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Abstract 

 Technology makes buying faster, smarter, and more convenient for consumers, and 

supplies endless opportunities for impulse buying.  Research of this topic examines 

influencers for impulsive online shopping, and marketing techniques used to encourage 

such actions.  After a thorough literature review to identify important factors relating to 

impulsive purchases and to develop hypotheses, a survey is conducted to provide data on 

which the hypotheses can be tested.  The survey is divided into four sections examining the 

effectiveness of online marketing techniques, shopping habits, Internet habits, and 

questions relating to a recent online impulse purchase.  Theories to test include ones 

relating to customer service, customer impulsiveness, website personalization, time 

pressure created by websites, comparison shopping, and the flow of an Internet session.  

After the running of several regression analyses, the researcher finds the most significant 

factors for online impulse purchases are those that are important in offline retail outlets as 

well.  Technology does not create impulse buyers, it provides impulsive consumers more 

resources to shop and the ability to complete transactions in a short amount of time, 

making those purchases truly a reaction to an impulse.  
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Introduction 

 With online retail sales steadily increasing, and projected to continue doing so, 

companies are trying to capitalize on the convenience of online shopping by incorporating 

strategies to encourage impulse purchases.  With the continual evolution of technology and 

increased experience in online marketing, websites have become very innovative in 

encouraging impulse buying.  In fact, some websites rely solely on impulse purchases, 

which for the purpose of this paper an impulse purchase is the purchase of any unplanned 

item.  Websites such as RueLaLa.com, Ideeli.com, and HauteLook.com are just several of a 

new group of websites that revolve around customers’ impulse to shop.  The founder of 

HauteLook, Adam Bernhard, describes this type of shopping as “discovery-based” and 

believes it is the future of online shopping (Moore, 2010, p. 28).  The idea behind these 

websites is similar to sample sales.  Most sites require an invite from a current customer 

before a new customer can create an account.  This seems more like a feature to give the 

feeling of exclusivity because it is not hard to get into any of these websites.  The current 

customers receive incentives to invite friends.  For example, Ruelala.com will give the 

customer $10 credit for each friend invited that makes a purchase.   

 Once the customer creates an account on these types of websites he/she has access 

to the “boutiques.”  The boutiques are the daily offerings for sale.  Usually a boutique is 

discounted items from a specific brand, but occasionally it will be multiple brands with an 

underlying theme.  Each boutique is available for a limited amount of time, usually about 

two days.  However, the quantity of the items is not guaranteed.  So, the customer receives 

a daily e-mail about which boutiques are new that day and are about to open and 

immediately wants to see what items are available before they become sold and no longer 
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available.  This is one aspect of encouraging impulse buying, but they go even further.  Once 

the customer is in the boutique the website will display if certain items are almost gone, 

creating a sense of urgency.  The websites even have features like a quick buying function 

that does not 

even take the 

customer off 

the product 

page.  All that 

is required is 

that the 

customer select quick buy, a pop-up window appears asking to confirm, and then the item 

is purchased using stored credit card information.  The website also has free shipping for 

thirty days once the customer purchases an item to encourage the purchase of multiple 

products.  If the customer buys something in the morning, then sees another item a few 

days later there is no additional shipping charge.  This helps to decrease the likelihood a 

customer will decide against an item, especially something small, because of high shipping 

charges.  For the customer, it costs the same to ship one item as it does an unlimited 

amount of items over the course of a month.  Figure 1 shows a product page with many of 

the above mentioned elements in practice from the website Rue La La.  The website creates 

a sense of time pressure by informing the customer that only one pair of the shoes pictured 

is left in the selected size.  Then, the website tries to minimize the decision making process 

by including a “Quick! Buy it.” button so that the customer can react to the sense of urgency 

instead of really contemplating the purchase. 

Figure 1: Rue La La Product Page 
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 Ruelala.com, Ideeli.com, HauteLook.com all started out with clothing, shoes, and 

accessories mainly for women.  However, after having so much success they have greatly 

increased their market.  They now offer jewelry, beauty products, furniture, and travel 

experiences.  Although the sites seem to cater more to women, they are now including 

more products for men. 

 An article in PCWorld describes the members-only shopping experience as, “The 

ticking clock, the discounts, and the knowledge someone could grab an item before you do 

are a recipe for impulse buying.  And in this economy, the temptation to buy discounted 

goods is especially strong – and dangerous” (Mies, 2009, p. 22).  These types of quick sale 

websites have become very innovative in encouraging impulse buying and it has been 

interesting to see it develop over time.  Many customers are probably very aware of what 

they are doing, but they still rely on their emotions when seeing a good deal and wanting to 

buy it.  Especially when the customer has the additional knowledge of limited quantity 

because they do not want the feeling that they missed out on buying something they would 

have liked after the item has been sold out online.  Then, after making a quick purchase 

decision to avoid feeling like they missed out they may be left wondering if the product was 

really needed.  Having the quick buy option really makes the impulse purchase so much 

easier because it takes away a lot of the decision making process.  When impulse buying in 

a store the customer can carry the item around and think about whether or not he/she 

wants to make the purchase.  However, on these websites the customer cannot hold an 

item to think about it.  The user either has to buy or risk the item being sold out if they take 

the time to think about it.  Then, once they have paid the shipping they might as well buy 

something else.  This is especially true for a smaller item that the customer does not think 



4 
 

is worth the shipping cost, but if once they find one thing they like it is much easier to 

justify additional items since the shipping is the same.   

Objectives 

 The objectives of this paper are to look at the research done on the causes of 

impulse buying and how retailers are trying to incorporate functions in their websites and 

online marketing strategies to encourage impulse buying on the Internet.  In addition, a 

survey conducted by the researcher will provide insight into actions and feelings preceding 

the impulse purchase and what conditions lead to the user making a purchase.  Impulse 

buying in a retail store seems easy to encourage because there are a lot of visual 

stimulations retailers can use to get people to buy something they were not expecting to 

purchase.  Customers can see sale signs that draw them to certain areas to see what kinds 

of deals are available.  There are also those little knickknacks by the cash register that are 

easy to pick up and add to the purchase.  In addition, people most likely do more browsing 

in actual retail stores that results in the purchasing of unexpected products.  However, 

Internet retailers are in a unique situation because they have the ability to access a 

customer at any time through text, email, displays ads, and social media.  These outlets 

allow stores to reach out to customers who may not even be online planning to buy 

products and draw them to their sites for impulsive purchases.  Although there are 

challenges for retailers on the internet with many of the techniques still being in an 

experimental phase, there are also a lot of opportunities for growth and creativity.  
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Literature Review 

Consumer Attributes 

 Consumers have more outlets than ever with all the technology available for 

shopping, and with that technology they have less time to think about a purchase.  

Understanding impulsive buying habits is important for retailers to make use of the 

available resources and increase sales.  Although technology may have the ability to 

increase access to retail outlets, certain factors behind what goes into an impulse purchase 

purely have to do with characteristics of the individual.  One example is in “Spent 

Resources: Self-Regulatory Resource Availability Affect Impulse Buying,” where the authors 

look at possible reasons why impulse buying happens and why shoppers sometimes show 

restraint (Vohs & Faber, 2007).  Their theory is that people have a limited amount of self-

regulatory resources available, and once those resources are depleted by one action they 

will have less control over another action.  For example, if someone exerts self-control for 

one action they may later not be able to draw upon that self-control when faced with the 

decision to make an impulsive purchase.  The authors conducted three experiments on 

college students to determine the price valuation of products and the impulsive purchase of 

products between a control group and a group whose self-regulatory resources were 

depleted.  The results of their experiments supported their theory on self-regulatory 

resource depletion.  When students were given some sort of task that required mental 

suppression before being asked questions about product valuation and being given the 

opportunity to purchase items, they were much more likely to value products at a higher 

cost and were much more likely to spend more money on more products than students 

who did not undergo the mental suppression (Vohs & Faber, 2007).   
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In addition to looking at how consumers exert self-control and its depletion over 

repeated application, a general impulsiveness trait held by the consumer should be a 

predictor for the likelihood of making impulse purchases.  “Impulse buying and variety 

seeking: A trait-correlates perspective” examines the relationship between traits, such as 

impulsiveness, and impulse shopping.  The authors for this study look at the correlation of 

three consumer traits:  consumer impulsiveness, optimum stimulation level, and self-

monitoring and how these traits correlate with impulsive buying and variety seeking 

(Sharma, Bharadhwaj, & Marshall, 2010).  To evaluate these traits, the authors first 

conducted a survey of shoppers as they exited a large mall over the period of four weeks.  

After running several regression models and creating interaction terms, the authors 

concluded that their research support established principles that impulse buying and 

variety seeking have similar psychological origins.  Consumer impulsiveness and optimum 

stimulation levels have a positive correlation in relation to impulse buying and variety 

seeking:   

Consumers with high scores on CI and OSL are likely to indulge in a greater 

degree of impulse buying as well as variety seeking in comparison to those 

with low scores on these two traits.  CI has a stronger influence on impulse 

buying than on variety seeking. Similarly, OSL has a stronger influence on 

variety seeking than impulse buying. Thus, both these behaviors seem to 

have similar psychological origins but differ in the intensity of possible 

motivational triggers. In other words, CI seems to be a stronger trigger for 

impulse buying than variety seeking and vice versa for OSL (or, change 

seeking tendency). (Sharma, Bharadhwaj, & Marshall, 2010, p. 281) 

 

This study shows what traits are significant for influencing impulse buying and that 

impulse buyers also seek product variety.  These are important features for retailers to 

understand for their tactics both in stores and online.   
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Another consumer attribute is how one rationalizes the purchase of an unplanned 

item.  “Do I need it, do I, do I really need this?”: Exploring the Role of Rationalization in 

Impulse Buying Episodes,” looks at how consumers will rationalize impulse buys instead of 

using rationalization to control impulse buys.  The authors wanted to study the use of 

neutralization techniques usually applied to problematic behavior in context with impulse 

buying: 

1) Denial of responsibility: A circumstance in which one argues that one is 

not personally accountable for the behavior because factors beyond one’s 

control are operating; e.g. “Was such a one-off bargain and my friends 

insisted that I buy it.”  

2) Denial of Injury: A circumstance in which one contends that the 

consequences of the behavior are not really serious e.g.  “What’s the big 

deal, it was such a small purchase anyway.” 

3) Denial of Victim: A circumstance in which one counters the blame for 

personal actions by arguing that somebody else is the victimizer; e.g. “It’s 

the retailer’s fault; the way they promote these things, it’s like you buy 

them before you realize it.” 

4) Condemning the condemners: A circumstance in which one deflects fault 

by pointing out that those who would condemn engage in similar 

activities; e.g. “Nowadays, everybody indulges him/herself by buying 

something absolutely unnecessary once in a while.” 

5) Appeal to higher loyalties: A circumstance in which one argues that 

behavior is the result of an attempt to actualize some higher order ideal 

or value; e.g. ‘I was so tired and frustrated, and I really needed something 

to lift my mood so I just had to do it.’ (Chatzidakis, Smith, & Hibbert, 2009, 

pp. 249-250) 

To conduct this study, the authors interviewed twenty women who had gotten into debt as 

a result of their impulse shopping.  After the interviews, the authors concluded that the 

participants readily employed neutralization techniques to rationalize impulse purchases 

even when they were not asked to rationalize them (Chatzidakis, Smith, & Hibbert, 2009, p. 

251).  The authors also found that not all five techniques were used equally.  One 
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commonly used technique was denial of responsibility, where the participant claims that 

someone else really pushed her to buy a certain product, or spend more than was intended.  

Denial of injury was another popular technique used, where the participant would justify a 

purchase by saying that it was really inexpensive, or that she would get a lot of use out of 

the product.  The third commonly used technique was appealing to higher loyalties, where 

the participant felt she deserved something new.  Finally, they also found participants using 

two additional techniques that were not part of the original scope.  One is where the 

participants rationalize purchases by thinking they have some kind of credit because family 

members may have more of certain items, or if they think they have gone out of their way 

for family.  The second unexpected technique is one in which the participant claims the 

impulse purchase was actually necessary (Chatzidakis, Smith, & Hibbert, 2009). 

Types of Impulse Buying 

It should be noted that not all impulse buying is the same.  While the purchase of an 

item may have not been planned for a specific shopping trip, it does not automatically 

mean that is was not needed or not previously considered.  “The effects of sales promotion 

strategy, product appeal and consumer traits on reminder impulse buying behavior,” the 

authors specifically analyze purchases that were not planned, but when seeing a certain 

item the customer recalls that they need it: 

According to the definitions of reminder and pure impulse buying, reminder 

impulsive buying behavior is relatively more planned and more objective- 

and economy-oriented than pure impulsive buying behavior. Therefore, it 

follows that the purchase motivation of reminder impulse buying is more 

rational than that of pure impulse buying, while the purchase motivation of 

pure impulse buying is more emotional than that of reminder impulse 

buying.  (Shu-Ling, Yung-Cheng, & Chia-Hsien, 2009, p. 275) 

 



9 
 

The authors first conducted a study on female college students to try to better understand 

the difference between reminder impulse buys and pure impulse buys.  They asked the 

participants a set of questions describing what types of products resulted from reminder 

and pure impulse, decision making process, and how they felt following the purchase.  The 

results for this particular study found that many of their initial theories about the emotions 

for buying products as reminder impulse or pure impulse being different and the feeling of 

regret after the purchase was stronger for pure impulse buys were not supported (Shu-

Ling, Yung-Cheng, & Chia-Hsien, 2009, p. 278).   

 In the second study for this article, the authors want to look at the relation between 

association of sales, promotion, product appeal, and consumer traits with reminder and 

pure impulse buying.  The participants were given a purchasing scenario and were asked 

close-ended questions relating to that scenario.  The aspects from this study that were 

found to be significant are that instant reward promotion will have higher numbers of 

reminder impulse buyers than a delayed reward promotion.  Also, the interaction effect of 

promotion strategy and product appeal on reminder impulse buying is significant: 

The interaction effect of promotion strategy and product appeal on reminder 

impulse buying is also significant. A utilitarian product appeal with a price 

discount promotion can promote stronger reminder impulse buying than 

with a premium promotion, and a hedonic product appeal with a premium 

promotion can promote stronger reminder impulse buying than with a price 

discount promotion. (Shu-Ling, Yung-Cheng, & Chia-Hsien, 2009, p. 282) 

 

In addition, the interaction effect of sales promotion strategy and consumer traits on 

reminder impulse buying is significant.  “Hedonic consumers prefer nonmonetary-based 

promotion over monetary-based promotions, but there is no significant difference between 

the two kinds of promotions for prudent consumers” (Shu-Ling, Yung-Cheng, & Chia-Hsien, 
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2009, p. 282).  Knowledge gained from this article can help marketers understand how to 

categorize products and as a result how to best promote them towards either reminder 

impulse buyers or pure impulse buyers.   

 Another article looks at how the store image impacts impulse buying.  The authors 

of the “Role of Store Image in Consumer Impulse Buying Behavior” article noticed that 

some retailers in India were focused on improving store image, while others were focusing 

on low prices.  With these observations they wanted to see which one is the better driver 

for impulse purchases (M., Sivakumaran, & Sharma, 2009, p. 194).  They surveyed shoppers 

at a mall about their experiences and “measured store image through its layout, music, 

employee friendliness and lighting” (M., Sivakumaran, & Sharma, 2009, p. 194).  Their 

findings concluded that there is a positive relationship between store image and impulse 

buying.  They suggest that retailers focus more on creating a pleasant shopping experience 

rather than trying to compete on purely low costs (M., Sivakumaran, & Sharma, 2009, p. 

194).    

Website Attributes 

 Website characteristics would seem to have an important role in the impulsive 

buying process because that is all the consumer has to interact with and it could provide 

features that can encourage the purchase.  “The Influence of Website Characteristics on a 

Consumer’s Urge to Buy Impulsively” examines specific website attributes may contribute 

to impulse buying.  The authors theorize that website provided task relevant cues and 

mood relevant cues will have a significant effect on the perceived usefulness, but that that 

task relevant cues will be a stronger predictor of perceived usefulness.  Their second 

theory is that mood relevant cues and task relevant cues will have a significant effect on 
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perceived enjoyment, but that mood relevant cues will be a stronger predictor.  They also 

believe that perceived usefulness will have a positive effect on perceived enjoyment.  

Finally, they hypothesize that perceived enjoyment will have a positive effect on the 

impulse to buy and that the urge to buy impulsively will positively increase with the task 

relevant and mood relevant cues (Parboteeah, Valacich, & Wells, 2009).   

 The authors created two studies to test their hypotheses on college students.  In the 

first study, the students were given a list of tasks (in order to see the specific areas of the 

website the authors wanted them to see) and one of four different versions of a website.  

Following the completion of the tasks they were given a questionnaire relating to the 

different variables being tested.  After running the models, the authors found support for 

all of their hypotheses.  Similar to first study, the second study gave participants one of four 

different versions of a website, “V1 (i.e., the control interface) contained both low-quality 

TR and MR cues. V2 included high-quality MR cues (e.g., VAP) combined with low-quality 

TR cues. V3 contained high-quality TR cues (e.g., better security and navigability) in 

conjunction with low-quality MR cues. Last, V4 has both high-quality TR and MR cues” 

(Parboteeah, Valacich, & Wells, 2009, p. 70).  However, this study gave the students a 

specific scenario to work from and measured the level of impulsiveness based on one of 

five options they were given.  The results from study two support the findings from the first 

study, “these results converge with our central hypothesis, that the quality of the TR and 

MR cues will stimulate both cognitive and affective reactions, which subsequently affect 

both UBI and the magnitude of such impulsive urges (Parboteeah, Valacich, & Wells, 2009, 

p. 73).” 
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 An additional finding during this experiment was that the authors found that many 

consumers displayed the urge to buy impulsively regardless of the quality of task relevant 

and mood relevant cues.  The probability and degree of impulsiveness of consumers 

increased with improvements to either type of cues.  For example, Amazon implemented a 

task relevant cue to increase impulse buyers with a one-click ordering process.  “However, 

this research demonstrates that both the likelihood and magnitude of online impulse 

buying are likely to be maximized when the website provides both TR and MR cues of high 

quality” (Parboteeah, Valacich, & Wells, 2009, p. 74).   

 The authors of “Apparel Impulse Buying on the Internet: Mediating Effects of 

Browsing” studied “the relationship among product attributes, browsing and online 

impulse buying for apparel products, and to investigate the mediating effect of browsing on 

the Internet among Korean consumers” (Eun Joo & Eun Young, 2009, p. 375).  They decided 

to focus on apparel because, at the time of the study, that was the biggest percentage of 

products sold on the web.  As a result they thought that impulse purchases of apparel “may 

be influenced by hedonic browsing rather than utilitarian browsing and also be influenced 

by product attributes on the Internet” (Eun Joo & Eun Young, 2009, p. 375).  To conduct 

this study, the authors presented a questionnaire to college students in Korea.  They found 

that hedonic browsing and product price can encourage online impulse buying, but that 

utilitarian browsing and product variety can discourage impulse buying (Eun Joo & Eun 

Young, 2009, p. 376).  They suggest: 

Online retailers need to focus as much on entertainment, interest and 

excitement as they do on getting supply factors, such as pricing, promotion, 

and merchandise selection. They can increase consumers’ hedonic browsing 

by developing site design, product displays, events, and entertainment 

strategies. Efforts to increase market shares in fashion retailing should shift 
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from a concern with merchandise breadth, depth, and quality to include an 

emphasis on creating a pleasant, entertaining experience for gaining a 

competitive advantage in the dynamic marketplaces. (Eun Joo & Eun Young, 

2009, p. 376). 

 

 How websites personalize the shopping experience for consumers is another 

important topic when looking at the role of website characteristics on impulse buying.  In 

“Online social capital: Understanding e-impulse buying in practice,” the authors wanted to 

explore “the potential impact of socially constructed e-atmospherics on impulse buying” 

(de Kervenoael, Aykac, & Palmer, 2009, p. 320).  The article goes on to discuss various 

propositions and supports its thoughts with research from other articles.  The authors 

come to the conclusion that online retailers need incorporate more personalization and 

specialization into their websites for customers and that the “one-size-fits-all model may 

have reached its limits” (de Kervenoael, Aykac, & Palmer, 2009, p. 326).  They say that 

current websites are controlled too much by the technology departments and that 

marketers need to have more influence on design and content to encourage more impulsive 

buying.  Their research also suggests that “in the future, normative evaluations of impulse 

buying will need to be assessed against the cyber-cultural capital created online and not 

using the offline traditional point of references” (de Kervenoael, Aykac, & Palmer, 2009, p. 

326).  The authors are saying that the Internet offers tremendous potential for creating a 

personalized experience for customers, which in turn will encourage impulse buying, and 

should be utilized.  Retailers should not keep using as a reference point what retail stores 

do in practice because the Internet is creating its own version of common practices.  

Understanding the differences will better help online retailers target their products and 

their site to specific groups and create a unique space. 
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In addition to website personalization, customer satisfaction with the service 

received through the website should also be examined when determining the factors 

behind impulse purchases.  The authors of, “The impact of electronic service quality’s 

dimensions on customer satisfaction and buying impulse,” want to measure the “effects of 

electronic service quality dimensions on customer satisfaction and buying impulse” 

through a questionnaire “administered to 4,109 clients of leading French e-commerce 

Website specializing in electronic and cultural goods” (Bressolles, Durrieu, & Giraud, 2007, 

p. 37).  The six dimensions they use for this study are the quality and quantity of 

information, the ease of use, the design, reliability, security, and interactivity and 

personalization (Bressolles, Durrieu, & Giraud, 2007, pp. 40-41).  The authors hypothesize 

that the six dimensions will have an influence on customer satisfaction and an influence on 

online impulse buying.  They expect to see a correlation between the higher the customer’s 

satisfaction with a website resulting in the higher probability of the customer experiencing 

impulse buying.  Lastly, that functional impulse buying is a controlling variable between the 

six dimensions, satisfaction, and impulse buying (Bressolles, Durrieu, & Giraud, 2007, pp. 

41-43).  The results of their analyses show that all six dimensions have a positive impact on 

customer satisfaction, with design and ease of use being the highest contributors.  For the 

authors’ theory concerning the significance of the six dimensions on impulse buying they 

found that only interactivity/personalization and ease of use are important.  Their findings 

show that personalization and interaction features can increase impulse purchases, but if a 

website is too easy to use it can actually hurt impulse buying figures because it reduces 

browsing.  Their third hypothesis proved true, the link between customer satisfaction and 

impulse buying is positive and significant.  Customers are more likely to make impulse 
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purchases on a site where they are enjoying the experiences.  Finally, the test for the 

functional impulse buying variable as being the controlling variable showed mixed results, 

for some variables it is significant and others it is not significant (Bressolles, Durrieu, & 

Giraud, 2007, pp. 44-48).  In the conclusion of the article, the authors state: 

For a Website to “increase” buying impulse, it is essential that its visitors feel 

satisfied with the global quality of the Website, including both “utilitarian” 

dimensions (e.g., Ease of use and Security/privacy) and “hedonic” ones 

(e.g., Design). The hedonic potential of a commercial Website is limited 

compared to that of traditional stores. Thanks to elaborate design and 

increased ease of use, however, one can expect perceived pleasantness of 

visits to increase, thus creating an impulsive buying mood among visitors. 

This research also demonstrates that even variables such as Security/privacy 

and Information clarity can influence highly emotional behaviors such as 

impulsive purchasing, both directly and indirectly (through satisfaction). 

(Bressolles, Durrieu, & Giraud, 2007, p. 49) 

 

 Another technique being utilized by online retailers is the presentation of an 

additional item available for purchase once the customer has begun the checkout process, 

the online equivalent of displays around the register.  “Factors influencing impulse buying 

during an online purchase” created a study that gathered real time data during the 

utilization of a similar website feature.  “Using actual purchasing behavior by visitors to a 

High School Reunion web store, this study examines the factors that lead to an increased 

willingness by online consumer to purchase impulse items” (Jeffrey & Hodge, 2007, p. 367).  

For this study, the authors theorize that consumers usually “aggregate all purchases in a 

single online purchasing event,” which allows each additional impulse item less noticeable 

when spending is already high (Jeffrey & Hodge, 2007, pp. 370-371).  Their second theory 

is that people are more likely to make an impulse purchase when given a reason to 

purchase.  The study looked at transactions for customers of the high school reunion 
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website at three different value points ($30, $60, and $110) and the customer’s reaction 

when given additional items to add to their purchase on the checkout page.  These items on 

the checkout page were not items available on other parts of the website.  Some customers 

saw a condition that a $1 donation would be given to a charity with the purchase of an 

additional item and other customers were sent to a control page that did not see any 

information about a donation.  After running regression models, the authors found that the 

amount spent prior to checkout was significant to the likelihood that the customer would 

buy an impulse item.  The more the customer spent, the more likely he/she was to buy an 

impulse item.  The relationship between household income and likelihood to purchase an 

impulse item was significant.  The lowest household income category was more likely to 

buy an impulse item at all price points than the medium and higher income levels.  They 

also found that giving the shopper a reason to buy an impulse item, the $1 donation, 

resulted in higher amounts of impulse purchases verses the shoppers who did not know 

about the donation (Jeffrey & Hodge, 2007).   

 This is a valuable study to learn from because the data used is actual data from an e-

commerce website.  The consumers were not aware that they were part of a study on 

impulse buying and the figures have real meaning because the customers were spending 

their own money.   

 Finally, when discussing website attributes, the type of media displayed should be 

considered.  Website developers have many options and possible combinations when 

creating retail sites besides the use of text.  “Effects of media formats on emotions and 

impulse buying intent” examines how website content affects impulse buying.  The authors 

set up an experiment to “explore the effects of media formats on the emotions and impulse 
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buying intentions for music compact discs (CDs). Three distinct media formats of World 

Wide Web pages were set up: (1) the text of the lyrics, (2) still images from the song’s 

music video and (3) the music video itself. Each had a varying degree of visual/verbal 

intensity while simultaneously playing the soundtrack in all three conditions” (Adelaar, 

Chang, Lancendorfer, Lee, & Morimoto, 2003, p. 247).  Their hypotheses were that 

participants watching the music video will have the highest amount of positive emotion, 

that the greater the positive emotion a participant feels the greater the intent to impulse 

buy, that the participants who experience the video will have the greatest impulse buying 

intent, and that the participants’ emotional responses will have a controlling effect of media 

format on their intent to impulse buy (Adelaar, Chang, Lancendorfer, Lee, & Morimoto, 

2003, pp. 250-251).   

 The results of this study showed that participants exposed to the video stimulus did 

not show greater amounts of positive emotion than the other two conditions.  The 

participants viewing the text of the lyrics had stronger positive emotions than the still 

images, but no significant difference was found between the video and the text.  The 

authors’ hypothesis two was partially supported because they found that arousal was a 

significant predictor for impulse buying, but pleasure and dominance were not significant 

predictors.  The authors also found that the media type was significant on impulse buying, 

but there was not a significant difference between the text and the video.  Fourthly, their 

results showed that the emotional response variable was mediating the effect of media 

format on impulse buying (Adelaar, Chang, Lancendorfer, Lee, & Morimoto, 2003, pp. 253-

255).  Since their findings were not what the authors were expecting, they suggest: 
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One explanation for these findings might be that the presence of the song’s 

lyrics involved greater cognitive skills of the audience. Krugman (1977) 

suggested that reading is more cognitively involved than simply viewing and 

previous studies have suggested that mass media can invoke differential 

cognitive involvement (Grunig, 1983; Brians and Wattenberg, 1996). It is 

therefore possible that text stimuli could generate higher impulse buying 

intent based on higher cognitive involvement. (Adelaar, Chang, Lancendorfer, 

Lee, & Morimoto, 2003, p. 255) 

 

Marketing with Technology 

With consumers always connected to the Internet, marketers have the ability to 

reach potential customers at any time and give them access to begin shopping right away.  

Text marketing it one outlet and “Anytime, Anywhere: Measuring the Ubiquitous 

Consumer’s Impulse Purchase Behavior” hopes to explain the correlation between 

interaction with the customer through technology and impulse buying is.  This article 

focuses mainly on communication with customers through Short Message Service (SMS), 

the ability of marketers to make it personalized, and how it encourages impulse purchases 

(Davis & Sajtos, 2009, p. 15).  The authors hypothesize: 

H1: Consumers with high levels of service involvement (SMS) [SINV] are 

expected to exhibit high levels of service specific (SMS) impulse buying 

behavior [SIBTS]. 

H2: Consumers with high levels of generalized impulse buying tendency 

[GIBT] exhibit high levels of service specific (SMS) impulse buying behavior 

[SIBTS]. 

H3: A positive relationship exists between service involvement (SMS) [SINV] 

and generalized impulse buying tendencies [GIBT]. (Davis & Sajtos, 2009, pp. 

17-18) 

 

The authors used results from a questionnaire conducted on students for their data.  

They found that “both general impulse buying tendency and service involvement have a 

strong positive relationship with service specific impulse buying tendency” (Davis & Sajtos, 
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2009, p. 21).  The authors suggest that their findings have significance for mobile 

marketers and how they should conduct campaigns.  First, marketers should recognize the 

relationship between involvement, general impulse characteristics, and impulse buying 

inclinations relating to a specific service.  Second, marketers should target customers with 

a higher propensity to make impulse purchases.  Third, campaigns for targeting impulse 

buyers should not be too complicated and take away the ability to be impulsive.  Fourth, 

campaigns are designed with the capabilities of mobile phones kept in mind. Fifth, 

campaigns with higher hedonic features may raise the level of cognitive participation 

(Davis & Sajtos, 2009).   

Marketers also want to make use of search engine advertisement and search engine 

optimization to reach consumers.  “Google or BizRate? How search engines and comparison 

sites affect unplanned choices of online retailers,” differs from many of the previous articles 

because it looks at the effect of a third party on impulse purchases instead of specific 

websites characteristics or personality traits.  “The specific issue that we are interested in 

is the relative influence of search engines and infomediaries in unplanned choices of online 

retail stores.  From a substantive standpoint, our findings can provide some implications to 

retailers regarding whether they should focus on (a) search-context related advertising via 

search engines or (b) price or product feature oriented promotions through infomediaries” 

(Papatla & Liu, 2009, p. 1039).  The authors incorporate two theories into their study: 

household production theory and human capital theory.  The household production theory 

assumes that customers pick an online retailer based on minimizing time spent, meaning 

that instead of taking to time to compare retailers they would use what they can find the 

fastest.  The human capital theory suggests that consumers either have human capital or 
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they do not have human capital.  Consumers with human capital will usually go directly to 

websites they are already familiar with instead of using a search engine when needing to 

make a purchase.  Consumers without human capital would generally have to search for 

retailers selling the product they are looking to purchase (Papatla & Liu, 2009, p. 1040).   

The data used for this study was collected through an online survey by an outside 

research company and all participants had made at least one online purchase over the past 

year.  The authors’ key finding is that search engines have a greater effect on choosing an 

unplanned retailer than infomediaries.  Other findings form the study are: 

1. Retailer-related human capital plays a strong role in the online consumer's 

store choice decision. Further, the key factors that bring customers back to 

an online retailer are service, past purchases from the retailer and product 

assortment and clear display/explanation of prices. 

2. Retailer characteristics such as posting prices clearly, and delivering the 

ordered products promptly, increase the likelihood that customers plan 

ahead and visit a retailer to make a purchase. 

3. Providing information to assist consumers in research products is likely to 

bring customers back to the retailer that provides the information. (Papatla 

& Liu, 2009, p. 1044) 

 

Their results emphasize the importance of search engines and placement within search 

results to encourage unplanned visitors to a site.  This suggests that more of the advertising 

budget should be spent on search engine advertising and optimization than on 

relationships with sites like BizRate.  The study also provides useful information on how to 

obtain return visitors through service and information. 

 Technology allows marketers to apply innovative new ways to reach people and 

decrease the transaction time to make impulse purchases truly impulsive.  Several 

inventive companies are described in a June 6, 2011, article in The New York Times that 

discusses how television infomercial companies are also seeing the value of impulse buying 
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through the Internet and are developing technologies to expedite the purchasing process 

(Vega, 2011).  Infomercials’ whole business is built on impulse purchases by reaching out 

to people where they are and showing them the benefits of a particular product.  “We’re 

placing a big bet on that the industry that we think is in need of innovation,” said Mike 

Fitzsimmons, CEO of Delivery Agent (Vega, 2011).  These companies know that their tactic 

now needs to include a more aggressive Internet strategy to continue to reach out to 

people in their own environment.    

AsSeenOnTV.com, which “has more than two million customers and 700,000 e-mail 

subscribers,” is a main innovator in this area that will be launching new technology that 

essentially encourages impulse buying in late 2011 (Vega, 2011).  One way 

AsSeenOnTV.com is planning on incorporating technology into their business strategy is by 

producing daily videos to post online of product demonstrations, as well as emailing the 

videos out to its subscribers.  In addition, the company is also creating a Facebook 

application that allows customers to buy products straight from a product’s page.  An even 

more impressive innovation combines the watching of an infomercial and the convenience 

of buying the product online.  The technology is referred to as audio fingerprinting and 

“will enable cellphones to decipher which infomercial a user is watching after the phone is 

held up to the television.  The user will then be sent to a mobile Web site where the product 

can be bought through the cellphone” (Vega, 2011).   

The goal for the inclusion of these Web-based technologies is get transactions 

processed faster, while customers still have that initial impulse and before they going 

through a decision making process.  “’If we have an opportunity for them to see a 

commercial and to react that quickly, the chances for us to make a sale increase 
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dramatically,’ said Kevin Vick, a partner with Boston Ideas” (Vega, 2011).  These 

technologies allow consumers to see a product, be amazed by it, and purchase it in a very 

short amount of time.  To increase sales, these companies are trying to continually reduce 

that amount of time where a customer might rethink a purchase and decide against it.  

Sonia Makurdsik, marketing consultant for Hampton Direct, sums up the new online 

strategy of these companies by saying, “Flipping through the channel is not enough.  Your 

brand message needs to be present wherever the consumer is” (Vega, 2011).   

 Social media and online marketing are becoming major tools for companies to reach 

out to customers.  The goals are to get people talking about their brand and increase sales, 

but as the author summarizes in the article, “(Like) + (Retweet) = $$$?,” many companies 

do not actually know the return on investment for their efforts in social media (Manjoo, 

2011, pp. 86-117).  Companies are still in the experimental phase of social media marketing 

and still trying to determine its value and influence, “marketers can’t predict or measure 

the impact of their campaigns with anything near the precision they’re used to elsewhere 

online” (Manjoo, 2011, p. 87).  As a result, there are many new companies sprouting up 

trying to help brands navigate through social media and create focused campaigns.  Klout is 

one such company that specializes in measuring the influence of people on Facebook and 

Twitter in order for companies to better target those who will be the best at spreading 

their message.  Klout has “amassed enough data to measure the influence of 75 million 

people online” and can process the numbers to identify things as specific as the “most 

influential people who talk about sneakers in Seattle, or the most-listened-to tweeters on 

skin-care in San Francisco” (Manjoo, 2011, p. 88).  Currently, Klout’s analysis ends here 
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because they have no way of tracking the influence those people had on subsequent sales 

once companies reached out to them to promote their products. 

 However, another company called Wildfire Interactive has greater ability to track a 

campaign’s success.  This company specializes in creating sweepstakes, contests, and other 

promotions that can be run through Facebook, making them “social” (Manjoo, 2011, p. 89).  

The Facebook application created by Wildfire Interactive provides a direct link that allows 

brands to measure the success of a particular campaign.  “Still, Wildfire’s campaigns suffer 

from a problem that’s common with social-media marketing: Because they’re so new, and 

because they often depend on catching uncertain viral cascades, their performance is 

difficult to predict” (Manjoo, 2011, p. 89).  Brands go into these campaigns not really 

knowing what to expect and how their sales will be influenced.  They are hoping for good 

things, but social media campaigns are not conducted with the same amount of research 

and facts as traditional marketing campaigns and mainly come out of “experimental 

marketing budgets” (Manjoo, 2011, p. 88).  Companies are still trying to figure out the right 

formula in order to get the most out of their social media efforts.   

 Since determining a return on investment for social media expenses is something 

for which companies are still trying to develop a standard method of measurement, the 

current best practice is creating a call to action (Pullen, 2011, p. 61).  This is where impulse 

buying comes up because the usual call to action is in the form of special offers and 

discount codes that are easy to trace back to social media.  In the Entrepreneur article, 

“Dollar, Sense and Social Media Marketing,” the author suggests companies monitor the 

impact of their social media campaigns by being consistent with their usage and compare 

sales against that schedule.  “To link social media actions to results, track your activity on a 



24 
 

calendar.  Try to be cyclical with in your posts.  Make Mondays the day you post questions 

on Facebook to solicit customer interaction, for example, or offer coupons via Twitter on 

Thursdays so you can track coupon redemption over the weekends” (Pullen, 2011, p. 61).   

Not only does being consistent with social media posts help companies track sales in 

comparison, it also keeps the users involved with the company because if they know a 

coupon or special offer will be promoted a certain day of the week they will make an effort 

to check the company’s social media page.   

 As part of developing an online social media presence that has an impact on sales, 

Matt Monahan of Epic Media Group says, “Make sure you’re publishing offers and products 

to your newsfeed regularly, but make sure you blend it with content that’s also educational 

and entertaining.  If you just try to sell through your newsfeed, you’re going to get low post 

quality score and end up with low algorithm relevance and not get as many impressions 

per post” (Cauley, 2011, p. 56).  The author and contributors of the article, “The Social 

Experience,” discuss how social media campaigns should focus on the customers and their 

wants, and not just necessarily on pushing product, “consumers shy away from what they 

view as commercialism” (Cauley, 2011, p. 58).  The best way to increase sales through 

social media outlets is to make the content engaging and entertaining, with some special 

offers mixed in to make the page about more than just sales.  The article also pushes 

Facebook as the social media outlet of choice because it “reaches 70 percent of U.S. Internet 

users, up from 48 percent in August 2009” and “U.S. Internet users spend 10 percent of 

their online time on Facebook, more than Yahoo, Google, and YouTube” (Cauley, 2011, p. 

58).  In addition, a study by Buddy Media found that “brands posting outside of business 

hours had 20 percent higher engagement rates” than postings done within business hours 
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(Cauley, 2011, p. 59).  The point of social media is to be able to reach out to customers and 

potential customers, and Facebook clearly has the numbers that would sound good to any 

company.   

Flow 

In addition to research on impulse buying, theories on the flow experience may also 

give some insight as to why or why not an impulse purchase occurs.  The author of “An 

exploration of flow during Internet use” looks at Csikszentmihalyi’s “eight dimensions of 

the flow experience: clear goals and immediate feedback; equilibrium between the level of 

challenge and personal skill; merging of action and awareness; focused concentration; 

sense of potential control; loss of self-consciousness; altered sense of time; and experience 

becoming autotelic or self-rewarding” and seeing how they apply to Internet usage (Rettie, 

2001, p. 104).  A focus group was used to receive input and examples of how users’ own 

Internet flow experience corresponds to the eight dimensions and their discussions were 

analyzed by the researcher.  The results show that most of the participants identified with 

the main concepts of flow where they have been completely engrossed in an activity where 

they do not notice what is going on around them and lose track of time.  Respondents felt 

like flow on the Internet happened when they were searching for some particular 

information (Rettie, 2001, p. 108).  The people in the focus group found flow occurred 

when they were researching something specific and had a goal.  Factors that inhibited this 

flow and disrupted the experience were slow websites, websites that were difficult to 

navigate, websites that were not frequently updated, unsuccessful searches, and 

advertising (Rettie, 2001, p. 108).  These inhibitors broke the flow experience because they 

caused the user to lose concentration, caused feelings of loss of control, and reduced 
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involvement.  On conditions that enable flow the author concluded that, “Flow is more 

likely to occur when they have a specific task than when they are just surfing for fun.  When 

using the Internet for fun, there was less concentration and more likelihood of distraction” 

(Rettie, 2001, p. 109).   

Discussion 

 The research from “Spent Resources: Self-Regulatory Resources Availability Affects 

Impulse Buying” and “An exploration of flow during Internet use” show that the flow 

experience may actually reduce the likelihood of an impulse purchase.  The first article 

discusses results from a test that suggests impulse purchases happen when consumers are 

tired of concentrating and making decisions.  When they are mentally fatigued they are 

more likely to give in to the impulse to buy.  However, the latter article states that a 

condition of flow is that there is great concentration involved and the user has a specific 

goal.  Thus, multitasking may be a better predictor of a consumer making an impulse 

purchase because the user lacks focus.  In the article “Can Teens Really Do It All?” the 

author discusses how people, especially teens, think they are much better at multitasking 

than they actually are and how it really inhibits their ability to focus (Bradley, 2011).  One 

research studied Internet usage of volunteers during a typical workday and “on average, 

they juggled eight different windows at the same time, and they would spend barely 20 

seconds looking at one window before flipping to another. When they were interrupted, 

people literally forgot what they were doing” (Bradley, 2011).  This seems like the type of 

environment that would be more likely to produce an impulse buy because the retailer 

does not want the customer to think too much about the purchase, but more just to react. 
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All of the articles reviewed provide an interesting view on impulse buying and how 

to better incorporate impulse buying on websites.  Using the idea of depleted self-

regulatory resources increases the likelihood of impulse buying from “Spent Resources: 

Self-Regulatory Resource Availability Affects Impulse Buying,” marketers could try to 

incorporate an activity on the website to take advantage of that link.  For example, if there 

was some type of game they could play that gave them an entry for a contest and that game 

somehow required the user to exert some kind of self-control, such not being able to click 

on a certain object but still obtain a certain goal.  Then, once the game is completed the 

website could show a promotional item or featured category and get the customer to 

browse an unintended area of the website, possibly making an impulse purchase.   

 Understanding neutralization techniques and which ones in particular are used to 

rationalize impulse purchases, as discussed in “…Do I need it, do I, do I really need this?,” 

will also help marketers encourage impulse buying.  If they know how customers 

rationalize purchases they can target items specifically to those techniques, in essence 

doing the rationalization for the customer instead of the customer having to take the time 

to figure out how to rationalize the purchase and possibly leaving a sale.  For example, 

marketing a product as being versatile or that it is something the customer deserves.  This 

also ties into results from the article, “Factors influencing impulse buying during an online 

purchase,” where they gave customers a reason to buy with the donation aspect to 

encourage impulse buying.  That is an additional tool marketers could use to help 

customers rationalize purchases and increase the revenue from impulse buys.   

 An interesting way TiVo and Amazon are targeting impulse buyers is through the 

television, allowing customers to select products with their remotes.  Customers can 
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“purchase products related to TV shows they are watching, have just watched, or plan to 

watch, or items highlighted in commercials” (Medford, 2008).  Once products are selected 

for purchase, the customer can complete the transaction either through the TV or online 

(Medford, 2008).  This applies techniques brought up in several articles about making 

impulse purchases easy and giving them less time to think through a purchase.  A consumer 

sees a product on TV, thinks that he/she likes it, thinks that he/she wants it, and in a 

matter of seconds the purchase is made.  Products they never considered are brought in 

front of them and they have to make very little effort to buy them, which seems like 

impulse buying in its purest form. 

 Extended research from the article, “Role of Store Image in Consumer Impulse 

Buying Behavior,” would be interesting because the study revolved around actual retail 

stores.  It would be interesting to see how the retail store experience influences customers 

to make impulse purchases on the store’s website.  The article found that a good in-store 

experience increased the likelihood of the customer making an impulse buy.  An interesting 

extension to that research would be to see how that in store experience affects the 

customer’s online behavior.   

Overall, from the literature review several articles mention the increasing need to 

personalize websites and to have interaction with customers.  Making customers feel 

unique will help bring them back to the website to make impulse purchases.  Cross-selling 

is part of this and important for impulse buying because customers feel like the results are 

specific to their needs and wants.  Additionally, there seems to be a strong consensus about 

website design, appeal, and ease of navigation as being strong factors in encouraging 

impulse purchases.  Making a website easy to browse in order to find unexpected products 
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and incorporating a simple checkout process are key elements to increase impulse buys.  

Impulse buying relies on being able to make a quick purchase without having much time to 

decide against the purchase.  Enabling faster transactions and adding time pressure will 

also engage people with impulsive tendencies more.  For those that are impulsive in 

general, that trait spread to include impulse purchases as well.  Comparison shopping may 

negatively impact impulsive purchases because they negate some of that initial urge to buy.  

They begin thinking about the purchase more and have a plan prior to shopping, which is 

the opposite of impulsive buying.  Additionally, the state of flow inhibits the impulsive 

buying process because when people are in a state of flow they are extremely task oriented 

and are trying to accomplish something specific.  During this state they are not as 

susceptible to distractions that may lead to an impulse purchase.  The following figure 

summarizes the hypotheses drawn from the literature review. 
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Figure 2: Predictors of an Impulsive Purchase 
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Survey 

 A survey was decided to be a good supplement to the research from the literature 

review and to acquire data on how customers respond to the various online resources 

companies have at their disposal to encourage impulse buying.  Advances in technology 

have allowed companies direct access to customers and the researcher would like to study 

how effectively companies are using these resources to increase impulsive purchases 

online.  Offline tactics for encouraging impulse buying are well known, but success in the 

online environment is still being determined.  Companies are experimenting to define what 

works online and the best way to analyze correlations is with current data from a survey.  

The focus will be on non-traditional marketing outlets and the emergence of social 

networks.  As well as additional questions about a recent impulse purchase made by the 

user.  Supplemental questions to help measure correlations will revolve around general 

shopping habits and Internet habits. 

Hypotheses 

 Through the literature review and general experience with the technology and 

marketing aiming for the impulsive shopper, there are several key characteristics that the 

researcher believes will positively affect the likelihood of an impulse buy.  One that is 

unique to the online environment is specific user personalization that a website can offer.  

Technology can allow for design modifications depending on the user’s preferences, create 

a greeting when they sign in, store information from previous purchases, and make 

recommendations for products they might like.  This is a way for the online retail outlet to 

build a relationship and trust with the customer.  This also helps the company achieve a 

gain in revenue through impulse buys because it has access to a great amount of personal 
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information that allows them to target relevant products based on the customer’s interests 

and past purchases.   

In “The Influence of Website Characteristics on a Consumer’s Urge to Buy 

Impulsively” the researchers found that customers were more likely to make an unplanned 

purchase where the website directed relevant task and mood related cues (Parboteeah, 

Valacich, & Wells, 2009, p. 74).  In addition, the article “Online social capital: Understanding 

e-impulse buying in practice” discusses the necessity of website personalization to increase 

impulse purchases and how technology has eliminated the “one size fits all” model (de 

Kervenoael, Aykac, & Palmer, 2009, p. 326).  A third article that supports the idea that 

personalization is an important factor in the impulse purchase decision process discusses 

the role of the store image in creating a positive shopping experience and the 

corresponding correlation with unplanned purchases (M., Sivakumaran, & Sharma, 2009, p. 

194).  In the “Role of Store Image in Consumer Impulse Buying Behavior” article, the 

researchers found that store image was a better driver for impulse purchases than price.  

Although this article discusses physical store’s image, the underlying theme can easily be 

applied to retail websites and the ability the Internet gives companies to shape a user’s 

perception of their image.   

 

Figure 3: Personalization Elements 
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H1: Personalization will be a significant factor in the impulse purchase and will have 

a positive correlation. 

Another unique characteristic that Internet retailers have is their ability to reduce 

decision making time and to create a sense of urgency.  Impulse buying is about reacting to 

an emotion, and websites are becoming increasingly creative in their application of 

technology to exploit that emotion.  When in a store, a customer can hold on to an item 

while deciding whether or not to actually purchase it.  However, websites make the 

checkout process as simple as a couple of clicks by storing information in order to get 

people to buy while they are still feeling their initial reaction to the item.  In an attempt to 

get an even faster reaction, websites will display if an item is in short supply by displaying 

how many are left on the product page.  Flash sale websites are even better at creating a 

time pressure by not really reserving items in a cart.  A customer knows that just because 

the product is in his or her cart does not mean that it cannot go to somebody else.  The 

customer really has to decide if they want something immediately or if they want to take 

the chance that somebody else could snatch it up while they are going back and forth.   

Two articles referenced earlier in this document from PC World (2009) and The New 

York Times (2011) discuss the time pressure and technology innovations that encourage 

impulse purchases and decreases the time it takes to make a transaction.  This is an area 

where online retailers have the edge over physical retail stores because once a customer 

has a product in their hands in a physical store they can think it over as much as they want, 

but the likelihood that they will make the purchase goes down the longer they think about 

it.  However, online tactics add a sense of urgency and allow quick payments to decrease 

the amount of time customers think about a purchase.   
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H2: Time pressure will influence the purchase the decision and increase the 

likelihood of an impulse purchase. 

Customer satisfaction is a third possible predictor for a customer making impulsive 

purchases.  The theory behind this hypothesis is that people will be more likely to make an 

impulse purchase from a website they have used previously and that it is less likely they 

will make an unplanned purchase from a new retailer.  Customers return to online retailers 

because they have been happy with the ordering process, they know what to expect from 

this retailer, they trust that their information is secure, and they know how to navigate the 

website.  In the article “The impact of electronic service quality’s dimensions on customer 

satisfaction and buying impulse” the researchers found the higher the customer 

satisfaction rate, the higher the likelihood of that customer making an impulsive purchase 

(Bressolles, Durrieu, & Giraud, 2007).  A similar study on retail habits found that key 

factors for gaining repeat customers include service, product selection, and display of 

information (Papatla & Liu, 2009), all of which are factors that can be classified under 

customer satisfaction. 

 

      Figure 4: Customer Satisfaction Elements 

 

 H3: Customer satisfaction will have a positive correlation with an impulsive buy. 
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 The last positive predictor of impulse buying is determined by the impulsive nature 

of the consumer.  If the consumer tends to be more impulsive, then he or she will be more 

likely make more impulse purchases.  This hypothesis was proven by Sharma, Bharadhwaj,  

and Marshall (2010) when they found a significant correlation between impulsiveness and 

optimum stimulation levels to impulse buying and variety seeking.  Research done by 

Chatzidakis, Smith, and Hibbert (2007) also supports this theory when they looked at 

rationalization techniques used by women who had gone into debt because of their 

shopping habits.  The women in the study seem extremely impulsive since they would buy 

the item first, then rationalize it after the purchase was made.  

 H4: A person who is naturally impulsive will have a higher probability of making 

impulse purchases. 

A negative predictor of impulse buying should be a consumer who likes to shop 

around.  The Internet offers numerous possibilities for comparison shopping to consumers 

within seconds.  This gives the consumer a lot of power when shopping decisions are based 

on price.  Conscientious consumers also tend to plan out their purchases before beginning 

shopping and stick to such a plan.  In a study looking at how price promotions and gift 

promotions influenced impulse buyers, the researchers also found that neither strategy 

particularly gave prudent consumer the urge to buy (Shu-Ling, Yung-Cheng, & Chia-Hsien, 

2009). 

H5: The comparison shopper who searches multiple websites looking for the best 

deal will be a negative factor on the outcome of an impulse buy being made.  

Another possible negative indicator for the likelihood of making an impulse 

purchase is when the user enters a state of flow online.  Flow is described as a period of 
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intense concentration where the user loses track of a large amount of time and blocks out 

what is happening in the physical world around him or her (Rettie, 2001).  Users in flow 

tend to have specific research goals they want to accomplish and do not get distracted 

easily once in a state of flow.  For example, when users plan an upcoming trip they know 

what type of information they are looking for and do not veer away from the topic until 

they are satisfied or something breaks them out of their flow.  This type of environment 

does not seem conducive for impulse shopping.  Former research seems to indicate that 

impulse buying is more likely when there is a lack of focus.  Multitasking seems like it 

would be the more likely to indicate an impulse purchase because that would catch people 

on a pure reaction since their attention is spread out over several tasks.  In a survey 

relating to the mediating the effect of browsing, the authors found that utilitarian browsing 

discouraged impulse buying (Eun Joo & Eun Young, 2009, p. 376).  Utilitarian browsing is 

part of the flow experience because the user wants specific information and is not just 

browsing for leisure. 

 

         Figure 5: Flow Elements 

 

H6: Flow will negatively influence the probability of a consumer making an impulse 

purchase. 
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Method 

 The decision to conduct a survey was based on the desire to examine multiple 

factors that contribute to impulse buys, especially to analyze specific information about a 

recent unplanned purchase.  Previous research focuses on very specific aspects of 

impulsive buys, but there are not too many studies that take into account a wide range of 

possible factors.  Also, previous studies did not examine what influenced a specific 

purchase participants made on their own from an online retailer.  It is believed by the 

researcher that having the participants reflect on a recent unplanned transaction gives 

greater insight into the motivation behind the purchase. 

The survey was distributed via the Internet using Qualtrics during the fall 2011 

semester at Louisiana State University.  The survey link was distributed to students in ISDS 

classes at the E. J. Ourso College of Business.  Students were given a week to respond and 

could receive extra credit for answering the approximately seventy-five question survey.  

Questions on the survey were organized into four main groupings covering the role of 

social media in purchase decisions, general shopping habits, Internet habits, and a recent 

unplanned purchase.  

General questions based on shopping habits and purchase decisions were developed 

with the use of the book Marketing Scales Handbook: A Compilation of Multi-Item Measures.  

This book was helpful in providing sample questions and reliability measures for groups of 

questions regarding consumers’ actions.  The scale “Comparison Shopping (Initial)” 

developed by Urbany, Dickson, and Kalapurakal (1996) focuses on comparison shopping 

and provides three questions measured on a five point Likert-type scale that revolve 

around comparison shopping for grocery items that have a reliability alpha of .82 (Bruner 
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II, James, & Hensel, 2004).  These questions were adapted to relate to shopping online and 

included in the survey to measure how comparison shopping influences impulse purchases.   

Two scales on impulse buying, one by Rook and Fisher (1995) and one by Donthu 

and Gilliland (1996) proved useful to this particular survey.  Both studies measure 

questions about consumer impulsiveness on a five point Likert-type scale.  Rook and Fisher 

describe their scale as a way determine “the extent to which a consumer is likely to make 

unplanned, immediate, and unreflective purchases” (Bruner II, James, & Hensel, 2004, p. 

292).  The Rook and Fisher scale provided nine questions and the Donthu and Gilliland 

scale provided ten, where about half from each were used in the current survey.  Both sets 

of questions are similar and have the same reliability measure of alpha equaling .82.  The 

majority of the questions are worded with variations on the theme of buying items 

spontaneously, with a few contrasting questions about carefully planning purchases.   

Questions from the survey regarding discounted items and special promotions were 

based on the scales “Involvement (Sales Promotion Deals)” by Lichtenstein, Netemeyer, 

and Burton (1995), and “Involvement (Sales)” by Lichtenstein, Ridgway, and Netemeyer 

(1993).  Lichtenstein, Netemeyer, and Burton (1995) measure “a consumer’s enjoyment of 

sales promotion deals and tendency to buy products associated with such offers” (Bruner 

II, James, & Hensel, 2004, p. 344).  Questions based on this scale focus on promotional 

offers in general, and not only on item discounts.  These include inquiries about a 

consumer’s likelihood to buy products with free gifts, free shipping, and other special 

promotions.  The reliability alpha reported for “Involvement (Sales Promotion Deals)” is 

.90.  The scale developed by Lichtenstein, Ridgway, and Netemeyer is similar to the 

previous scale, but it focuses more on the consumer’s likelihood of buying products that are 
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on sale.  Questions based on this scale hope to measure how price and the perceived 

discount of an item influence an impulsive purchase.  An alpha of .86 is cited for the 

reliability of “Involvement (Sales)” (Bruner II, James, & Hensel, 2004).  Questions from both 

scales were included in the survey to try to help gauge factors that influence the 

consumer’s purchase decision process during online shopping.   

Additional survey questions that were not specifically previously used in a 

marketing scale related to consumers’ online experiences.  One set of questions aim to look 

at how focused a user was during online shopping, or if the user was multitasking multiple 

applications and other distractions.  Additional sets of questions relate to how trustworthy 

websites appear, how satisfied the consumer is with the shopping experience, how much 

personalization they provide the customer.  The last set of survey questions ask specifics 

about the most recent impulsive purchase the user has made in order to get more focused 

responses that all relate to the same shopping experience. 

Once the raw data was collected, 436 responses from undergraduate business 

students were collected.  However, after removing instances of incomplete results, 406 

complete responses were left for analysis.  IBM SPSS Statistics 20 is the statistical software 

used to explore the survey data.  A factor analysis using orthogonal rotation was the first 

step conducted in the analysis process in order to group like questions to create new 

variables and discard questions that were not useful.  Variables with a factor loading less 

than .3 were dropped.  As well as variables that had a loading of greater than .3 on the 

wrong factor, or variables that were loaded on multiple factors.  After several iterations of 

the factor analysis, the final result grouped variables around ten factors (results used for 

further analysis is depicted in Appendix C).  The variables for each factor were then 
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averaged and a new variable was created with that value.  Reliability tests were then run 

for each of the new variables and the alpha values were recorded.   

After reliability test, dummy variables were created for categorical questions in 

order to test the significance of each type of response.  The first set of dummy variables 

created was for the question related to the deciding factor for making unplanned purchases 

online.  Five variables were created starting with price, free shipping, free gift/bonus offer, 

brand new item, and appeal of the item.  This leaves the recommendations selection as the 

omitted category for this question.  The next set of dummy variables came from the 

question asking about the category in which the item from his or her most recent 

unplanned purchase could be categorized.  Clothing, shoes, or accessories make up the first 

variable, followed by the second variable of computers or electronics.  The third variable 

counts DVS, music, or books, the fourth home or garden, and the fifth sports or outdoors.  

The other selection was left as the omitted category.   

The third set of dummy variables is formed from the question asking the student 

what he or she was doing before the purchase.  The responses being that the user was 

already doing online shopping, the user was browsing the Internet for nothing specific, the 

user came to the website from an advertisement, or the user was triggered by something 

offline to visit the website (with the last being the comparison variable).  The last set of 

dummy variables created labels the mood of the customer during the shopping experience, 

starting with being in a good mood, needing something to cheer him or her up, and feeling 

bored.  The other selection is the omitted category.   

Next, variables were recoded from ones and twos to zeros and ones for questions 

that only gave two response options.  This was done to help standardize the data and make 
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the analysis results clearer.  Gender was given zeros for females and ones for males.  Yes or 

no questions were coded as ones for the yeses and zeros for the nos. 

Following the transformation of variables, cross tabulations were created to help 

visualize how two sets of categorical data are associated with each other.  The cross 

tabulations created for analysis include pre-purchase action and category.  The pre-

purchase action asks the user to indicate what he or she was doing before completing the 

impulse purchase.  The options given to the user are that he or she was already shopping 

for something specific, just browsing the Internet and not looking for anything in 

particular, came to the website from and advertisement, or that an offline stimulant 

triggered a visit to the website.  The category question asks the user to label the impulse 

purchase into one of the given categories.  The supplied categories are: clothing, shoes, or 

accessories; computers or electronics; music, books, or DVDs; home or garden; sports or 

outdoors; or other for any miscellaneous items. 

The second cross tabulation compares the deciding factor variable with the category 

variable.  The deciding factor variable has the user pick one of six options that usually help 

make the decision to purchase items impulsively.  The options provided are price, free 

shipping, free gift, brand new item, item appeal, or recommendation.  The category variable 

is the same as mentioned above.  The third cross tabulation looks at the relationship 

between the pre-purchase activity and the deciding factor of the purchase.  Both are the 

same as described for previous cross tabulations.  Then three cross tabulations were 

created using the gender variable relationship with the category of the item, deciding factor 

of the purchase, and the activity of the user prior to the purchase. 
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Next, a correlation matrix was performed on the variables to determine the 

significance between each one and the dependent variable measuring the amount of 

unplanned purchases the user makes on the Internet.  This step helps identify variables 

that should be included in the regression analysis and which ones can be left out because of 

a lack of significance.  The full correlation matrix is shown in Appendix C.  

Following the correlations, several regression analyses were performed using the 

frequency of unplanned Internet purchases variable as the dependent variable.  This 

variable relates to the survey question asking how often the user makes unplanned 

purchases online.  The responses given were never, less than once a month, once a month, 

two to three times per month, once a week, two to three times per week, and daily.  The 

independent variables were based on the computed variables from the factor analysis with 

reliable alpha values and the variables from the correlation matrix with significant values.  

The first regression breaks down into three models.  The first model adds gender and the 

dummy variables for item category, deciding factor, and pre-purchase activity.  The second 

model adds the calculated variables of impulsiveness, customer satisfaction, Internet 

session flow, multitasking, time pressure, comparison shopping, and perception as a 

trendsetter.  All of the computed variables with appropriate reliability levels were included 

to verify the results of the correlation matrix in regards to the non-significant values 

continuing to be non-significant.  The third model adds the significant variables that relate 

to the most recent impulse purchase to the variables from the previous two models in 

order to observe what changes may occur. 

The second regression performed removes unnecessary variables from the previous 

regression.  In this regression only the dummy variables for the consumer’s pre-purchase 
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activity are included since the other categorical variables were not significant.  

Additionally, the variables for impulsiveness, flow of the Internet session, and the 

frequency of purchasing from the same website continue to be part of the regression. 

The third regression built is very similar to the second, except instead of including 

the variable for frequency of purchasing from the same retailer in regards to a recent 

impulse purchase, the computed variable for customer satisfaction is included.  Although 

the computed variable for customer satisfaction may be weaker for the amount of variance 

it can contribute to explaining, its value is based on multiple customer satisfaction 

attributes and has a reliability score, whereas the variable for frequency of purchases from 

the supplied website is a variable based on a single response measuring the regularity of 

items purchased.  While although it is an indicator of customer satisfaction, it does not 

contribute the various aspects that truly identifies how satisfied a consumer is with the 

online retailer.   

Results 

Undergraduate business students completed 406 surveys to use for analysis.  From 

those 406 students, 244 are male and 162 are female.  In response to a question asking how 

frequently online purchases are made forty-one percent replied less than once per month, 

twenty-seven percent responded once a month, and twenty-one percent stated two to 

three times per month.  Small numbers responded to the additional options of never, once a 

week, multiple times per week and daily.  Subsequently, the student was asked how often 

he or she makes unplanned purchases on the Internet.  Twenty-nine percent of students 

responded never, forty-one percent stated less than once a month, and twenty-two percent 

replied once a month.  A small percentage stated that unplanned purchases occurred 
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multiple times per month, once a week, and a couple of times per week.  No participants 

responded that they make purchases daily. 

 

Figure 6: Frequency of Online Purchases 

 

The results of the reliability tests showed a wide range of alpha values.  The variable 

representing impulsive purchases has an alpha of .77 and is strong enough to be included 

in the regression model since the alpha is greater than .7.  The customer satisfaction 

variable has an alpha of .69.  Although this variable has an alpha less than .7 it is included in 

the model because it is close enough to .7 to be considered reliable.  The variable 

measuring the flow of a user’s Internet session and how much focus a user has during that 

session has an alpha of .70 and is included in the model.  Time pressure during the 

shopping experience has an alpha of .87 and is reliable enough to include in the model.  

Variables making up the factor for comparison shopping have an alpha of .70.  Items 

determining the effect of a discount on impulse buying have an alpha of .61, which is too 

low of a reliability score to use in the model.  Variables measuring multitasking have an 

alpha of .81 and the computed variable is included in the model.  Questions regarding the 
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user’s perception of being a trendsetter have an alpha of .83, which is a high enough 

reliability score to be included in the model.  Inquiries about the checkout process have an 

alpha of .60 and questions measuring the usefulness of site recommendations have an 

alpha of .54, neither of which are high enough reliability scores.   

Six cross tabulations are shown below beginning with pre-purchase activity and 

category; deciding factor and category; pre-purchase activity and deciding factor; gender 

and category; gender and deciding factor; and finally gender and pre-purchase activity.   

 

Table 1: Pre-Purchase Activity and Category Cross Tabulation 

Pre-Purchase Activity * Category Cross Tabulation 

 

Clothing, 
shoes, and 
accessories 

Computers 
and 

electronics 

DVDs, 
books, 

and 
music 

Home 
and 

garden 

Sports 
and 

outdoors 
Other Total 

Online Shopping 115 32 24 4 10 8 193 

Browsing the Internet 44 6 9 0 6 3 68 

Click-through from an 
ad 

31 3 2 1 0 2 39 

Offline trigger 55 14 15 0 10 12 106 

Total 245 55 50 5 26 25 406 

 

The pre-purchase activity and item category cross tabulation shows that before 

making an impulse purchase, many of the respondents were already online shopping and 

ended up buying an item classified as clothing, shoes, and accessories.  Also important to 

observe from these results is the high amount of people that identified an offline trigger as 

being the reason for visiting a website and making a recent purchase.  
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Table 2: Deciding Factor and Category Cross Tabulation 

Deciding Factor * Category Cross Tabulation 

 

Clothing, 
shoes, and 
accessories 

Computers 
and 

electronics 

DVDs, 
books, 

and 
music 

Home 
and 

garden 

Sports 
and 

outdoors 
Other Total 

Price 166 34 34 4 15 20 273 

Free shipping 16 3 3 1 1 1 25 

Free gift 3 2 0 0 1 0 6 

Brand new item 3 1 0 0 0 0 4 

Appeal of the Item 54 12 11 0 8 2 87 

Recommendations 3 3 2 0 1 2 11 

Total 245 55 50 5 26 25 406 

 

When skimming the results of the deciding factor and item category cross 

tabulation, the item’s price was the deciding factor in almost seventy percent of the 

responses when asked specifically about a recent.  The next closest deciding factor is the 

appeal of the item. 

 

Table 3: Pre-Purchase Activity and Deciding Factor Cross Tabulation 

Pre-Purchase Activity * Deciding Factor Cross Tabulation 

 
Price 

Free 
Shipping 

Free Gift 
New 
Item 

Appeal of the 
Item 

Recommendation Total 

Online Shopping 126 13 3 0 43 8 193 

Browsing the Internet 43 4 2 2 16 1 68 

Click-through from an 
ad 

26 1 0 1 9 2 39 

Offline trigger 78 7 1 1 19 0 106 

Total 273 25 6 4 87 11 406 

 

The cross tabulation between pre-purchase activity and deciding factor show 

similar results to the previous two, where price of the item and online shopping as the 

previous activity are the most common.   
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Table 4: Gender and Category Cross Tabulation 

Gender * Category Cross Tabulation 
  

Clothing, shoes, and 
accessories 

Computers and 
electronics 

DVDs, books, 
and music 

Home and 
garden 

Sports and 
outdoors 

Other Total 

Male 115 43 43 1 23 19 244 

Female 130 12 7 4 3 6 162 

Total 245 55 50 5 26 25 406 

 

The gender and category cross tabulations shows the expected that clothing, shoes 

and accessories is the most popular item category from which to make and impulse 

purchase and that females have a higher amount in that category.  However, when looking 

at the total number of females who participated in the survey, eighty percent of them made 

a recent impulse purchase in the clothing, shoes, and accessories category. 

 

Table 5: Gender and Deciding Factor Cross Tabulation 

Gender * Deciding Factor Cross Tabulation 

 
Price 

Free 
Shipping 

Free Gift New Item 
Appeal of the 

Item 
Recommendation Total 

Male 167 10 3 1 56 7 244 

Female 106 15 3 3 31 4 162 

Total 273 25 6 4 87 11 406 

 

Observations from gender and the deciding factor variable once again show price is 

important to both males and females.  It also appears that a higher percentage of females 

responded to free shipping offers.  
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Table 6: Gender and Pre-Purchase Activity Cross Tabulation 

Gender * Pre-Purchase Activity Cross Tabulation 

 
Online 

Shopping 
Internet 

Browsing 
Ad Click-
through 

Offline 
Trigger 

Total 

Male 123 33 21 67 244 

Female 70 35 18 39 162 

Total 193 68 39 106 406 

 

The interpretation of the gender and pre-purchase activity cross tabulation is that 

males have a higher percentage of buying an impulse purchase when already online 

shopping and looking for something specific.  However, females have a higher percentage 

of buying impulsively when they were browsing the Internet and not looking for anything 

in particular. 

The correlation matrix of the attributes relating to impulsive purchases and the 

dependent variable of the number of unplanned Internet purchases the user estimates he 

or she makes show several interesting relationships.  The dependent variable is measured 

on a frequency scale beginning with the option never, less than once a month, once a 

month, two to three times a month, once a week, two to three times a week, and daily.  The 

complete table can be found in Appendix C and marks correlations that are significant at 

the .01 level with two asterisks (**) and those that are significant at the .05 level with one 

asterisk (*).  Variables that are significant with the frequency of unplanned Internet 

purchases are gender, previously purchase from the website, cost of the item, knowing 

others who buy from the website, frequency of purchases from the website, storing credit 

card information, impulsiveness, and customer satisfaction.  Internet session flow, time 

pressure, multitasking, consumer’s perception as a trend setter, appeal of the item as the 
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deciding factor, the clothing, shoes and accessories item category, the sports and outdoors 

item category, pre-purchase activity of an ad click-through, and pre-purchase activity of an 

offline trigger are also significant.   

The results from each regression are shown below.  The asterisk (*) signifies that 

the variable is significant at the .05 level.  The first regression includes all variables 

indicated that may be significant from the correlation matrix distributed through three 

models.   

The first regression is comprised of three models, where the first model controls for 

the categorical variables, the second model inputs the computed variables, and the last 

model includes non-scalable variables.  In the final model the significant variables are 

impulsiveness, Internet session flow, ad click-through pre-purchase activity, offline trigger 

pre-purchase activity, and frequency of buying from the same website. 

The second regression becomes much simpler and non-significant variables from 

the first regression are removed.  The variance explained for the dependent variable drops 

slightly, but the significant variables remain significant. 

The third regression replaces the variable for the frequency of purchases from the 

same website with the customer satisfaction computed variable.  The customer satisfaction 

variable measures multiple factors relating to customer satisfaction, whereas the frequency 

variable is based on the responses from one question.  This model shows customer 

satisfaction as being significant, along with the variables from previous regressions. 
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Table 7: First Regression 

Regression 1 
      

 
Model 1 Model 2 Model 3 

 
Unstandardized 
Coefficients 

Unstandardized 
Coefficients 

Unstandardized 
Coefficients 

Variable B Std. Error B Std. Error B Std. Error 

Unplanned Internet Purchases 1.87* 0.35 -0.96* 0.53 -0.83 0.51 

Gender -0.18 0.10 -0.09 0.10 -0.08 0.09 

Deciding Factor: Price 0.28 0.29 0.3 0.27 0.26 0.26 

Deciding Factor: Free Shipping 0.28 0.34 0.25 0.32 0.24 0.31 

Deciding Factor: Free Gift -0.28 0.48 -0.13 0.44 -0.06 0.42 

Deciding Factor: New Item -0.28 0.55 0.03 0.52 -0.06 0.49 

Deciding Factor: Item Appeal 0.51 0.30 0.35 0.29 0.32 0.28 

Category: Clothing, Shoes, and 
Accessories 

0.23 0.20 0.16 0.19 -0.03 0.18 

Category: Computers and 
Electronics 

0.19 0.23 0.06 0.21 -0.09 0.20 

Category: Books, Music, and DVDs 0.23 0.23 0.24 0.21 -0.02 0.21 

Category: Home and Garden -0.03 0.46 -0.02 0.44 -0.25 0.42 

Category: Sports and Outdoors -0.13 0.26 0.02 0.24 -0.12 0.23 

Pre-Purchase: Online Shopping -0.18 0.13 -0.12 0.13 -0.13 0.12 

Pre-Purchase: Ad Clickthru 0.30 0.19 0.37* 0.18 0.36* 0.17 

Pre-Purchase: Offline Trigger -0.36* 0.15 -0.24 0.14 -0.28* 0.13 

Impulsiveness 
  

0.38* 0.08 0.35* 0.07 

Customer Satisfaction 
  

0.20* 0.10 0.03 0.09 

Internet Session Flow 
  

0.19* 0.07 0.16* 0.07 

Time Pressure 
  

0.03 0.05 0.01 0.05 

Comparison Shopping 
  

0.01 0.06 0.06 0.06 

Multitasking 
  

0.03 0.05 0.03 0.04 

Trendsetter 
  

-0.01 0.05 -0.04 0.05 

Previous Purchase with Online 
Retailer     

0.12 0.11 

Frequency of Purchases from the 
same website     

0.34* 0.06 

Knowledge of others who use the 
website     

0.04 0.11 

Stored Credit Card Information 
    

-0.15 0.10 

Cost of Recent Impulse Purchase 
    

0.07 0.04 

* significant at the .05 level 
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Table 8: Second Regression 

Regression 2 
    

 
Model 1 Model 2 

 
Unstandardized Coefficients Unstandardized Coefficients 

Variable B Std. Error B Std. Error 

Unplanned Internet Purchases 2.26* 0.11 -0.35 0.27 

Pre-Purchase: Online Shopping -0.19 0.13 -0.11 0.11 

Pre-Purchase: Ad Clickthru 0.33 0.19 0.36* 0.16 

Pre-Purchase: Offline Trigger -0.40* 0.15 -0.28* 0.13 

Impulsiveness 
  

0.36* 0.06 

Internet Session Flow 
  

0.19* 0.06 

Frequency of Purchases from the same website 
  

0.36* 0.05 

* significant at the .05 level 
    

 

Table 9: Third Regression 

Regression 3 
    

 
Model 1 Model 2 

 
Unstandardized Coefficients Unstandardized Coefficients 

Variable B Std. Error B Std. Error 

Unplanned Internet Purchases 2.26* 0.11 -0.64 0.38 

Pre-Purchase: Online Shopping -0.19 0.13 -0.15 0.12 

Pre-Purchase: Ad Clickthru 0.33 0.19 0.39* 0.17 

Pre-Purchase: Offline Trigger -0.40* 0.15 -0.27* 0.13 

Impulsiveness 
  

0.42* 0.06 

Customer Satisfaction 
  

0.23* 0.09 

Internet Session Flow 
  

0.20* 0.07 

* significant at the .05 level 
    

   

Discussion 

The cross tabulations show an interesting distributions of responses for the 

different variations that were calculated.  Although the pre-purchase activity and category 

cross tabulation is dominated by the clothing, shoes, or accessories category and the pre-
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purchase activity of already doing online shopping as one would expect, an interesting find 

shows that about a fourth of users were stimulated to make an impulsive purchase by an 

offline trigger.  This demonstrates the crossover between offline and online, and the 

importance of a cohesive strategy between traditional media and Internet campaigns.  

In the cross tabulation comparing the purchase deciding factor and the item’s 

category, the interaction between price and clothing, shoes and accessories is the strongest.  

Price is the leader in all the categories for determining the deciding factor.  However, the 

general appeal of the item also appears to be and important aspect and is distributed at 

approximately the same ratio throughout the different categories of items.  Both price and 

appeal of the item are consistent throughout all of the categories, where price makes up 

approximately sixty percent of the attributing factor for each category and appeal of the 

item accounts for about twenty percent.  One additional observation that the pre-purchase 

activity and deciding factor cross tabulation shows that is not apparent in the previous two 

is that item recommendations only apply to customers who are already online shopping.  

This makes sense once the cross tabulation helps visualize it because when someone is 

shopping for something specific, the online retailer has the ability to help the user discover 

related items that can lead to an unplanned purchase.   

The cross tabulations including gender show some expected relationships.  For 

example, with the gender and category cross tabulation all but about thirty females said 

their last impulse purchase could be classified as clothing, shoes, or accessories.  However, 

about half the male responses said it could fall in that same category, and the other half was 

distributed between computer and electronics; books, music, and DVDs; and sports and 

outdoors.  When comparing gender to the deciding factor of the purchase, price remains 
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the most popular reason.  Appeal of the item decides about twenty percent of the purchases 

for each gender.  Although response numbers are small for the other factors, it does appear 

that free shipping or a free gift is more likely to influence a female shopper.  Looking at the 

results from gender and pre-purchase activity, half of the male respondents said they were 

already online shopping when they made a recent impulse purchase.  That number falls to 

about forty percent for female shoppers.  Females have a higher percentage of buying when 

they were browsing the Internet and not searching for anything in particular prior to 

making an impulse purchase.  Making a purchase from an ad and being stimulated by an 

offline trigger have about the same percentage of occurrence between men and women. 

 When looking at the correlation matrix, similar themes that are important in offline 

shopping appear to have a significant correlation with impulse purchases online.  The 

customer satisfaction variable created based on the factor analysis has a positive 

correlation with unplanned Internet purchases, as do several yes/no type questions from 

the section asking about the most recent unplanned purchase that also relates to customer 

satisfaction.  These include whether or not the consumer has made previous purchases 

from the website, whether or not the consumer knows others who make purchases from 

the same website, and how frequently the consumer makes purchases from the website.  

Additionally, the consumer storing credit card information on the website appears to have 

a positive correlation with impulse purchases, showing a level of trust in the website that 

important information will be secure.  All imply that the consumer is happy with his or her 

experiences with using the website and the service received from the retailer since he or 

she continues to buy products through the website.   
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 Impulsiveness of the consumer also shows a positive correlation with impulsive 

purchases online.  This is a personal tendency of the consumer and it is logical to assume 

and previous research shows that this trait does not change just because the environment 

is different.  The significant correlation reaffirms the theory regarding impulsiveness and 

impulse shopping.  Another consumer characteristic that the correlation matrix shows as 

having a significant relationship with online impulse buying is the consumer’s perception 

of being a trendsetter.  The scale asks the consumer to measure his or her level or 

trendiness and if he or she usually introduces new products to friends.  The gender of the 

consumer is also significant with impulse buying online indicating that there are 

differences between males and females regarding the likelihood of making an unplanned 

purchase.   

 A positive correlation with impulse buying online is the perception of a time limit 

when making a purchase decision.  Time pressure is created by the website giving the user 

a certain amount of time to complete the checkout process or revealing the limited quantity 

of an item.  This adds a sense of urgency to the process and the consumer has to make a 

quick decision about whether or not to buy the product.  The positive correlation indicates 

consumers whose instinct is to make the purchase to avoid possible disappointments of the 

item running out will have a higher amount of impulse purchases.  Inclusion in the 

regression analysis will determine further if time pressure actually explains the occurrence 

of impulse purchases. 

 The last two scale variable that show positive correlations with online impulse 

buying are the flow of the Internet session and multitasking.  The questions relating to flow 

begin with being more focused to being less focused with the websites visited during 
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Internet sessions.  If there is a lack of focus it is implied that the user is not in a state of flow 

since people in a state of flow are goal oriented and trying to accomplish a specific task.  

The positive correlation shows there may be a relationship between not having the flow 

experience and making impulse purchases.  Additionally, the multitasking variable is 

similar and asks the user to describe how many other stimulants were diverting his or her 

attention while making the most recent impulse purchase.  A positive correlation between 

this and impulse buying implies that higher amounts of multitasking can explain part of the 

variance for the amount of unplanned Internet purchases.   

 The correlation matrix also includes the dummy variables for the variables whose 

response fits a category rather than a scale.   Out of these categorical variables one deciding 

factor variable, two category variables, and two pre-purchase activity variables appear to 

be significant.  The appeal of the item is positively correlated with impulse purchases 

online, as is the item category of clothing, shoes and accessories.  The sports and outdoors 

item category has a negative correlation implying that those types of items may be less 

likely to be impulse purchases.  Correlations between the pre-purchase activity of arriving 

at the website from an ad and arriving at the website because of an offline trigger are also 

apparent in the correlation table. 

 The first regression confirms variables not significant in the correlation table as still 

not being significant.  However, many variables that the correlation matrix shows as having 

a relationship with the dependent variable do not meet the requirements to be significant 

in the regression.  After controlling for the categorical variables, the only one significant in 

the second model is the pre-purchase activity of clicking-through from an advertisement.  

The second model also shows that the significant computed variables are impulsiveness, 
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customer service, and the flow of the Internet session.  Time pressure, multitasking, and 

perception as a trendsetter are not significant in the regression: despite being significant in 

the correlation matrix.  Comparison shopping is still not shown as significant.  Model two 

explains approximately twenty-four percent of the variance for the unplanned purchase 

dependent variable.  Once the variables are added into the third model the variance raises 

to about thirty-three percent.  However, only one of the additional variables is significant, 

how frequently the consumer makes purchases from the retailer where the most recent 

unplanned transaction took place.  Additionally in this model the pre-purchase activity 

becomes significant and the computed variable of customer service becomes not 

significant.  It appears that there is some overlap between the computed variable for 

customer satisfaction and the variable relating to the frequency of purchases from the 

given website because in essence multiple purchases from one online retailer signifies a 

level of customer satisfaction.  The basic information to pull from this regression overall is 

the importance of two main factors that are not unique to the online environment, 

impulsiveness of the consumer and customer satisfaction.  The regression also shows that 

flow is significant for impulse purchases and that the less task-driven a user is during an 

online session, the more likely he or she will be open to buying an unplanned product.   

 The second regression pulls the significant variables from the third model in the 

second regression to create a simpler model.  All variables remain significant and the 

results show that about thirty-one percent of the online impulse buying dependent variable 

is explained by the second model, a drop of two points from the third model in the first 

regression.  The variance in the third regression drops even more, to about twenty-three 

percent, when the customer satisfaction computed variable replaces the frequency of 
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purchases from the same retailer variable.  In the second model of this regression the pre-

purchase activities that are significant is the click-through from an advertisement and the 

offline trigger.  All of the computed variables (impulsiveness, customer satisfaction, and 

Internet flow) are significant.  A small percentage of the variance is explained by the pre-

purchase activity, but a majority of it is comprised from the computed variables.   

 When evaluating the hypotheses in relation to the regression analysis performed, 

the researcher found the following: 

H1: Personalization will be a significant factor in the impulse purchase and will have 

a positive correlation.  The hypothesis relating to the personalization of websites and 

information for customers is undetermined.  The recommendations factor that emerged 

from the factor analysis, which is a segment of personalization, did not have a strong 

enough reliability score to be included in the regression.  Additional questions attempting 

to measure the importance of website personalization did not form a factor and were 

dropped from further analysis.  Although Parboteeah, Valacich, and Wells (2009) found 

personalization to influence impulse purchases, this study was not able to corroborate that 

research. 

H2: Time pressure will influence the purchase the decision and increase the 

likelihood of an impulse purchase.  For this regression, time pressure applied by websites 

was not significant in explaining unplanned purchases.  Two articles referenced earlier in 

this document from PC World (2009) and The New York Times (2011) discuss the time 

pressure and technology innovations that encourage impulse purchases, such as making 

consumers aware of limited quantities, limiting the amount of time a consumer has to 

complete the check-out process, and the decrease in time it takes to make a transaction 
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overall.  However, those articles are limited in their lack of supporting research and 

although it seems to make sense that creating time pressure will result in more impulse 

purchases, the two coinciding probably has a lot to do with the general impulsiveness of 

the consumer and not necessarily a major reason for an impulse purchase on its own.   

H3: Customer satisfaction will have a positive correlation with an impulsive buy.  

This hypothesis is proven true through the regression analysis and is a more traditional 

factor that carries over from offline retailers to online retailers.  Customer satisfaction 

measures the consumer’s level of trust in the retailer, satisfaction the level of service 

received, previous experiences with the retailer, ease of navigation, and satisfaction of 

information provided.  This finding coincides with the results from Bressolles, Durrieu, and 

Giraud (2007) and Papatla and Liu (2009), where both studies found aspects relating to 

customer satisfaction significant factors of impulsive purchases.   

H4: A person who is naturally impulsive will have a higher probability of making 

impulse purchases.  This is another hypothesis that is proven true and was the most 

consistent variable throughout the various regressions performed.  Impulsiveness is a 

personal trait that applies to various aspects of situations the user finds him or herself in, 

including online shopping, and not something that is filtered based on different scenarios.  

Sharma, Bharadhwaj,  and Marshall (2010) found similar results when examining impulse 

shopping.  Like customer satisfaction, impulsiveness is not unique to the online impulse 

purchase and is an important factor offline as well.  

H5: The comparison shopper who searches multiple websites looking for the best 

deal will be a negative factor on the outcome of an impulse buy being made.  The computed 

variable for comparison shopping is not a significant indicator of whether or not an 
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impulse purchase occurred according to the regression analysis.  This may be because the 

Internet gives consumer instant access to compare prices.  Online, one website may trigger 

the impulse buying process and, after a quick search, another will actually complete the 

transaction.  Whereas, offline the comparison shopper would have to physically change 

locations to compare prices, which would negatively effect impulse purchases.   

H6: Flow will negatively influence the probability of a consumer making an impulse 

purchase.  From the regression analysis this hypothesis appears to be true.  Consumers 

describing their Internet sessions as less focused and not particularly goal-oriented were 

significant indicators of impulse purchases.  Research conducted by Rettie (2001) 

describes flow on the Internet as task focused, users are trying to accomplish something 

specific and do not get distracted easily by neither the online or offline environment.  This 

type of environment is not conducive to the stimulants provided by retailers to encourage 

impulse buying, a finding supported by the regression analysis. 

Additionally, the survey examined the use of various online marketing tools, from 

the standard banner ads to social media marketing.  Articles reviewed discuss the level of 

uncertainty in the success of online marketing, especially with using social media.  This 

type of technology is still in experimental phase and marketers are trying to determine the 

best way to utilize these tools.  Facebook and Twitter are platforms that allow access to 

unimaginable numbers of potential customers for business at extremely low costs 

compared to traditional marketing campaigns.  However, the chart below reinforces the 

articles’ consensus that the best way to convert those users into customers is still 

unknown.   
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Figure 7: Online Marketing Tools 
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groups since they were not included in this study.  Limitations also arise in the reliability of 

the responses where users estimate the frequency of purchases(for example, where over 

half of the respondents claim they never make purchases from company emails).  

Additionally, previous research on online impulse buying is limited and scales are not as 

highly developed as they are for offline retailers.  Adaptations were made for similar offline 

and online factors, but then reliability scores are affected and the researcher will not be 

quite as sure of the results.  Similarly, certain factors unique to online retailers (time 

pressure and website personalization are examples in this case) do not have tested 

reliability scales and had to be developed by the researcher.  Survey results would also be 

stronger with more observations.   

Future Research 

 It is the researcher’s belief that each of the correlations between impulse buying and 

the predictors could be investigated more thoroughly.  Such research could go into deeper 

detail about why certain factors contribute or inhibit a consumer’s reaction to buy 

impulsively.  There is no doubt that there are several subtopics for each predictor that 

could make an interesting research project on its own.  Since impulse buying online is a 

fairly recent topic for research, as opposed to the amount of studies on offline impulse 

buying, there is a lot of potential for future research.   

 In particular, website personalization was not adequately analyzed because of the 

low reliability score.  Questions relating to personalization could be reviewed to develop a 

stronger set to satisfactorily analyze the factor in the regression model to the dependent 

variable of unplanned Internet purchases.  The results of the cross tabulations including 

pre-purchase activity show how dominant “already online shopping” was as a response to 
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what the user was doing prior to making a recent impulse purchase, which seems like a 

prime target for website recommendations.  This could be concluded as evidence 

supporting further research on this topic.   

Another research opportunity lies with the variable measuring time pressure, which 

could be extended into a separate study.  Although this research found it not a significant 

factor for impulse buying, there is an prospect for expansion of the topic by specifically 

examining websites which apply techniques that create a sense of urgency and analyzing 

how consumers react.  Similarly, a possible expansion for research can be found in the 

comparison shopping variable.  When included in the regression model for impulse buying 

online it was not found to be significant.  Further research can be conducted to figure out 

why that is the case when applied to online shopping.  Additionally, the questions relating 

to this variable were adapted from an offline comparison shopping scale, and there is the 

opportunity to create a set of questions specifically applied to online comparison shopping.  

These are just a few areas identified as possibilities for future research, but this topic 

allows for many more research options. 
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Conclusion 

 Overall, through the literature review and the results of the regression analysis 

there seems to be a strong consensus that important factors in offline retail environments 

are important in online retail environments as well.  Especially significant is the general 

impulsiveness of the consumer.  Technology supplies impulsive consumers more and faster 

ways to shop, but it does not necessarily sway people who are not impulsive to make 

unplanned purchases.  When marketers develop tactics to increase sales from impulse 

purchases, this is an important characteristic to understand about their consumers.  Online 

outlets allow targeted marketing to be highly personalized, and adjusting ads to suit 

impulsive consumers can be highly effective.  With an increasing amount of online retailers, 

companies will have to constantly be innovative in their ways to encourage impulse buying 

in order to stay competitive. 

Additionally, customer satisfaction, important offline, is also important online.  In an 

actual retail store a company wants to provide knowledgeable staff, an understandable 

store layout, and trustworthy service.  These same factors are important when serving 

consumers online.  A website needs to provide detailed product information, to be easy to 

navigate, deliver on promises, and secure personal information.   The website design is the 

environment the customer is shopping in and the retailer needs to make that as pleasing as 

possible.  Retailors spend a lot of time and money creating a pleasant in-store experience, 

and they should think of their website design in a similar manner.   

In the various regression models conducted in this research, the variance explained 

ranged from around twenty-two percent to thirty-three percent.  This allows room to 

identify additional significant variables that can predict impulsive purchases.  Although 
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several important factors hold true both on and offline, developing effective scales for 

measuring online specific variables will be essential for future research of this topic.  
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Project Description - Impulse Buying on the Internet 

Introduction 

 The thesis topic of impulse buying on the Internet will look at research conducted on 

impulse buying and how companies are incorporating technology into their business strategies 

to encourage impulse buying online.  Some research suggests that creating an environment 

online that stimulates impulsive purchases is more difficult than traditional retail stores.  

However, with the increased technological advances and a more interactive web companies are 

becoming savvier in growing sales online.  There are even companies who only operate online 

and rely solely on impulse purchases.  Companies have unprecedented access to customers 

through online outlets and to generate sales they are trying to be where the customers are 

spending time.  Companies reach out to customers in emails, texts, online advertising, and 

social media sites.  In addition to a literature review exploring studies on impulse buying, a 

proposed survey is planned to be conducted in order to understand the current outlets 

companies are using and which is considered the most effective.  This will then be used to 

compare to the previous research and how these successful technologies compare with 

previous thinking about the conditions that promote impulse buying. 

Survey 

 The researcher will provide an online link for participants and the survey is conducted 

on a voluntary basis.  The survey will not ask for any identifiable information (names, social 

security numbers, email addresses, or similar attributes) and the published results can in no 

way be traced back to the participant.   

The survey contains approximately seventy questions that will take approximately fifteen 

minutes to complete.  The questions revolve around which online methods (email, text, online 

advertising, and social media) he/she has made unplanned purchases through, how frequently 

those occur, and whether or not he/she considers his/herself an impulsive buyer.  Next are two 

groups of questions about general shopping habits and Internet shopping habits.  The survey 

concludes with several questions about their last unplanned purchase made through an online 

retailer.  It is hoped that this survey will give insight into what prompts an impulse purchase 

online and what website features the user finds most appealing when an impulse purchase 

occurs.   

 Students participating in this survey may receive extra credit for a class in exchange for 

their time.  Students will need to enter a five to eight digit password and will need to provide 

that number to their professor.  The professor will receive a list of passwords provided and can 

confirm which students participated.  This number will not be able to identify a student in the 

published results and will only be used to determine extra credit eligibility for the ISDS 
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professors.  The professor will not be able to see the corresponding responses to the survey, 

only the given password.
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Appendix B – Survey 
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Appendix C – Factor Analysis 

 

 

 

  

Variable Survey Question 1 2 3 4 5 6 7 8 9 10

ImpulsiveBuy I like to purchase things on a w him. .79

It is fun to buy things spontaneously. .68

If I see something new  I buy it right aw ay. .55

If I see something I like, I'll buy it. .52

If I am having trouble deciding about an item, it is more likely that I w ill buy it to prevent 

feeling like I missed something later.

.38

CustSatisfaction I found the w ebsite's design very appealing. .71

The w ebsite w as easy to navigate. .66

I only trust buying from a professional looking w ebsite. .46

Quality is important to me. .44

I look for security features on w ebsites before giving my credit card information. .40

Multiple product images are an important factor w hen making an unplanned purchase online. .37

I only make unplanned purchases from w ebsites I have used before. .32

InternetFlow I often end up spending more time online than I intended. .69

Most of my time online is spent not looking for anything in particular. .63

I get diverted easily w hen on the Internet and often end up on sites that I had not planned on 

visiting

.51

I usually have multiple Internet tabs and/or w indow s open at one time. .47

TimePressure If I know  there is a limited quantity of a certain product it is more likely I w ill make a quick 

decision to purchase it now .

.83

Know ing the quantity lef t of an item helps me make my purchase decision. .80

CompareShop I shop around to find the best price. .80

I only buy w hen I am sure I am getting a bargain. .61

I often check the price at multiple w ebsites before making a purchase. .51

Sale I enjoy the feeling of getting a deal. .72

I feel like a successful shopper w hen I find a good deal. .70

I am more likely to try a new  brand if  it is on sale. .30

MultiTask I w as probably multitasking w hen I made this purchase. .79

When I w as making this purchase my focus w as spread out over several activities on or 

off line.

.75

TrendSetter I am the one that introduces new  products to my friends. .78

I consider myself  a trendsetter. .76

Checkout If a w ebsite requires me to create an account in order to complete the checkout process, I 

usually leave the site.

.62

If the online checkout process is too long, I w ill abandon my purchase. .55

Recommendation If a w ebsite makes a recommendation based on the likes of other users, I of ten trust that 

recommendation.

.65

I like it w hen a w ebsite makes recommendations because it helps me discover new  

products.

.50

Rotated Factor Matrixa

Factor

Extraction Method: Principal Axis Factoring. 

 Rotation Method: Varimax w ith Kaiser Normalization.

a. Rotation converged in 12 iterations.
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Appendix D – Correlations Matrix  
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1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 33

1 Gender

2 Previous purchase from 

website

-0.01

3 Purchase cost -0.03 0.06

4 Knows others who use the 

same site

-0.01 .32** 0.02

5 Frequency of purchases 

from the website

-0.05 .50** 0.08 .35**

6 Limited time to  make 

decision

0.00 -0.05 0.05 0.08 -0.1

7 Purchased recommended 

item

0.06 0.06 0.09 0.05 0.03 .16**

8 Stored credit card 0.08 .32** 0.05 .27** .31** 0.05 .19**

9 Impulsive Buys -.16** .17** .17** 0.09 .21** 0.01 0.10 .12*

10 Customer satisfaction 0.01 .25** .18** .11* .24** -.12* 0.02 0.04 .15**

11 Internet session flow -0.05 0.09 .17** 0.05 .20** -0.03 0.03 .13* .29** .33**

12 Time pressure -.18** .10* .17** 0.09 .17** .11* .13* 0.06 .38** .22** .26**

13 Comparison shopping 0.05 0.03 -0.1 0.02 -0.10 0.03 .12* 0.05 -.22** .18** -0.03 0.00

14 M ultitasking -0.06 0.07 0.05 0.07 .16** -0.01 .11* 0.09 .29** .18** .33** .19** -0.10

15 Trend setter -.15** 0.06 .12* 0.05 .15** -0.01 0.01 0.04 .45** 0.03 .10* .25** -0.07 .13**

16 M ood: Happy -0.07 0.09 0.03 0.09 0.06 -0.04 0.04 -.11* .16** .16** -0.07 0.07 0.04 0.02 .14**

17 M ood: Needed cheering up -0.05 0.04 0.06 0.01 0.08 0.06 0.01 .12* 0.01 -0.01 .11* 0.03 -0.08 0.06 0.01 -.42**

18 M ood: Bored 0.05 -0 -0.09 -0 -0.05 0.01 0.01 0.05 -0.06 -0.09 -0.02 -0.05 -0.07 0.08 -.11* -.47** -.15**

19 Deciding Factor: Price 0.03 -0 -.17** 0.01 -0.03 0.06 -0.01 -.12* -.17** -0.01 -0.06 -0.06 .178** -0.01 -0.08 0.09 -0.08 -0.04

20 Deciding Factor: Free 

shipping

-.11* 0.05 0.03 .13* 0.01 0.01 .10* .16** 0.04 0.04 -0.07 0.03 .126* 0.00 0.06 0.03 -0.03 -0.02 -.37**

21 Deciding Factor: Free gift -0.03 -0.09 0.01 -0.1 -0.06 -0.1 -0.06 -0.01 -0.02 -0.08 -0.01 -0.05 -0.02 -0.05 -0.02 -0.02 0.08 0.01 -.18** -0.03

22 Deciding Factor: New item -0.07 -0.04 -0.03 0.06 0.03 -0.1 -0.05 0.03 -0.02 -0.05 -0.07 0.06 -0.05 -.13* 0.05 -0.01 0.04 0.03 -.14** -0.03 -0.01

23 Deciding Factor: Appeal o f 

the item

0.05 0.07 .19** -.10* 0.06 -0.04 0.01 0.07 .20** 0.03 .10* 0.04 -.29** 0.03 0.07 -0.06 0.04 0.03 -.75** -.13** -0.06 -0.05

24 Deciding Factor: 

Recommendation

0.01 -.11* -0.04 0.06 -0.05 0 -0.05 -0.1 -0.04 -0.03 0.05 0.03 0.07 0.08 -0.04 -.13** 0.08 0.02 -.24** -0.04 -0.02 -0.02 -0.09

25 Category: Clothing, shoes, 

or accessories

-.33** 0.07 0.03 0.04 0.06 0.03 -0.09 -0.1 .16** 0.02 -0.01 .13* -0.06 0.00 .18** .11* 0.03 -0.06 0.01 0.02 -0.03 0.03 0.02 -.11*

26 Category: Computers or 

electronics

.15** 0.00 .12* -0 -0.06 -0.09 0.07 0.04 0.05 0.04 0.01 0.03 .100* -0.01 -0.02 -0.01 0.06 -0.01 -0.05 -0.01 0.07 0.03 0.00 0.07 -.49**

27 Category: Books, music, o r 

DVDs

.20** 0.03 -.12* .13** .15** -0.02 0.04 .18** -.13* 0.00 0.01 -.13** -0.06 .14** -0.10 -.10* 0.00 .15** 0.01 0.00 -0.05 -0.04 0.01 0.03 -.46** -.15**

28 Category: Home or garden -0.1 0.03 0 -0 0.02 -0.02 0.00 0.05 -.11* 0.08 0.07 0.00 .11* 0.07 -.15** -0.04 -0.04 0.08 0.03 0.06 -0.01 -0.01 -0.06 -0.02 -.14** -0 -0.04

29 Category: Sports or 

outdoors

.15** -0.03 -0.04 -0.1 -.11* 0.05 0.09 -.10* -.11* -.11* -0.07 -0.09 0.03 -.15** -0.08 0.06 -0.06 -0.05 -0.05 -0.03 0.05 -0.03 0.06 0.02 -.32** -.10* -.10* -0

30 Pre-purchase: Online 

shopping

0.07 .16** 0.05 0 -0.02 -0.04 0.02 0.05 0.04 .15** -.10* -0.04 .10* -0.06 0.01 0.07 -0.01 -0.06 -0.04 0.02 0.01 -0.09 0.02 0.08 -0.01 0.08 0.00 0.07 -0.05

31 Pre-purchase: Browsing -.11* -0.03 -0.07 -0 0.02 -0.05 -0.03 -0.06 0.1 -0.04 0.03 0.08 -.13* .12* 0.04 -0.08 0.04 0.08 -0.04 -0.01 0.05 0.09 0.02 -0.03 0.04 -0.06 0.01 -0.05 0.04 -.43**

32 Pre-purchase: Ad clickthru -0 -0.06 0 -.10* 0.03 0.07 0.02 0.04 -0.03 0.00 0.07 0.07 0.05 .11* 0.03 -0.04 0.01 0.04 0.00 -0.05 -0.04 0.05 0.01 0.05 .13* -0.06 -0.07 0.04 -0.09 -.31** -.15**

33 PrePurch4: Offline trigger 0.04 -.12* 0.00 0.02 -0.02 0.04 -0.02 -0.03 -.10* -.14** 0.03 -0.07 -0.04 -.11* -0.06 0.01 -0.04 -0.03 0.08 0.01 -0.03 0.00 -0.05 -.10* -.10* -0 0.03 -0.07 0.07 -.57** -.27** -.19**

34 Unplanned Internet 

purchases

-.12* .26** .16** .13** .41** 0.01 0.04 .10* .38** .22** .29** .23** -0.06 .23** .17** 0.09 0.03 -0.06 -0.05 -0.01 -0.08 -0.04 .114* -0.05 .13** -0 -0.01 -0.01 -.11* -0.03 0.08 .17** -.15**

**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).
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Appendix E – Descriptive Statistics 

 

 
N Minimum Maximum Mean Std. Deviation Alpha Reliability 

Unplanned Internet Purchases 406 1 6 2.10 .957 --- 

Impulsiveness 406 1.00 4.80 2.86 0.70 0.77 

Customer Satisfaction 406 1.43 5.00 3.82 0.50 0.69 

Internet Session Flow 406 1.00 5.00 3.79 0.69 0.70 

Time Pressure 406 1.00 5.00 3.22 0.94 0.87 

Comparison Shopping 406 1.33 5.00 3.43 0.76 0.70 

Multitasking 406 1.00 5.00 3.18 1.03 0.81 

Trendsetter 406 1.00 5.00 2.92 0.94 0.83 

Sale 406 2.00 5.00 3.88 0.58 0.61 

Checkout 406 1.00 5.00 3.19 0.83 0.60 

Recommendation 406 1.00 5.00 3.14 0.75 0.54 

 

  



100 
 

Vita  

 Claire Elizabeth Crafts is from Shreveport, Louisiana.  She graduated from Southern 

Methodist University in Dallas, Texas in 2007 with a Bachelor of Science in Management 

Science from the School of Engineering.  She plans on graduating in May 2012 with a 

Master of Science in Information Systems and Decision Sciences from the Department of 

Information Systems and Decision Sciences in the E.J. Ourso College of Business at 

Louisiana State University and Agricultural and Mechanical College in Baton Rouge, 

Louisiana.   


	Impulse buying on the internet
	Recommended Citation

	Microsoft Word - ImpulseThesis

