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Abstract

With the increasing popularity of the EC (e-commerce) market, more and more
consumers' consumption approaches have shifted from physical stores to online
shopping.

Due to the different popularity of networks in various countries, there are also
differences in the products and frequencies of online purchases.

At the same time, the network usage rate of the young people in Japan and
China has reached more than 90%, with college students around 20 years old
accounting for the highest percentage.

Therefore, this paper focused on the college students’ online purchase of
clothing, and compared the consumption behaviors of Japanese and Chinese college
students to explore the characteristics of Japanese and Chinese college students'
consumption behaviors.

After summarizing the theoretical research in the past, based on the online sales
of clothing, we conducted a questionnaire survey among college students in Japan and
China from the perspective of Marketing Mix.

The results show that when the college students in Japan and China purchase
clothing, there was a big difference in @ purchase channel, & commodity price,
@ commodity quality and @ network comments.
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1. Introduction

According to OECD (2011), e-commerce can be defined generally as the
sale or purchase of goods or services, conducted over computer networks by methods
specifically designed for the purpose of receiving or placing of orders. On the other
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hand, Laudon & Traver (2014) described that e-commerce refers to digitally enabled
commercial transaction between and among organization and individuals.

EC in Japan began in the circulation industry by the amendment to "Public
Electrical Communication Law" in 1982 and the implementation of the "Electronic
Communication Business Law" in 1985, taking the opportunity liberalization of data
communication among enterprises. In particular, the Internet was popularized in the
general family in the late 1990s, the use of the search engine began in 2000, and the
Japanese BtoC-EC, which started with the emergence of Amazon, grew rapidly
(Kouno, 1999). According to the survey conducted by NRI (2018), the utilization
rate of online shopping and the average humber of uses per year continue to increase
substantially. Online shopping utilization increased from 49% in 2015 to 58% in
2018, with an increase of about 10 percentage points. NRI also pointed out that
compared with the 2015 survey, the users’ average number of uses has increased,
especially for the young people, and the number of uses for all users has increased
from 14.8 times/year to 19.8 times/year.

On the other hand, an online mail-order demonstration website called “Jian
gang” was born in 1997 as the in first China's EC, and the term online shopping was
born the same year. So, in 1998, online mail order began in China (Yasumoto, 2005).
In 2006, there were only 3,357 online shopping users in China, but the "43rd
Statistical Report on Internet Development in China" published on February 28th by
CNNIC (2019) shows that, as of December 2018, online shopping users increased by
14.4% year-on-year, reaching 610.11 million. Nearly 70% of netizens use this
service, exceeding 600 million people for the first time. Among them, the number of
people who shop online through mobile terminals such as smart phones is 591.91
million. The main development factors of China's EC are: (1) China's economic
growth and consumption capacity improvement, (2)the improvement of network
infrastructure, (3) the increase in network users, (4) the continuous expansion of
online retail sales, (5)the increase in types and quantities of online shopping
products, (6) the emergence of new companies entering the market such as “Baidu”,
and (7) the improvement in online shopping environments such as settlement,
logistics, and CRM.

At present, the world BtoC-EC market size is growing year by year. In 2017,
China has an absolute advantage in the size of the EC market and has grown by more
than 30% compared to 2016. Although Japan ranks fourth in the world in terms of
market size, it had a growth rate of only 6% compared with the previous year (METI,
2017). In the EC markets of Japan and China, the number of consumers moving from
physical stores to online shopping is increasing. Because there is a difference in the
popularity of the Internet in each country, it is necessary to clarify the characteristics
of Japanese and Chinese consumers' online purchase behaviors. This paper took
Japanese and Chinese college students as research subjects to compare their
consumption behaviors using the Internet to purchase clothes to clarify the
characteristics of Japanese and Chinese college students' consumption behavior.
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2. Literature Review
2.1 Consumer behavior and online shopping

The theoretical study of consumer purchase behavior begins with the
perspective of economics. According to the paper by Shiota (2002), the theoretical
research on consumer purchase behavior is based on the consumer preference theory
or consumer demand theory developed in the field of microeconomics. From the
study of Matue & Matumura (2013), the method of economics is based on the
consumer’s economic man model to make purchasing decisions from the evaluation
of an independent theoretical framework on the basis of reasonable and sensible
calculations, and consumers consume for maximum utility according to their own
hobbies and the acceptable price.

However, economic theory ignores consumers' different responses to
information and does not consider consumer demand and motivation as factors that
influence consumer behavior. With the establishment of the mass consumer market,
it is difficult to explain consumer actions using traditional theories, so the existence
of the Interdisciplinary Approach method is particularly important (Bi, 2016).

2.2 Japanese and Chinese consumers: Online purchase behaviors

After entering the 21st century, research on information search through the
Internet has become popular. The use of the Internet to search for information has
attracted most attention. In 1990 and 2000, surveys were conducted to car buyers.
The survey results show that the Internet has attracted the same level of attention as
other sources of information, and that younger consumers with higher educational
background are more likely to use the Internet when searching for information (Lee
& Talukdar, 2003).

Kimura (2005) believes that there are two main reasons hindering the
success of Japanese online stores: the first is consumer’s uneasiness about online
transactions. This is due to the time and space distance between the seller and the
buyer in the delivery and payment of goods; the second is the network itself, as well
as the problems and uneasiness about its characteristics. The most representative
problem is the disclosure of private information.

Lin (2006) pointed out the shortcomings of Japanese online stores: first, you
cannot directly confirm the goods. If you are shopping online, you cannot directly
confirm the product, so you can only rely on the picture or the manual for the product
information. Although this does not matter for the products that are being used every
day, online shopping for clothing and other products tend to be given up, because of
the uneasiness of color, shape, feel, size and other factors. Second, while online users
are expanding, there are still a limited number of consumers who regularly purchase
products or services online.

An (2012) described the obstacles of Internet shopping (hereinafter referred
to as “e-shopping”) for Japanese clothing products. “E-shopping brings various
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benefits to not only enterprises, but also consumers in terms of rationality and
convenience and thus is increasingly expected to develop in the future. However, the
problem that consumers’ purchased goods cannot be directly confirmed during e-
shopping is still the core problem that hinders the development of e-shopping.
Consumers may be more sensitive to purchase risks, especially when purchasing
apparel items that are popular and aesthetically pleasing.”

According to the research by Lei & He (2008), the slow progress of China's
traditional retail industry may be one of the factors that promote the development of
online retail. Department stores had played an important role in the development of
the retail industry by the 1950s. Since the 1950s, the implementation of China's
planned economy has hindered the healthy development of the retail industry. In
1992, China began economic reforms, and the circulation industry entered a
development track. However, China's retail industry has been on the right track for a
short time, so the existing traditional retail industry cannot fully cover the country,
which means that it cannot meet the needs of consumers. Therefore, there is still a
large space for the development of online shopping in China.

Wang (2011) pointed out that China attaches great importance to the
education of EC (e-commerce) talents. Since 2001, the EC discipline has been
established in universities. The EC program was established in 180 universities in
China in 2004, and was increased to 1004 universities in 2012. At present,
educational institutions, including graduate schools, universities, and communication
education, have formed an EC education system. After years of development, EC has
become a mature comprehensive discipline. After a large number of EC graduates
enter the companies, they use their professional knowledge to contribute to the
development of online shopping in China.

Takaguchi (2017) pointed out the reasons for the growth of China's EC
market, such as the “Singles’ Day” to promote online shopping consumption, the
integration of online and offline shopping, especially the changes in Chinese
consumer awareness and the growing disposable income of the middle class or richer
people.

Guan(2018) emphasized that China has developed a digital economy with
individuality by making use of the advantages of latecomers and the huge domestic
market. First, although the amount of each transaction is small, network companies
are actively occupying the long tail market consisted of a large number of consumers.
In addition, while network companies are in close communication with consumers,
they can maximize the use of external resources and provide goods and services
through cooperation with other companies. At the same time, new technologies such
as big data and Al are actively applied to the commercial field.

2.3 Japanese and Chinese consumers: Comparisions of online
purchase behaviors

Niita (2008) commented on the future challenges of Uniglo in the Chinese
market. The problem facing Uniglo is to re-adjust the 90% sewing system in China.
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For Uniglo, which considers global sales in the future, expanding production bases
outside China is indispensable. Due to concerns about rising labor costs in China, it
is very important to develop production bases with lower costs as early as possible.
Moreover, how to maintain the balance between fashion and practicality, how to
control the risks that must be borne, and how to improve brand power and visibility
are also important issues.

Jin (2016) compared why there is such a big difference in the business form
of EC in China and Japan. Japanese physical store service is attentive and you can
enjoy comfortable shopping. In contrast, China's physical store service attitude needs
to be improved, and there is still a big gap with Japan. For the Japanese, window
shopping has become a way of life. The Chinese have not yet formed the habit of
spending time leisurely. The elderly are more willing to drink tea at home, and they
have no intention of going to the shopping street to spend money on coffee.

In Hirose's (2018) paper, the following discussion was made on the
similarities and differences between consumption attitudes between Japan (Tokyo
Area) and China (Shanghai, Beijing). According to its content, the consumer attitude
of Chinese consumers is to achieve synchronization with others or to obtain
differences through personality trends, fashion trends, brand trends, etc., and to pay
more attention to the so-called relationship consumption with others. However, from
the perspective of social consumption and risk management consumption, Chinese
consumers always like to make rational consumption and actively control risk.

Why is online shopping in the apparel sector not as popular as expected in
Japan? On the other hand, why is online shopping in the apparel sector popular in
China? As seen from the summarization of the previous research, Niita (2008) first
analyzed the differences in the way Japanese clothing companies operate in the
Japanese and Chinese markets. Jin (2016) compared the online sales methods of
Japan and China, pointing out that the reason for the development of online shopping
in China is (D reception attitude @ lifestyle. In addition, Hirose (2018) also found
similarities and differences in the attitudes between Japanese and Chinese
consumers. In recent years, with the popularity of the Internet and smart phones,
research on consumer behavior with the subjects of online shopping, SNS, and word
of mouth has gradually increased. However, there is relatively little international
comparison of clothing purchase behaviors, especially between Japan and China.
Therefore, by comparing and analyzing the online shopping behaviors of Japanese
and Chinese college students, it is hoped that the characteristics of online shopping
consumption behavior in the two countries can be found. In this paper, we proposed
the following hypothesis from the perspective of marketing mix (4p).

3. Hypotheses

H1: Chinese college students have a higher proportion of online purchase of
clothing goods than Japanese college students.

This hypothesis is based on the perspective of Place. In the China College
students Observation Report published by the Chinese research company iResearch
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(2018), the most frequently used channel for Chinese female college students to
purchase cosmetics is "online purchase", accounting for 63.6%. It is speculated that
the proportion of Chinese college students buying clothing online may exceed half.
Therefore, H1 was proposed.

H2: When buying clothing online, Chinese college students have a higher
rate of purchasing low-priced goods than Japanese college students.

This hypothesis is based on the perspective of Price. The average annual
living expenses of Japanese college students in 2016 (excluding nighttime) was about
43,000 yuan, and the average monthly average was about 3,613 yuan. Including
residential and day students, “other daily expenses” such as clothing and mobile
phone fees averaged about 9,427 yuan (Japan Economic News, 2016). On the other
hand, the ‘“Mycos Student Consumption Values and Asset Use Survey 20167
conducted by Mycos (2016), an information service company of higher education,
shows that the average monthly consumption of Chinese college students was about
1212 yuan. It can be seen that the monthly living expenses of Chinese college
students are less than those of Japanese college students. Therefore, H2 was
proposed.

H3: When purchasing clothing online, Chinese college students pay more
attention to product quality than Japanese college students.

This hypothesis is based on the perspective of Product. Products are not just
hardware, but also hardware-related software, that is, goods and services. If you are
shopping online, you cannot directly confirm the product, so the product information
can only be obtained from pictures or instructions. However, when buying clothes,
Japanese consumers are less likely to buy online due to many uneasy factors such as
color, shape, feel, and size. On the other hand, for some consumers who shop online,
the big motivation is that they can buy goods that are not available in stores near their
place of residence. Chinese college students generally live in university dorms, and
there are no shopping centers around the universities, so the tendency to shop online
is relatively high. However, from the quality assurance of shopping websites, China
still has a lot of room for improvement compared to Japan. Therefore, H3 was
proposed.

H4: When purchasing clothing online, Chinese college students refer to
online network comments more than Japanese college students.

This hypothesis is based on the perspective of Promotion. Promotion mainly
refers to advertising, sales, public relations, direct marketing and so on. The KPMG
Japan Survey (2017) shows that about 30% of customers submit online feedback on
commodities, and Asia accounts for 43% of this, which is higher than the global
average. On the other hand, consumers in Australia, Japan, and most Western
European countries have a lower percentage of comments. But the rate of young
consumers posting comments online is high, and this trend will continue even if they
get older. It is speculated that Chinese college students have a higher rate of
reference network evaluation than Japanese college students. Therefore, H4 was
proposed.
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4. Methodology

In order to verify the above four hypotheses, this paper set up the
questionnaire survey questions from the perspectives of the frequency of use of
online clothing purchase by Japanese and Chinese college students, the importance
elements, and the reasons for use, and implemented a questionnaire survey. The
respondents were Japanese college students (172 people with effective answers) and
Chinese college students (223 people with effective answers). Among the
respondents of Japanese college students, the proportion of the freshmen was the
highest, while various grades of Chinese college students accounted for a similar
proportion among the respondents. In addition, there were more girls in both
Japanese and Chinese college respondents. Each issue was assessed by a five-stage
Likert Scale. In the analysis, SPSS was used, and the hypothesis was verified by
using statistical methods such as description statistics, T test, and chi-square test.

Table 1. Demographic profile of respondents

China Japan
Frequency Percentages Frequency Percentages
Gender
Male 38 17.0 72 41.9
Female 185 83.0 100 58.1
Grade
Freshman 54 24.2 112 65.1
Sophomore 54 24.2 27 15.7
Junior 56 25.1 30 17.4
Senior 59 26.5 3 1.7
Total 223 100.0 172 100.0

Source: Author’s calculations

5. Results

For H1, the question set in the questionnaire is: When you buy clothing, do
you mainly buy it online, or mainly in the store? 1. Mainly purchase online 2.
Mainly purchase in the store. According to the results of the survey, 176 Chinese
college students buying online, accounting for 88.9%. Only 22% of Japanese
college students answered the online purchase of clothing. In order to find out
whether there is a statistical difference in the results, a chi-square test (Table 2)
was implemented. Since the P value on both sides = 0.000 < 0.05, there was a
significant difference in the results. It can be seen that there were significant
differences in the purchase channels between college students in Japan and China
when purchasing clothing. Chinese college students were more inclined to buy
clothing online than Japanese college students. So H1 was verified.
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Table 2. The Chi-square test of the purchase channels

. 95% C.I. 95% C.I.
0, - -
N Yo Chi-square  p-value (Lower) (Upper)
China 176 88.9%
169.878 .000 .21901 28967

Japan 22 11.1%
Source: Author’s calculations

For H2, 3, 4, the questions set in the questionnaire is: Please select the
level of importance for the price, the quality of the product, and the praise of
netizens when you purchase clothing online (low importance 1 to high importance
5). From the responses of Chinese college students, it can be seen that the average
value of emphasis on price was 3.34, while the average value of Japanese college
students was 3.94. According to the test results of t-test of price importance when
Japanese and Chinese consumers purchase clothing goods online (Table 3), the
probability of validity of the t-test (both sides) = 0.000 < 0.05, so there was a
significant difference on average. So H2 was verified.

Table 3. When purchasing clothing online, the t-test of price importance

Sig.
N Mean SD t df (2-tailed)
China 223 3.34 .869 393
6.190 .000
Japan 172 3.94 1.074

Source: Author’s calculations
When purchasing clothing online, the average value of Chinese college
students' attention to quality reached 4.33, while the average value answered by
Japanese college students was 3.83. According to the results of t-test on quality
importance (Table 4), the validity probability of t-test (both sides) = 0.000 < 0.05,
so there was a significant difference on average. In other words, when purchasing
clothing online, Japanese and Chinese college students had significant differences
in the importance they attached to clothing quality. Therefore, H3 was verified.

Table 4. When purchasing clothing online, the t-test of quality importance

Sig.
N Mean 5P ' f (2-tailed)
China 223 433 714 293.476
5.453 .000
Japan 172 3.83 1.015

Source: Author’s calculations
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When purchasing clothing online, the average value of online word-of-mouth
in Chinese respondents was 4.12, and the average value of Japanese college students
was 3.25. According to the test results of t-test on the importance of Internet word-of-
mouth (Table 5), the probability of t-test validity (both sides) = 0.000 < 0.05, so there
was a significant difference in the mean. It can be seen that there were differences
between the students of Japan and China in terms of comments about netizens'
purchases of clothing. Therefore, H4 was verified.

Table 5. When purchasing clothing online,
the t-test of Internet word-of-mouth

df Sig.
N Mean SD t (2-tailed)
China 223 4.12 .841 303.457
8.376 .000
Japan 172 3.25 1.140

Source: Author’s calculations

6. Conclusion

This paper took Japanese and Chinese college students as the subjects,
conducted a questionnaire survey on the consumption activities of online clothing
purchase, and compared and analyzed the collected data. Judging from the survey
results, there were some differences in the opinions and purposes of online
shopping between Japanese and Chinese college students in the purchase of
clothing goods, and these differences had a greater impact on their online shopping.
In summary, the above four verification results are explained below.

(1) In terms of Place, Japanese college students had a lower proportion of
online clothing purchases. On the other hand, the proportion of Chinese college
students using online shopping was higher. Based on this result, it is speculated
that the habit of purchasing clothing online in China will become more common in
the future. (2) In terms of Price, Japanese college students valued clothing prices,
but the frequency of online purchases was low. On the other hand, China's online
clothing goods were cheaper than that in the physical stores, so the proportion of
Chinese college students buying low-priced clothing online was high. (3) In terms
of Product, since the products produced in Japan always leave people with a high-
quality impression, Japanese students did not pay much attention to quality. On the
contrary, Chinese college students attached great importance to the quality of
clothing. It can be seen that if China's online sales in the future are to seek better
development, it is necessary to improve the attractiveness to customers and
improve their level of competition by ensuring the quality of goods. On the other
hand, if Japan's online sales want to change, it is particularly important for online
sales entities to have the technical development ability to meet the consumer's
demand for the size, color, design and other personal requirements of the clothing.
(4) In terms of promotion, the ratio of Japanese college students' reference to online
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reviews was low. In contrast, Chinese college students were more concerned about
consumer comments on the Internet. In the future, in order to attract Chinese
consumers' purchase intentions in the process of online sales, it is still necessary to
improve the reputation of online comments.

In today's Japan and China, almost all college students have smartphones,
but there are still big differences in the consumption behavior of online clothing
purchases. Therefore, it is speculated that there may be various differences in the
consumption behavior of college students in other countries when purchasing
clothing goods. In the future development of apparel enterprises, it is necessary to
investigate the differences in the purchasing behavior of consumers in these
different countries in order to more accurately determine the marketing strategy of
physical stores and the Internet, so as to obtain significant competition advantage
in the international market.
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