., & Staelin, R. (1983). A model of consumer information search behavior 

for new automobiles. Journal of Consumer Research, 9 (March), 366-380. 

Redding, S. G., & Ng, M. (1983). The role of 'Face' in the organizational perceptions 

of Chinese managers. International Studies of Management and Organization, 

13(3), 92-123. Retrieved from 

http://www.jstor.org/discover/10.2307/40396918?uid=403648&uid=3739216

&uid=2134&uid=2129&uid=2&uid=70&uid=3&uid=67&uid=42181&uid=62

&uid=5909896&sid=21100705225211 

Roberts, J. A. (1998, Winter). Compulsive buying among college students: An 

investigation of its antedecents, consequences, and implications for public 

policy. Journal of Consumer Affairs, 32(2), 295-319. Retrieved from 

http://search.epnet.com/login.aspx?direct=true&db=aph&an=1335267 

Roberts, J. A., & Jones, E. (2001). Money attitudes, credit card use, and compulsive 

buying among American college students. The Journal of Consumer Affairs, 

35(2), 213-239. 

Shahjehan, A., Qureshi, J. A., Zeb, F., & Saifullah, K. (2012). The effect of 

personality on impulsive and compulsive buying behaviors. African Journal of 

Business Management, 6(6), 2187-2194. doi:doi:10.5897/AJBM11.2275. 

Sharma, P. (2010). Measuring personal cultural orientations: Scale development and 

validation. Journal of the Academy of Marketing Science, 38(6), 787-806. 

Retrieved from http://dx.doi.org/10.1007/s11747-009-0184-7. 

Schlosser, S., Black, D. W., Repertinger, S., & Freet, D. (1994). Compulsive buying : 

Demography, phenomenology, and comorbidity in 46 subjects. General 

Hospital Psychiatry, 16(3), 205-212. Retrieved from 

http://www.jstor.org/discover/10.2307/40396918?uid=403648&uid=3739216&uid=2134&uid=2129&uid=2&uid=70&uid=3&uid=67&uid=42181&uid=62&uid=5909896&sid=21100705225211
http://www.jstor.org/discover/10.2307/40396918?uid=403648&uid=3739216&uid=2134&uid=2129&uid=2&uid=70&uid=3&uid=67&uid=42181&uid=62&uid=5909896&sid=21100705225211
http://www.jstor.org/discover/10.2307/40396918?uid=403648&uid=3739216&uid=2134&uid=2129&uid=2&uid=70&uid=3&uid=67&uid=42181&uid=62&uid=5909896&sid=21100705225211
http://search.epnet.com/login.aspx?direct=true&db=aph&an=1335267
http://dx.doi.org/10.1007/s11747-009-0184-7


Shopaholics, Information & knowledge 37 
 

 

http://www.sciencedirect.com/science/article/B6T70-4C0R2TM-14/2/22fa325

15be639ddb102013d4b00ae0b 

Triandis, H. C., & Gelfand, M. J. (1998). Converging measurement of horizontal and 

vertical individualism and collectivism. Journal of Personality and Social 

Psychology, 74(1), 118-128. doi:10.1037/0022-3514.74.1.118.  

Vigneron, F., & Johnson, L. W. (2004). Measuring perceptions of brand luxury. 

Journal of Brand Management, 11(6), 484-506. Retrieved from 

http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=14072219&

lang=zh-tw&site=ehost-live. 

Voss, K. E., Spangenberg, E. R., & Grohmann, B. (2003). Measuring the hedonic and 

utilitarian dimensions of consumer attitude. Journal of Marketing Research 

(JMR), 40(3), 310-320. Retrieved from 

http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=10333017&

lang=zh-tw&site=ehost-live. 

Watchravesringkan, K., & Yurchisin, J. (2007). A structural analysis of value 

orientations, price perception and ongoing search behaviour: A cross-cultural 

study of American and Korean consumers. International Journal of Consumer 

Studies, 31(3), 272-282. doi:10.1111/j.1470-6431.2006.00548.x. 

Wong, N. Y., & Ahuvia, A. C. (1998). Personal Taste and Family Face: Luxury 

Consumption in Confucian and Western Societies. Psychology & Marketing, 

15(5), 423-441. Retrieved from 

http://0-search.ebscohost.com.catalogue.ulrls.lon.ac.uk/login.aspx?direct=true

&db=buh&AN=11646188&site=ehost-live. 

Zheng, D. L. (1992). The Hong Kong Miracle: Economic Success as a Cultural 

Motivation [in Chinese]. Hong Kong: Commercial Press. 

http://www.sciencedirect.com/science/article/B6T70-4C0R2TM-14/2/22fa32515be639ddb102013d4b00ae0b
http://www.sciencedirect.com/science/article/B6T70-4C0R2TM-14/2/22fa32515be639ddb102013d4b00ae0b
http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=14072219&lang=zh-tw&site=ehost-live
http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=14072219&lang=zh-tw&site=ehost-live
http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=10333017&lang=zh-tw&site=ehost-live
http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=10333017&lang=zh-tw&site=ehost-live
http://0-search.ebscohost.com.catalogue.ulrls.lon.ac.uk/login.aspx?direct=true&db=buh&AN=11646188&site=ehost-live
http://0-search.ebscohost.com.catalogue.ulrls.lon.ac.uk/login.aspx?direct=true&db=buh&AN=11646188&site=ehost-live


Shopaholics, Information & knowledge 38 
 

 

Captions for Figures 

Figure 1. Study 1: The Matching Task.  

Figure 2. Study 1: The Effect of Compulsive Buying on the Knowledge of Luxury 

Goods (N=739). 

Figure 3. Study 2: Testing the Need for Information. 

Figure 4. Study 2: Testing Product Knowledge with Two Types of Matching Task. 

Figure 5. Study 2: The Effect of Product Knowledge and Compulsive Buying on Need 

for Information.  

Figure 6. Upper Panel: Mediation Model for Louis Vuitton Bags (British Participants) 

Middle Panel: Mediation Model for Louis Vuitton bags (Taiwanese 

Participants) 

Lower Panel: Mediation Model for Sony Products (Taiwanese Participants) 
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