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Analysis Factors that Drives Kuwaiti Women Consumers to Buy

Fashion Trends Online

Abstract

The research aims to investigate the factors that drive Kuwaiti
women consumers to buy the latest fashions on the Internet. The research
Is based on a sample of 186 Kuwaiti women. The statistical analysis was
based on the structural equation analysis method (SEM-PLS). The results
of the research indicated that there is a significant relationship between
the consumer’s involvement in fashion and perceived quality, as well as
between the consumer’s request for advice and the perceived price. The
results also indicated that there is a significant relationship between the
consumer’s online shopping experience and perceived quality, as well as
between that experience and perceived price. Results also revealed that
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there is a significant relationship between the decision to purchase online
and the perceived quality of fashion products.
Keywords: Fashion- Buying online- Kuwait.
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