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Growing concerns with ethical and/or environmental issues caused 
by over-consumption have made an increasing number of consumers 
pursue satisfaction and meaning in their lives through a simple and 
non-materialistic way, that is voluntary simplicity (VS). Despite 
growing attention to VS, however, few attempts have been made to 
demonstrate how it plays a role in online shopping behaviour. This 
paper therefore addresses the gap in extant research by exploring 
empirically the impact of VS lifestyle on behaviour as well as attitude 
towards online shopping, particularly focusing on Japanese 
consumers. Given that recently expanding electronic commerce is 
likely to facilitate not only impulse buying but also cautious 
comparison shopping, what is important for marketers is to 
elaborately understand the relationship between VS and online 
shopping behaviour. 
A sample of 250 was collected from Japanese consumers via online 
questionnaire survey conducted in January 2019. Based on 
exploratory and confirmative factor analyses, VS is classified into 
three factors including simple life, frugality, and cautious shopping, 
each of which plays a different role in attitude and behaviour: Results 
of structural equation modeling reveal that simple life and frugality 
have significant impacts on attitude in a reverse way (simple life: b = -
0.31, t = -3.23, p <.01; frugality: b = 0.42, t = 3.38, p <.001), but not 
on behaviour (simple life: b = 0.14, t = 1.76, n.s.; frugality: b = 0.17, t 
= 1.68, n.s.). On the other hand, cautious shopping has a significant 
effect on behaviour (b = -0.30, t = -2.91, p <.05), but not on attitude (b 
= 0.08, t = 0.61, n.s.). Furthermore, Sobel test indicates significant 
indirect effects of simple life (z = -3.10, p <.01) and frugality (z = 3.22, 
p <.01) on behaviour via attitude.  
In brief, it is found that VS and online shopping have a 
heterogeneous relationship depending on what aspects of VS are 
emphasized in its practice. These findings also provide online 
marketers with practical implications, regarding what dimension of VS 
would be effective in communicating with consumers interested in VS 
lifestyle.  
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