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                                                         Abstract  

  

Internal factors that are affecting consumer impulse buying behavior are important to explore 

because it directly impacts the consumers individually. The objective of this study is to find out 

the role of demographics and personality traits of a consumer in shaping their online impulse 

buying behavior. This study will also will evaluate the moderating effect of hedonic shopping in 

impulse buying behavior of consumers. Quantitative research approach has been used by using 

survey method and data was collected through adapted questionnaires. The sample of the study 

was consisted of 200 respondents from different cities of Sweden and response rate was 80%. IBM 

SPSS data editor was used to conduct data analysis. Multiple linear regression and analysis of 

variance (ANOVA) with LSD technique was performed to test the proposed hypothesis. Based on 

the empirical analysis, it is been concluded that personality traits i.e. Neuroticism and 

Agreeableness have negative and significant relationship online impulse buying behavior. More a 

person possesses the characteristics of Neuroticism and Agreeableness less will be the online 

impulsive buying. Furthermore, Openness to Change, Conscientiousness, and Extraversion have 

positive and significant relationship with online impulsive buying behavior. Results also depict 

that hedonic motivation moderates the relationship of personality traits and online impulsive 

buying which implies that the pleasure of online shopping boosts online impulsive buying.  
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CHAPTER 1: INTRODUCTION  

 

1.1 Background   

 Over the last few years, researchers shifted their concentration from consumer buying behavior to 

impulse behavior of consumers to purchase a planned or unplanned product (Muruganantham & 

Bhakat, 2013).   Different researchers define impulse behavior of consumers in different ways and 

mostly researchers argued that impulse behavior of consumers are planned or unplanned buying 

behaviors of consumers that they make without assessing the product and service (Floh & 

Madlberger, 2013).   

The reason behind the selection of this topic is that there is insufficient literature exists 

regarding this topic. Major internal variables are used in this project as independent variables such 

as demographics, personality traits and hedonic motivation. On the other hand, dependent variable 

that depends upon independent variables is consumer impulse buying behavior. Quantitative 

research method would be used for this project because survey would be conducted form targeted 

population relevant to this topic (Khuong & Tran, 2015).   

 According to researchers, there are two major factors that prompt consumers to buy products or 

that caused impulse behaviors such as product display and celebrity endorsement (Salman, Khan, 

& Aly Gul, 2014). Personality traits and hedonic motivation is considered as essential factors in 

this topic and cause higher sales of the products because personality traits pushes people to exhibit 



a particular behavior and the way they behave towards a particular situation (Salman et al., 2014). 

In this way, marketing strategies are dependent on way that how people behave. So personality 

traits play pivotal role to assist companies to present product in an effective way and to increase 

their sales (Foroughi, Buang, Senik, & Hajmisadeghi, 2013).   

Strong customer relationship is also a key to success for the companies because it ensures 

the higher loyalty and satisfaction level and caused customer retention for a long period of time 

(Amos, Holmes, & Keneson, 2014). The importance of consumer impulse buying behavior for the 

company forced researchers as well as marketers to examine it more and more about and use the 

results for the development of company (Nishanov & Ahunjonov, 2016).   

 In this section, some independent variables have been discussed that revealed the importance of 

these variables and also cleared that for higher consumer impulse buying behavior independent 

variables are essential (Nishanov & Ahunjonov, 2016). There are various external factors that 

affect the buying behavior. Such as store environment i.e. Setting, decoration, charm, location, 

level of comfort of retail stores are all pivotal factors that affect the decisions of the consumers 

regarding the brand and also force them to buy more products (Nishanov & Ahunjonov, 2016). In 

the same way, the conduct product are displayed and presented to customers also has serious 

impact on decisions of the consumers regarding the brand (Nishanov & Ahunjonov, 2016).  

In these days, due to excessive innovation and technological advancement consumer’s taste, 

choices and patterns are changing rapidly that force companies to bring more innovation to retain 

and attract more customers (Xiang, Zheng, Lee, & Zhao, 2016). That is why; today companies are 

focusing on online shopping and are trying hard to improve it so that more and more customers 

could be attracted (Nishanov & Ahunjonov, 2016).   



 In this context, the term visual presentation pertaining to products is also essential and has great 

impact on consumer buying behavior (Pappas, Kourouthanassis, Giannakos, & Chrissikopoulos, 

2014). Basically, visual presentation is the method guide consumers about the features of the 

products and to enhance retail and company’s illustration so that more customers could be appealed 

(Kukar-Kinney, Scheinbaum, & Schaefers, 2016). The income level of customer also matters and 

has positive impact on the buying behavior of consumers. Researchers argued that higher income 

would tend to higher purchasing power and it will benefit company because it will enhance sales 

level (Yang, 2017). In addition to this discussion, the use of credit card is also considered as fruitful 

for the company and will have positive impact on the purchasing power of consumers. With the 

help of credit card, professed cost of the products has been decreased and that prompt customers 

to buy more products of a specific company (Chan, Cheung, & Lee, 2017).   

 Some customers have impulse buying nature that force people to evaluate the product and service 

first and then buy it for future use (Yim, Yoo, Sauer, & Seo, 2014). According to researchers, this 

kind of nature has negative impact on the purchasing power of people and people would tend to 

waste more time in evaluating the product and then reject the product or service from purchasing 

(Nishanov & Ahunjonov, 2016). On the other hand, impulse buying behaviors are considered as 

important in this context and researchers stated that these behaviors can be enhanced with two 

factors that have been discussed in the above section product display and celebrity endorsement 

(Ozer & Gultekin, 2015). Many researchers also argued that there are some external as well as 

internal factors that have great impact on consumer impulse buying behavior but in a different way 

(Rezaei, Ali, Amin, & Jayashree, 2016).   

Internal factors that are affecting consumer impulse buying behavior are important to 

discuss because it directly impact the consumers individually (Drossos, Kokkinaki, Giaglis, & 



Fouskas, 2014). Some consumers have similar personality traits that impact consumers during their 

impulse buying behavior and would also enhance purchasing level (Nishanov & Ahunjonov, 

2016). These traits or aspects are included similar emotions, similar mental level, method of 

evaluating products and some other demographic and psychological factors (Liu, Li, & Hu, 2013).   

On the other hand, there are some external factors as well that affect consumer impulse 

buying behavior more than internal factors such as in-store shopping environment, in-store 

products display, unexpected cheaper prices, discounts and sales, and appearance of store (Ahmed, 

Obaid, & Arif, 2012; Al-Salamin & Al-Hassan, 2016). Many researchers emphasized that 

investment on retails and stores play pivotal role because higher investment would lead to state of 

the art stores and that will attract customer and also help the company to retain customers for a 

long time (Cheng, Chuang, Wang, & Kuo, 2013).   

Environment within the stores as well as outside the store also impact consumer impulse 

buying behavior and force them to purchase products from this brand and to be loyal in future for 

effective services (Al-Salamin & Al-Hassan, 2016). A report has revealed that a company has to 

invest more money on attracting the customer rather retaining them (Ahmed et al., 2012). In other 

words, it can be said that attraction of customers is hard as compare to retain them and it will be 

costly to attract new customers than retaining old ones (Al-Salamin & Al-Hassan, 2016). Other 

factors that have great impact on the consumer impulse buying behavior are sudden sales and 

discounts. Some researchers argued that it has both negative as well as positive impact on the 

customers (Al-Salamin & Al-Hassan, 2016).   

Some customer perceive that cheaper prices and sales meant to be for low quality products 

so it will have negative impact on such customers who have this kind of thinking. On the other 



hand, some customers reveal high contentment level on sales and discounts and tend to purchase 

more products (Ahmed et al., 2012). In other words, it can be said that company should provide 

comfortable environment to their customers and should develop intimate environment so that they 

could feel better and could show loyalty with brand. In the end, it can be said that company must 

invest more and more money only to keep their customers happy because they are considered as 

great asset (Xiao & Nicholson, 2013).   

1.2 Problem   

Competition has enhanced sale strategies development and maximization of customer interest in 

product. The organizations are lacking if they are unable to gain customer attention towards their 

products (Al-Salamin & Al-Hassan, 2016). According to (Cheng, Chuang, Wang, & Kuo, 2013), 

the impulse buying is the immediate and sudden buying without any pre-shopping. The impulse 

buying is characterized as without planning, failure of self-control and urge for the immediate 

purchase (Liao, To, Wong, Palvia, & Kakhki, 2016). The companies must enhance enough 

attractive factors in their products and services so that they can gain maximum sales from 

customers as an impulse buying (Gohary & Hanzaee, 2014).    

1.3 Purpose   

The need for impulse buying has been coined by major researchers but there is continuous 

development in marketing and research departments. This study will uncover the major personal 

factors that affect the impulse buying behavior of the consumers. So, following can be stated as 

objective statement,   

“To find out personal factors affecting impulse buying behavior of customers in Sweden”  



1.4 Delimitations  

   Following are delimitations of this study,   

1. The study will provide empirical analysis and evidence for factors affecting impulse buying 

behavior.   

2. The study will ensure the analysis of demographics and personality trait effect on impulse 

buying behavior of consumers.        

3. The study will evaluate the moderating effect of hedonic shopping in impulse buying 

behavior of consumers.    



CHAPTER 2: LITERATURE REVIEW 

  

2.1 Demographic factors    

It has been detected that independence and inter-dependence are key elements while 

investigating different aspects of culture related to impulse buying (Riquelme & Román, 2014). 

An empirical study conducted related impulse buying behavior in urban buyers of Vietnam. The 

findings suggested that independence buyers may experience impulse buying more frequently as 

compare to inter-dependent buyers (Tuyet Mai, Jung, Lantz, & Loeb, 2003). In addition, impulse 

buying has also been noticed among young buyers while men have more tendency of impulsive 

buying as compare to women (Boonlertvanich, 2009). Moreover, difference of gender has been 

found salient in impulse buying of young buyers.   

The buying behavior of Thai customers and different styles of decision making related to 

digital camera has been examined. The awareness related to impulse buying considered as 

significant factor in process of decision making (Badgaiyan & Verma, 2015). While on the other 

side, gender has not proven as significant indicator for high tendency in impulse buying 

(Boonlertvanich, 2009). Another study has been conducted for determining factors in impulse 

buying of Thai buyers. The determining factors are sentiments, social needs (Individualism and 

Collectivism), promotion of product, and demographics. The findings suggested that women are 

more impulse buyers (Kongakaradecha & Khemarangsan, 2012). They buy product without 

noticing and assessing consequences and act upon tempting which urge them to buy as compare to 

Thai men. The interesting thing was that there is no difference has been found in impulse buying 

among Thai buyers in respect of individualism and collectivism. Hence, compliance with social 

custom had no direct influence on impulse buying (Xu-Priour, Truong, & Klink, 2014).   



Authors have investigated impulse buying behavior of customers related to services of 

mobile-commerce. They developed hypothesis that availability of online shopping facility on 

mobile may increase impulse buying tendency among customers (Coley & Burgess, 2003). 

Scholars of this study have indicated that sample of impulse buying was not reflective, intended 

and immediate. The customers with less cognitive are more engaged with impulse buying behavior.  

Difference in culture is also have significant impact on impulse buying behavior and young 

customer have more tendency of impulse buying behavior as compared to old customers (Davis & 

Sajtos, 2009). Chang and Tseng (2014) argued that the results related to impulse buying are 

inconclusive for gender differences in culture with collective approach. Though, findings of most 

studies suggested that women have more tendency of impulse buying as compare to men. Another 

study related to Indonesian women suggested that women are involved in impulsive buying 

practices at high rate as compare to Indonesian men.   

The findings of most research studies have suggested that positive moods of customers 

assist impulse buying decision. On the contrary part, there are few studies available in literature, 

which suggested that negative moods also assist impulse buying decision (Drossos, Kokkinaki, 

Giaglis, & Fouskas, 2014). Negative moods have negative impact on self-control of buyers due to 

which chances are high for falling in trap of impulsive buying. The customers with bad moods start 

shopping in hope to alleviate their bad moods (Rezaei, Ali, Amin, & Jayashree, 2016). Findings of 

studies suggested relation between impulse buying behavior and age. It has been observed that 

tendency of impulse buying behavior is high between the age of 18 to 39 and after this age it will 

go to downwards (Xiang, Zheng, Lee, & Zhao, 2016). The researchers suggested inverse relation 

between impulse buying behavior and age but this relation is non-monotonic as well.   



2.2 Personality- its impact on impulse buying  

 In the light impulse buying’s example presented by Holbrook in 1990, the two scholars Hoch and 

Lowenstein, had suggested that impulse buying behavior is conflict between affect and cognitive 

(Hoch & Loewenstein, 1991). They declared affect and cognitive as two processes of mental 

psychology. They discovered that emotional factors have capacity to produce desire in return of 

which spontaneous reaction generated, while cognitive factors assist self-control and both are 

dependent on each other (Chan, Cheung, & Lee, 2017). The variation in sentiments and cognition 

can affect buyer to swing either above or below on buying bar, thus it will compel a purchasing 

decision (Akram, Khan, Saduzai, Akram, & Bhati, 2017).   

Therefore, lack of self-control of individual over his buying desire will generate 

spontaneous decision of purchase. There is constant fight between internal desire to purchase and 

self-control for not purchasing that is similar to balance of beam which has tendency to fluctuate 

over flash (Park, Kim, Funches, & Foxx, 2012). There is very small modification require in mostly 

cases in order to change buying decision of buyer from not buying to buy. There are studies 

available in literature, suggested that constant struggle exist between emotional craving and 

cognitive determination (Liu, Li, & Hu, 2013). This continues strive has ability to generate 

irregular balance between self-control and impulsive behavior.   

The authors suggested that emotions, process of cognition and other elements have 

authoritative impact on decision making process of consumer (Lo, Lin, & Hsu, 2016). It is 

important to notice that emotion and cognition are dissimilar to each other and every customer 

experience these two psychosomatic processes during its shopping trip (Zhang, Kandampully, & 

Bilgihan, 2015). Though, emotion and cognition are different but yet quite interrelated and each 

element can influence and prejudiced with other one. Emotion and cognitive process are active but 



internal activity is well aware and possible that activity occur without much conscious (Vonkeman, 

Verhagen, & van Dolen, 2017).  

 There are many other characteristics should be consider which may have impact on impulsiveness 

of end user along with emotions and cognition processing. Author presented that dependence on 

processing of cognition and emotion for customers may be inspired with nature of product and its 

consumption (Zhang & Benyoucef, 2016).   

Her views regarding hedonic goods and utilitarian goods were different than some 

researchers. For instance, she doesn’t believed that evaluating tool for both kinds of goods is 

distinct as hedonic goods can be evaluated through emotional responses of consumers while 

utilitarian goods can be judged by cognitive characteristics of customers (Sohn & Lee, 2017). On 

the other place, Shiv and Fedorikhin (2002) illustrated that consumer’s actions vary according to 

advantaged possessions and when it is restricted consumer’s actions are usually examined by lower 

order progression (Yu & Bastin, 2010).   

 All theories declared that in decision making process of consumers to purchase a product; habitual 

progression is essential and also declared that limited and intentional cognitive progress also 

helpful in evaluation and determining behaviors of consumers (Pappas, Kourouthanassis, 

Giannakos, & Chrissikopoulos, 2014). In sum, controlled progression also mix the concept of 

cognitive assessment of a particular condition. All these mandatory factors pertaining to this aspect 

have been examined in the history separately to find better outcomes but still these studies couldn’t 

find exact impact of these factors on decision making process of consumers (Xiang et al., 2016).  

By virtue of this scenario, it has become pivotal to integrate cognitive and emotional characteristics 

with personality and demographic variables of the consumers so that various aspects pertaining to 

impulse buying could be demonstrate in a better way (Zou, 2016).   



 There are two basic factors which are intrinsic factors of a customer’s mind that remain consistent 

and constant in all situations such as traits and online impulse buying personality. Ajzen argued 

that trait is a distinct part that varies consumers to consumers and that remain constant as well 

(Ajzen, 2008). By using trait factors of consumers, it is easy to distinguish or recognize individuals 

from each other. It is considered as mandatory to investigate personality traits of consumers while 

studying impulse buying behavior of consumers (Mittal, Sondhi, & Chawla, 2015). In this regard, 

materialism is an important trait of consumers that has great impact on the impulsive buying 

behavior of individuals. Another most important trait is impulsiveness that also has huge impact 

on impulsive buying behavior of individuals and that has been studied by many researchers (Kim 

& Park, 2013).   

 Despite the importance of impulsiveness and materialism, majorly researchers focus on two or 

more common personality traits while investigating impulsive buying behavior of folks and also 

use an inclusive framework (Alavi, Rezaei, Valaei, & Wan Ismail, 2016). To investigate elaborate 

differences among individuals, researchers tried to propose a widespread framework or model such 

as Big five model (Darrat, Darrat, & Amyx, 2016). Today, model of Costa and McCrae is majorly 

use for evaluating personality traits considered as standardized model that can be helpful to identify 

people’s personality traits. In big five model, there are five dimensions such as friendliness, 

openness to change, extraversion, neuroticism and conscientiousness (Shukla &  

Banerjee, 2014).   

Individuals can have all dimensions in their personality and in some dimensions they can 

score high as well as low according to their personality traits. One of the important dimensions of 

Big five model is extraversion in which individuals are positive, active, enjoyable, social and 

dominant (Yim, Yoo, Sauer, & Seo, 2014). Extraverted individuals are pleasure seeking and have 



large social circle because of their friendly behavior and such kinds of people majorly focus on 

their interpersonal relationships and try their best to maintain such relations for a long time (Moon, 

2016). On the other hand, individuals who always ready to experience new things are innovative, 

imaginative, creative and curious and always try to do something extraordinary and unique through 

new ideas (Badgaiyan & Verma, Intrinsic factors affecting impulsive buying behaviour— 

Evidence from India. , 2014).   

People who are not openness to new experience are traditional and not logical and prefer 

to live their lives with routine. Similarly, agreeable individuals are considered as trustworthy, 

caring, forgiving, selfless and helpers and warm (Akram, Hui, Khan, Hashim, & Rasheed, 2016). 

They prefer interpersonal relations on other options and try to strengthen them. In the case of highly 

consciousness of individuals revealed that such individuals are obligated, handworkers, and 

achievers and always try to fight something that could raise their status (Lin & Lo, 2016). Lastly, 

neurotic people are full of anxiety, fear, depress, and emotionally not strong and they are not able 

to continue long term interpersonal relationships. Researchers use personality traits to identify the 

attitudes and behaviors of consumers so it is also possible to measure the impact of personality on 

consumer’s online impulse buying (Yeo, Goh, & Rezaei, 2017).   

 In this era, internet has become universal need of people not only in offices but also at home and 

it has become purchasing source for people as well (Leong, Jaafar, & Sulaiman, 2017).  

Over the last few decades, the trend of online shopping has been enhanced as people prefer to buy 

products online by virtue of different factors such as shortage of time. The trend of online shopping 

has been is not limited to domestic level but also has reached to global level and from 100 people 

70 people have online shopping experienced (Moon, 2016). The experience of online shopping 

varies consumer to consumer and depends upon how consumers perceive it. For instance, in 



Taiwan more than 60% have access to internet and from these 60% people 30% have experience 

of online shopping and found it exciting and valuable (Prashar, Parsad, & Vijay, 2015).   

However, there is not enough literature existed on impulse buying behavior of consumers.  

To understand consumer’s behavior regarding impulsive buying, we need to fathom and to 

investigate online as well as in-store shopping because it will enhance our knowledge and will help 

us to understand consumer’s attitudes towards impulse shopping well (Hultén & Vanyushyn, 

2014). The research on impulsive purchase has been expanded and shifted towards which 

unplanned products have been sold only due to one visit of consumers on the website. It also has 

been said that products are great stimulus that compel consumers to buy the product while visiting 

the website or store (Akram, Hui, Khan, Hashim, & Rasheed, 2016). Products such as clothes and 

music are highly sold products among young people and they show high tendency towards it. 

While functional products are not attracted to young people so age factors is also important to note 

in impulsive buying behavior of individuals (Foroughi, Buang, Senik, & Hajmisadeghi, 2013). 

People prefer online shopping because of rich information about the products and fast delivery of 

products at doorsteps. By clicking one button, one can get a lot information about the functions of 

products and also can buy that product within few seconds. Impulsive buying tendency is different 

among different people and also affect differently to different people (Riquelme & Román, 2014).   

2.3 Mental States and Online Impulse Buying  

  In the same way, mental conditions and online impulse mental condition pertaining to the 

environmental factors also have impact on individual’s behaviors to some extent. Childers (2001) 

proposed a term named “webmospherics” that is all about web design attributes such as graphics, 

search engines, frames, one click, pop-up windows, text,, hypertext links, site layout dimensions 

and media dimensions. It has been observed that web design on web site has positive effective on 



the impulsive buying behavior of consumers. For example, websites which are user friendly, and 

good in visual appealing, product availability at every time are mostly attract large numbers of 

customers and customers prefer to use such websites for online shopping purpose (Valaei, Rezaei, 

Ismail, & Oh, 2016).   

Moez (2013) also argued that enjoyable experience of customers of shopping online and 

attributes of websites also have intensive and positive impact on the consumers and compel them 

to visit website again and again. In sum, websites that permit consumers to have pleasure 

experience of shopping and also serve them in a perfect way are highly visited websites and 

enhance customer’s satisfaction level immensely. Media formats are also important to discuss 

because they affect consumer’s emotions and also have immense impact on the impulsive buying 

behavior of customers.   

Verhagen (2011) also revealed same results and argued that demonstration of websites 

functions and convenience to use these functions are highly needed for the customers and also 

affects consumer’s impulsive buying behavior greatly. All these features of website present 

different sides of website and also revealed the quality of website. Quality of website not only raise 

satisfaction level of customers but also their loyalty level and help company to retain customers 

for a long period of time (Hao Suan Samuel, Balaji, & Kok Wei, 2015). All these features of 

websites vary customer to customer so it can be said that websites that contains all these features 

are high quality websites that attracts customers and also provide cheerful shopping experience to 

customers. In other words, it can be said that website quality has great influence on impulsive 

buying behavior of consumers and attract them to have shopping experience again and again 

(Shukla & Babin, Effects of consumer psychographics and store characteristics in influencing 

shopping value and store switching, 2013).   



A website with proper design and with high quality level is highly popular among customer 

and also provides best shopping experience to customers. In contrast, websites that don’t hold 

attractive design and their functions are not convenient for customers are low quality websites and 

would give bad experience to customers and will have negative impact on the impulsive buying 

behavior. Lastly, it can be said that characteristics of website is one of the factors that highly impact 

on impulsive buying behavior of consumers (Sakarya & Soyer, 2014).   

2.4 Hedonic Motivation  

  

Hedonic shopping is a combination of fun, stemming emotional experience and fantasy that is been 

gained from buying products (Hirschman and Holbrook, 1982). Online shoppers may search 

products online because of hedonic motives, just for fun or pleasure (Gültekin and Özer, 2012). In 

literature, Mostly researchers were focus on utilitarian shopping. For instance; Babin, Darden and 

Griffin (1994) described that utilitarian shopping is expressed by the preplanned, reasonable, 

taskoriented, and goal-directed purchasing. Whereas hedonic shopping is not related with the 

taskrelated activities but it is the activity that is been done just for the sake of adventure and fun 

(Overby and Lee, 2006). Hedonic shopping has been found more likely to engage with impulse 

buying (Babin, Darden and Griffin., 1994). For the online shoppers, it is easy to purchase 

unplanned while they are shopping online as they see multiple products in one span. In case of 

online shopping there are no limitations of time and location (Kim and Eastin, 2011) so there are 

more opportunities for the users that lead to impulsive purchases which is caused by hedonic 

motivation (LaRose, 2011). Yu and Bastin (2010) explored the relationship between impulse 

buying behavior and hedonic shopping value through five dimensions. But the moderating effect 

of hedonic motivation in the relationship of personality traits and online impulse buying yet 

remains unexplored. In online shopping, it is adventure to search new products. Online shoppers 



who have neuroticism personality may seek the advice from others to buy online. They may incline 

towards impulsive buying after viewing the positive gestures and suggestions of others. So, we 

assume that hedonic motivation may moderate the relationship of personality traits and online 

impulse buying (Hultén & Vanyushyn, 2014).  

2.5 Impulsive buying tendency   

The internal differences of individual are considered as one important factor for impulse 

buying behavior. Psychologists have done immense research on impulse behavior as part of 

individual’s behavior (Dhaundiyal & Coughlan, 2016). Therefore, Rook & Fisher have given 

concept of impulse buying behavior as trait of customer and declared impulsive buying as 

spontaneous, unreflective, instant, and kinetic buying. The individuals with high tendency of 

impulsive buying behavior will buy more on impulse (Lin & Lo, 2016). The both scholars taken 

“neutral” approach related to impulse buying behavior and argued that impulsive purchase should 

not considered as risky or irrational (Hultén & Vanyushyn, 2014). The reason is that different 

moderating elements exist in process of normative evaluation which play critical role between 

impulse to purchase and real purchase. Therefore, if any individual has high tendency of impulsive 

purchase behavior, what it actual purchase on impulse is highly influenced by social and situational 

elements (Floh & Madlberger, 2013).  

  

  

  

  

  



  

CHAPTER 3: METHOD  

 

This chapter is based upon the research pathway designed for step by step approach of research 

methodology selection. The research is based on the selection of research philosophy, sample, 

population and data collection techniques.  

3.1 Research Design  

This is a quantitative research in which relationship between personal factors that trigger online 

impulse buying behavior are been explored. The study was conducted in non-contrived setting 

with the help of a close ended questionnaire. The units of analysis in this study are the consumers 

that belong to the different walks of life i.e. professional, house wives and students etc. who usually 

buy online. The instrument used in this research for data collection was close-ended questionnaire 

that was rate on 5 point Likert scale for recording the responses of the consumers. Primary data 

was collected from the consumers that belong to the different walks of life i.e. professional, house 

wives and students etc. through close-ended questionnaires. The source of data collection was 

consumers that usually buy from online stores. Due attention has been given to the process of 

sample selection in order to sustain its representative nature.  This study is based upon random 

probability sampling. Researcher has adopted convenience and snow ball sampling technique for 

data collection.   



Reliability is stated as consideration of a questionnaire and dataset that can be used for result 

identification of underlying studies. The reliability of the data can be categorized test-retest 

reliability and Chronbach alpha based reliability. This study utilized the reliability testing through  

Chronbach alpha. The validity can be face validity checked by supervisor and content validity. 

Content validity is used for this research as questionnaires is structured and adopted from already 

used researches.       

3.2 Practical experience of a problem  

Due to the intervention of technology, more and more people are inclined towards online shopping 

(Mittal, Sondhi, & Chawla, 2015). So the current researchers are more focus to find out the 

psychological, physical, emotional and situational factors that drive online buying behavior of 

consumers. In current study, researcher is focusing on the personal internal traits that trigger 

immediate and sudden buying without any pre-planning. The impulse buying thrusts to lose 

selfcontrol and urge for the immediate purchase (Foroughi, Buang, Senik, & Hajmisadeghi, 2013).  

Based on the literature studied, Research of this study have conceptualized a model for research   
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Hedonic Motivation  

3.4 List of Proposed Hypotheses  

Based on the conceptual model, I have formulized following hypothesis for this research.   

H1: There exists difference between males and females for personality traits and their online 

impulse buying.   

H2: There is difference between different age groups for personality traits and their online impulse 

buying.   

H3: There is difference between different income groups for personality traits and their online 

impulse buying.   

H4: Personality trait (Neuroticism) has positive influence on impulse purchasing behavior of 

online customers.   

H5: Personality trait (Agreeableness) has positive influence on impulse purchasing behavior of 

online customers.   

H6: Personality trait (Openness to Change) has positive influence on impulse purchasing behavior 

of online customers.   

H7: Personality trait (Conscientiousness) has positive influence on impulse purchasing behavior 

of online customers.   



H8: Personality trait (Extraversion) has positive influence on impulse purchasing behavior of 

online customers.   

H9: Hedonic motivation moderates the relationship of Personality traits and online impulse 

purchasing behavior of the customers.  

  

CHAPTER 4: EMPIRICAL STUDY  

4.1 Data Collection Tools/Instruments  

The instrument used in this research for data collection was close-ended questionnaire that was 

rate on 5 point Likert scale for recording the responses of the consumers. The survey instrument 

i.e. questionnaire is adopted from existing literature. was adopted from the existing literature. Scale 

for Personality traits was adopted by the Tom Buchanan et al. (2005) which included 20 items (  

Tsao & Chang, 2010). The scale for hedonic motivation was adapted from the Pui-Lai et al. (2007). 

(Pui-Lai , Chechen , & Tzu-Hua , 2007). Lastly, the scale of online Impulse buying was adopted 

by Tingting Zou (2016), all the items were measured on 5-point Likert scale ranging from 1 

(strongly disagree) to 5 (strongly agree). (Zou, 2016).  

4.2 Sample   

Sample for this study are the consumers who usually buy online. The sample for this study includes 

the online consumers who belong to different walks of life with different age groups like students, 

housewives, doctors, teachers and other job holders. Hair et al. 1998 states that the sample size of 

150 – 500 persons is recommended to be appropriate for data analysis. Therefore, the sample size 

of 200 respondents was included in this research.    



4.3 Sampling technique  

Due attention has been given to the process of sample selection in order to sustain its representative 

nature.  This study is based upon random probability sampling. Researcher has adopted 

convenience and snow ball sampling technique for data collection.   

4.4 Data Collection Sources  

There are two sources of data i.e. primary data and secondary data. The data for this research was 

collected from Primary source. Primary data was collected from the consumers that belong to the 

different walks of life i.e. professional, house wives and students etc. through close-ended 

questionnaires. The source of data collection was consumers that usually buy from online stores.   

4.5 Data Collection Method  

This research is encompassing the primary data collection method through a close ended 

questionnaire. 250 questionnaires were distributed to general consumers belonging to different 

walks of life of the different age groups. The researcher also gave brief instructions to respondent 

regarding the filling of questionnaires. Out of 250, 200 questionnaires were returned. So the 

response rate for this research was 80.0%.    

4.6 Researcher Influence   

 The research influence extent is base for this division of research. The researcher can influence 

the research as minimum when there is no direct involvement of researcher. The influence of 

researcher is minimum in case of observations and secondary data collection from online available 

databases. The researcher influence extent is medium when the data is collected through 

questionnaires, focus group analysis and interviews. The researcher influence extent is maximum 



in case of scientific lab experiences. The researcher influence extent is medium in this research as 

questionnaire will be used for data collection. Customers are asked to fill up questionnaires in this 

research whereas the researcher provided a guideline for completion of the questionnaire.   

4.7 Time Horizon   

The data for this study was collected in one go. This study collected data from questionnaires so 

the subjects are considered at a single time for data collection.   

4.8 Ethical Issues   

 This study ensured that there will be no ethical issues regarding use of data in other aspects not 

stated in the questionnaires as well as no harm for the respondents. No personal question is 

included in this research and names of respondents will not be mentioned in the results of this 

research or any other research derived on the basis of this data. The physical harm is also ensured 

not included in this research. The ethical consideration for clear definition of topic and variables 

is clearly mentioned. The researcher will guide step by step for the ease of respondents. The 

respondents provided sincere and unbiased response.     

4.9 Data Analysis Techniques  

IBM SPSS data editor was used to conduct data analysis. Various techniques i.e. frequency test for 

consumers’ demographics was used to provide descriptive statistics of the participants.  

Reliability and validity test was used to validate the survey instrument.  Multiple linear regression 

and analysis of variance (ANOVA) with LSD technique was performed to test the proposed 

hypothesis.   



3.7 Limitations of the Research  

Limitations represent room for improvement. So, limits open new horizon for future research. 

Present study has also some limitations:    

1. The study is based upon analysis of Sweden based online impulse purchasing. Whereas 

more than one other areas can be selected for this research to study the influence of culture 

on impulsive buying behavior of online consumers.  

2. The study is based upon online impulse purchasing. The comparative analysis can be used 

for online and in-store impulse purchasing.   

3. The variables are based upon the research gap, more situational and psychological variables 

can be studied to explore the impulsive buying behavior of online consumers.     

  

  

  

  

  

  

  

  

  

  



CHAPTER 05: ANALYSIS OF EMPIRICAL DATA  

This chapter is about data analysis and its interpretation through multiple inferential and 

descriptive techniques. IBM SPSS data editor was used to conduct data analysis. Various 

techniques i.e. frequency test for consumers’ demographics, reliability and validity test, multiple 

linear regression and analysis of variance (ANOVA) with LSD technique was performed to test 

the proposed hypothesis.   

5.1 Descriptive Statistics  

The descriptive analysis of the data collected in this study is given below, providing a detail 

examination of the sample chosen for the study.  

5.1.1 Demographics  

Statistics of Demographics shows that majority of the respondents were female having a 

percentage of 51.5%.   

Gender  

   Frequency  Percent  Valid Percent  Cumulative Percent  

Valid  Male  

Female  

97  48.5  48.5  48.5  

103  51.5  51.5  100.0  

Total  200  100.0  100.0    

  

Respondents of the study were grouped in under four categories based on of their age. Majority 

85.0% of the respondents were between the age of eighteen to thirty five years, 12.5% respondents 

were between the ages of thirty six to forty five years, only 2.5% were between 45 to 65 years of 



age. This shows that most of the online users are the young people that use technology for shopping 

more than middle and old age people.   

Age  

   Frequency  Percent  Valid Percent  Cumulative Percent  

Valid  18-35  170  85.0  85.0  85.0  

97.5  

100.0  

  

36-45  25  12.5  12.5  

45-65  5  2.5  2.5  

Total  200  100.0  100.0  

Education of most of the respondents is post graduate. Approximately 47.5% respondents were 

post graduate. Whereas 42.5% of the respondents were graduate. These statistics reveal that most 

of the users of technology are highly educated so they can understand the terms and methods of 

online shopping.   

Education  

   Frequency  Percent  Valid Percent  Cumulative Percent  

Valid  Post Graduate  

Graduate  

Higher Secondary  

95  47.5  47.5  47.5  

85  42.5  42.5  90.0  

13  6.5  6.5  96.5  

Matriculation  

Total  

7  3.5  

100.0  

3.5  100.0  

200  100.0    

  



Majority of the respondents have income of 500-1000 dollars as we have seen in demographics of 

age that most of the respondents are young people having age of 18-35 so their income is between 

500-1000 dollars. Only 2.5% respondents were having 10,000 and above.  

Income  

   Frequency  Percent  Valid Percent  Cumulative Percent  

Valid  500-1,000  

1,000-5,000  

5,000-10,000  

10,000 and above  

Total  

151  75.5  75.5  75.5  

36  18.0  18.0  93.5  

8  4.0  4.0  97.5  

5  2.5  2.5  100.0  

200  100.0  100.0    

Majority of the respondents were job holders or students i.e. 51% and 41% respectively. This 

shows that most of the online shoppers are students and job holders that have age of 18-35 years.  

Only 3% are house wives and 5% are business owners.   

Profession  

   Frequency  Percent  Valid Percent  Cumulative Percent  

Valid  Business  

Services  

Student  

10  5.0  5.0  5.0  

56.0  

97.0  

102  51.0  51.0  

82  41.0  41.0  

House Wife  

Total  

6  3.0  3.0  100.0  

  
200  100.0  100.0  

  



5.2 Principal Component Analysis and Varimax Rotation  

Principal Component Analysis and Varimax Rotation were measured with the help of SPSS. 

Reliability Statistics represents the measure of internal consistency of the items with the help of 

Cronbach’s Alpha. Closer the value of the coefficient of Cronbach’s Alpha to 1 represents the 

higher internal consistency of the scale. The reliability statistics shows that the scale which is been 

adopted in current study have high internal consistency i.e.  Cronbach’s Alpha value is 0.941 which 

indicates that this scale is highly reliable.   

Reliability Statistics  

Cronbach's  

Alpha  

Cronbach's Alpha Based 

on Standardized Items  

N of Items  

.941  .934  30  

  

The minimum acceptable value for factor loadings is 0.30 which express that approximately 10% 

variance is been explained by a particular factor for a given variable (Tinsley and Tinsley, 1987). 

Following table individually demonstrate the factor solution of personality traits, hedonic 

motivation and online impulse buying behavior of the consumers. Personality traits i.e. 

Neuroticism (6-items), Extraversion (4-items), Agreeableness (4-items), Conscientiousness 

(4items), Openness to Change (2-items) explained 52.178%, 66.652%, 61.587%, 49.144%, 

68.847% of total variance respectively. Further, hedonic motivation (6-items) and Impulse buying 

(4-items) explained 57.008%, 61.639% of total variance respectively. Moreover, Kaiser-Meyer-

Olkin (KMO) test of sample adequacy ranges from .726 to .850 for all independent and dependent 



variables given in the table below. Moreover, Table also represents individual values of 

Cronbach’s Alpha of all three variables such as Neuroticism (α=.730), Extraversion (α=.819), 

Agreeableness (α=.839), Conscientiousness (α=.776), openness to change (α=.836), hedonic 

motivation (α=.850) and online impulse buying (α=.836) showing acceptable reliability of the  

scale.  

Varimax Rotation component analysis matrix  

Factor  Factor Name  Description  
Factor 

Loading  

Scale  
Reliability  
(Cronbach 

Alpha)  

  

1  
Neuroticism  

  

  

  

  

(Total Variance  
Explained =  

52.178%)  

  

  

  

(KMO=0.726)  

  

I have frequent mood swings.  .775    

0.730  

I dislike myself.  .701  

I Seldom feel blue.  .774  

I Panic easily.  .746  

I am often down in the dumps.  .739  

I often feel sad.  .721  

  

  

2  Extaversion  

  

  

(Total Variance  
Explained =  

66.652%)  

  

(KMO=0.845)  

I am the life of the party.  .800  0.819  

I am skilled in handling social situations.  .783  

I make friends easily.  .773  

I know how to captivate people.  .769  

2  Agreeableness  

  I Respect others.  
.768  .839  

 



 (Total Variance 

Explained  
=61.587%)  

  

(KMO=0.806)  

  

I Insult people.  .761   

I Get back at others.  .723  

I Cut others to pieces.  .718  

3  

Conscientiousness  

  

    

(Total Variance  
Explained =  

49.144%)  

  

(KMO=0.725)  

I am always prepared.  .849  0.776  

I Make plans and stick to them.  
.832  

I Carry out my plans.  .796  

I Never put off till tomorrow what you can do today.  .768  

  

4  
Openness to 

change   

  

(Total Variance  
Explained =  

68.847%)  

  

(KMO=0.822)  

I have unlimited creative ideas.  .755  0.736  

I have ample imagination.  .747  

  

5  

Hedonic 

motivation  

  

  

  

(Total Variance  
Explained =  

57.008%)  

  

  

(KMO=0.834)  

I want to achieve cheerfulness via online purchasing.  .807  0.850  

I want to feel happiness via online purchasing.  .806  

I want to be amazed via online purchasing.  .791  

I want to get an enjoyable feeling via online 

purchasing.  

.811  

I want to find fun things via online purchasing.  .778  

I want to feel exciting via online purchasing.  .709  

  

  

6  

  

Online Impulse 

buying  

  

I often buy online things spontaneously.   .881  0.836  

I often buy online things without thinking   .809  



(Total Variance  
Explained =  

61.639%)   

Sometimes I feel like online buying on the spur of 

the moment.   

.808  

   

(KMO=0.805)  

Sometimes I am a bit reckless about what I buy 

online.   

.784   

  

5.3 Correlation  

Multi-collinearity was examined by Pearson correlation test. High correlation is been indicated 

with the values ranging from greater than +0.70 and less than -0.70 (Hair et al., 2006). Pearson’s 

correlation matrix was also used to measure the presence of singularity. Singularity represents the 

existence of a perfect correlation between dependent and independent variables.  

Correlations Matrix  

   Neuroticism  Extraversion  Agreeableness  Conscientiousness  Openness to 

change  
Hedonic 

motivation  
Online  

Impulsive 

buying  

Neuroticism  

Extraversion  

Pearson  

Correlation  1  .589**  .814**  .386**  .322**  .321**  -.326**  

Sig. (2tailed)  

  

.000  .000  .000  .000  .000  .000  

N  

Pearson  

Correlation  

Sig. (2- 

200  200  
200  

.435**  

200  200  200  200  
.589**  

1  

  

.443**  .464**  .426**  .471**  

Agreeableness  

Conscientiousness  

tailed)  

N  

Pearson  

Correlation 

Sig. (2tailed)  

N  

Pearson  

Correlation 

Sig. (2tailed)  

.000  

200 

.814**  

 .000  

200  

1  

  

200  

.000  .000  .000  .000  

200  200  200  200  200  

.435**  .252**  .215**  .227**  -.206**  

.000  .000  .001  .004  

.002  

200 

.925**  

.006  

200  200  200  200  200  

.386**  .443**  1  .849**  .913**  



N  

.000 

200  
.000 

200  

.252**  

.001  

200  

  

200  
.000 

200  

.000  

.000 

200  200  

Openness to 

experience  

Pearson  

Correlation 

Sig. (2tailed)  .322**  .464**  .215** 

.004  
.849**  1  .922**  .971**  

.000  .000  .000  
  

.000  .000  

 N  200  200  200  200  200  200  200  

Hedonic motivation  

Online Impulsive 

buying  

Pearson  

Correlation 

Sig. (2tailed)  

N  

Pearson  

Correlation  

Sig. (2tailed)  

.321**  .426**  

.227**  

.002  

200  

-.206** 

.006  

.925**  .922**  1  .956**  

.000  .000  .000  .000  

  

.000  

200  200  200  200  200  200  

-.326**  .471**  

.913** 

.000  

.971**  

.956** 

.000  

1  

.000  .000  .000  

  

N  200  200  200  200  200  200  200  
**. Correlation is significant at the 0.01 level (2-tailed).  

  

Table of correlation matrix shows that there is no sign of singularity or multi-collinearity within 

the data. Therefore, we examined the correlations between variables within the constructs. 

Neuroticism and agreeableness are negatively correlated with online impulse buying. Remaining 

all variables used in this study were correlated positively and significantly to each other at the level 

p<0.01.   



5.4 ANOVA and T-Test for Hypothesis Testing  

5.4.1 T-Test based on Gender  

T-test for independent groups was applied to determine if there exist significant differences 

between male and female in their personality trait, hedonic motivation and online impulse buying. 

In this sample, the mean score for male participants was 3.4640, whereas the mean score for female 

participants was 3.5345 thus indicating that female participants reported slightly higher hedonic 

motivation. Results also suggests that mean score for male consumers was 3.2646, whereas the 

mean score for female consumers was 3.3196 thus indicating that male consumers possess more 

online impulse buying behavior than females. Finding suggests that significant differences exist 

between male and female regarding their personality traits. Females show more neuroticism, 

agreeableness and openness to change. While males’ consumers demonstrate more  

conscientiousness and extraversion traits in their personality.   

Group Statistics  

  Gender  N  Mean  Std. Deviation  Std. Error Mean  

Neuroticism  Male  97  2.2955  .56289  .05715  

Female  

Male  

103  2.4466  .52092  .05133  

.07961  

Extraversion  

97  3.8763  .78406  

 Female  103  3.8544  .88182  .08689  

Agreeableness  

Male  

Female  

97  2.3015  .62180  
.06313  

.06160  
103  2.3738  .62512  



Conscientiousness  

Male  97  3.2784  .97753  .09925  

 Female  103  3.1966  1.11014  .10939  

Openness to experience  

Male  

Female  

Male  

97  3.3608  1.11976  
.11369  

.11659  

.09766  

103  3.2864  1.18322  

Hedonic motivation  

97  3.5137  .96185  

 Female  103  3.6068  1.01938  .10044  

Online impulse buying  

Male  97  3.3196  1.09553  .11123  

Female  103  3.2646  1.15779  .11408  

Based on the above statistics, we accept our first hypothesis  

H1: There exists difference between males and females for personality traits and their online 

impulse buying.    

Independent Samples Test  

    Levene's Test for  

Equality of  

Variances  

  

t-test for Equality of Means  

 

    

  

  

  

  

95% Confidence  

Interval of the  

Difference  

  

F  Sig.  t  df  

Sig. 

(2tailed)  
Mean  

Difference  

Std. Error  

Difference  
Lower  Upper  

Neuroticism  
Equal variances assumed  .847  .359  -1.971  198  .050  -.15107  .07664  -.30220  .00006  

Equal variances not assumed      -1.967  194.329  .051  -.15107  .07682  -.30257  .00043  

Extraversion  
Equal variances assumed  2.720  .101  .185  198  .853  .02192  .11826  -.21129  .25513  

Equal variances not assumed      .186  197.359  .853  .02192  .11784  -.21047  .25431  

Agreeableness  Equal variances assumed  .148  .701  -.819  198  .414  -.07224  .08822  -.24621  .10173  



Equal variances not assumed      -.819  197.403  .414  -.07224  .08820  -.24618  .10170  

Conscientiousn 

ess  

Equal variances assumed  3.240  .073  .551  198  .582  .08175  .14827  -.21064  .37414  

Equal variances not assumed      .553  197.125  .581  .08175  .14770  -.20953  .37303  

Openness to  

Change  

Equal variances assumed  .723  .396  .456  198  .649  .07442  .16312  -.24725  .39609  

Equal variances not assumed      .457  197.995  .648  .07442  .16285  -.24672  .39555  

Hedonic 

motivation  

Equal variances assumed  .297  .586  -.663  198  .508  -.09305  .14034  -.36980  .18370  

Equal variances not assumed      -.664  197.999  .507  -.09305  .14009  -.36932  .18322  

Online impulse 

buying  

Equal variances assumed  .373  .542  .345  198  .731  .05502  .15960  -.25971  .36976  

Equal variances not assumed      .345  197.995  .730  .05502  .15933  -.25919  .36923  

5.4.2 ANOVA with respect to Age  

One-Way ANOVA with Post-Hoc LSD technique was applied in order to find out the 

heterogeneous and homogeneous groups from the sampled population of online consumers.  

Analysis of variance is applied on categories of in order to check either different age groups shows 

any variation in personality traits, hedonic motivation and their respective online purchase 

behavior.  Table demonstrates openness to experience, hedonic motivation and online purchase 

behavior have significant variation (p<0.05) across different age groups.  

 ANOVA    

   Sum of Squares  df  Mean Square  F  Sig.  

Neuroticism  

Between Groups  

Within Groups  

Total  

Between Groups 

Within Groups  

.868  2  .434  .234  

  

  

.095  

  

.234  

58.368  197  .296    

59.236  199      

Extraversion  

3.272  

135.083  
2 197  

1.636  

.686  

.095  

  

Agreeableness  

Total  

Between Groups  

Within Groups  

138.355  199      

.412  

  

  

.693  2  .346  .412  

76.544  197  .389    

 Total  77.237  199        



Conscientiousness  

Openness to change  

Between Groups  

Within Groups  

Total  

Between Groups  

Within Groups  

4.725  

213.049  
2 197  

2.363  

1.081  

.115  

  

  

.031  

  

.115  

  

217.775  199      

.031  

  

9.095  

254.354  
2 197  

4.547  

1.291  

 Total  263.449  199        

Hedonic motivation  

Between Groups  

Within Groups  

Total  

Between Groups  

Within Groups  

Total  

6.018  

189.221  

195.239  

2  

197  

199  

3.009  

.961  

  

.046  

  

  

.037  

  

  

.046  

  

  

.037  

Online impulse buying  

8.304  2  4.152  

243.793  197  1.238    

252.097  199      

5.4.2.1 Post Hoc Test  

Post-Hoc LSD test illustrates that personality trait i.e. openness to change varies with age. The 

combination of age group 18-35 vs. 36-45 (p = 0.047); ’18-35’ vs. ’45 to 65’ (p = 0.042); was 

significant. It implies that consumers with age 18-35 have greater tendency for change. Their 

personality trait of openness to change is more as compared to the consumers of middle and late 

age. On the other hand, hedonic motivation for online shopping is more in the age group of 45-65 

as compared to age group of 18-35 (p = 0.016) and 36-45 (p = 0.015). It implies that the consumers 

with age 45-65 seek pleasure from online shopping as they are resistant to go out for fun activities 

and shopping. Furthermore, online impulse shopping is more in the age group of 18-35 as 

compared to age group of 45-65 (p = 0.046) and 36-45 (p = 0.066). It implies that the consumers 

with young age are more impulsive in their online shopping. So the hypotheses we formed earlier 

was proved as right. Hence we accepted the following hypotheses.  



H2: There is difference between different age groups for personality traits and their online impulse 

buying.   

Multiple Comparisons  

LSD  
     

Dependent  

Variable  

(I) Age  (J) Age  Mean  

Difference (I-J)  

Std. Error  Sig.  95% Confidence Interval  

Lower Bound  Upper Bound  

Openness to  

Change  

18-35  

36-45  .46588  .24339  .047  -.0141  .9459  

45-65  1.00588  .51558  .042  -.0109  2.0226  

36-45  

18-35  -.46588  .24339  .047  -.9459  .0141  

45-65  .54000  .55666  .333  -.5578  1.6378  

45-65  

18-35  -1.00588  .51558  .042  -2.0226  .0109  

36-45  -.54000  .55666  .333  -1.6378  .5578  

Hedonic motivation  

18-35  

36-45  -.10451  .20993  .619  -.5185  .3095  

45-65  1.07549*  .44469  .016  .1985  1.9525  

36-45  

18-35  .10451  .20993  .619  -.3095  .5185  

45-65  1.18000*  .48013  .015  .2331  2.1269  

45-65  

18-35  -1.07549*  .44469  .016  -1.9525  -.1985  

36-45  -1.18000*  .48013  .015  -2.1269  -.2331  

Online impulse 

buying  18-35  

36-45  .44059  .23829  .066  -.0293  .9105  

45-65  .97059  .50476  .046  -.0248  1.9660  

36-45  18-35  -.44059  .23829  .066  -.9105  .0293  

  
45-65  .53000  .54498  .332  -.5447  1.6047  

 

45-65  

18-35  -.97059  .50476  .046  -1.9660  .0248  

36-45  -.53000  .54498  .332  -1.6047  .5447  

*. The mean difference is significant at the 0.05 lev el.  
    

  

5.4.3 ANOVA with respect to their Income Level  

Analysis of variance is applied on categories of in order to check either different income groups 

show any variation in personality traits, hedonic motivation and their respective online purchase 

behavior.  Table demonstrates only extraversion personality trait have significant variation 

(p<0.05) across different income groups.  



ANOVA  

  Sum of Squares  df  Mean Square  F  Sig.  

Between Groups  

Neuroticism  Within Groups  

Total  

.539  3  
.180  

.299  

  

2.199  

.672  

  

.850  

.381  

  

1.891  

1.082  

  

3.259  

1.294  

  

1.793  

.969  

  

.600  .616  

58.696  196      

59.236  199      

Extraversion  

Agreeableness  

Conscientiousness  

Between Groups  

Within Groups  

Total  

Between Groups  

Within Groups  

Total  

Between Groups  

Within Groups  

Total  

Between Groups  

Within Groups  

Total  

Between Groups  

Within Groups  

Total  

6.597  3  3.271  .022  

131.758  

138.355  

2.551  

74.686  

77.237  

5.674  

212.101  

196  

199  

3  

196  

199  

3  

196  

    

    

2.232  

  

.086  

  

    

1.748  .159  

  

  

  

217.775  199  

  

 

Openness to change  

9.776  

253.673  

263.449  

3  

196  

199  

2.518  .059  

    

    

Hedonic motivation  

5.380  

189.860  

195.239  

3  

196  

199  

1.851  

  

  

.139  

  

  

 

Online impulse buying  

Between Groups  

Within Groups  

Total  

8.440  3  2.813  

1.243  

  

2.263  .082  

243.657  196      

252.097  199      

5.4.3.1 Post Hoc Test  

Post-Hoc LSD test illustrates that personality trait i.e. Extraversion varies with income. Results 

show that income group of 10,000 and above have more show more extraversion trait than other 

income groups. This implies that the people with more income are more extraverts than the people 

with low income. Surprisingly, there is not variation in impulsive buying depending on the income 

of the consumers. Hence we partially accepted the following hypotheses.  



H3: There is difference between different income groups for personality traits and their online 

impulse buying.   

  

Multiple Comparisons 

LSD  

Dependent  

Variable   

  

  

Extraversion  

(I) Income  (J) Income  Mean  

Difference (I-J)  

Std. Error  Sig.  95% Confidence Interval  

Lower Bound  Upper Bound  

500-1000  
1,000-5000  

5,000-10,000  

10,000 and above  

5,000-10,000  

500-1,000  

10,000 and above  

 500-1000  

1,000-5,000  

5,000-10,000  

.21353  .15207  .162  -.0864  .5134  

-.37153  .32047  .248  -1.0035  
.2605  

1.7064  .93472*  .39131  .018  .1630  

1,000-5,000  

.58506  .29746  .051  -.0016  
1.1717  

1.0035  .37153  .32047  .248  -.2605  

1.30625*  .46742  .006  .3844  
2.2281 

.0138  

10,000 and above  

-.72119  .37269  .054  -1.4562  

-.93472*  .39131  .018  -1.7064  -.1630  

-1.30625*  .46742  .006  -2.2281  -.3844  
*. The mean difference is significant at the 0.05 level.  

  

  

5.5 Regression Analysis for Hypothesis Testing  

Multiple linear regression was used to measure the predictive power of independent variable on 

dependent variable to test the hypothesis of the study. Major assumptions of regression such as 

linearity, normality, and equality of variance were satisfied before analysis.   

5.5.1 Impact of Neuroticism on online impulse buying   

In the First regression, Impulse Purchasing Behavior was entered as dependent variable, while 

Neuroticism was entered as independent variables. Here, we proposed that impulse purchasing 



behavior is a function of personality trait i.e., Neuroticism. The proposed hypotheses and the 

multiple linear regression equation used to test these hypotheses are as under:  

H4:  Personality trait (Neuroticism) has positive influence on impulse purchasing behavior of 

online customers.   

Impulse Purchasing Behavior = α + βNeuro x Neuroticism  

Model Summary  

Mod 

el  

R  R 

Square  

Adjusted R Square  Std. Error of the 

Estimate  

1  -.422a  -.178  -.174  1.02290  

a. Predictors: (Constant), Neuroticism  

  

ANOVAa  

 Model  Sum of Squares  df  Mean  

Square  

F  Sig.  

1  Regression  

Residual  

44.925  1  44.925  42.937  .000b  

207.172  198  1.046      

Total  252.097  199        

a. Dependent Variable: Online impulse buying  

b. Predictors: (Constant), Neuroticism  

  

  



Coefficientsa  

Model  Unstandardized Coefficients  Standardized 

Coefficients  

t  Sig.  

B  Std. Error  Beta  

(Constant) 

1  

1.224  .324    3.783  .000  

Neuroticism  -.871  .133  -.422  6.553  .000  

a. Dependent Variable: Online impulse buying  

Results shows that the overall model was significant (R2 = -0.178, F = 42.937, p < 0.05). The value 

of beta proposes that there is negative relationship of neuroticism with impulse buying behavior. 

Hence our hypothesis 4 is been rejected as there is negative and significant relationship of 

neuroticism with online impulse buying behavior. Resultantly, developed equation is as follows:  

Impulse Purchasing Behavior = 1.224 – 0.871 x Neuroticism  

 5.5.2 Impact of Agreeableness on Online impulse purchasing behavior  

Hypothesis H5 states that Personality trait (Agreeableness) has positive influence on impulse 

purchasing behavior of online customers.   

Results shows that the overall model was significant (R2 = -0.073, F = 15.651, p < 0.05). The value 

of R square proposes that there is negative relationship of neuroticism with impulse buying 

behavior. Hence our hypothesis 5 is been rejected as there is negative and significant relationship 

of Agreeableness with online impulse buying behavior. Table also confirms the negative impact 

of Agreeableness on online impulse buying behavior (β = -0.271, p < 0.05). Hence, H2 is 

supported.  

  



Model Summary  

Mode 

l  

R  R Square  Adjusted R Square  Std. Error of the 

Estimate  

1  -.271a  -.073  -.069  1.08625  

a. Predictors: (Constant), Agreeableness  

  

ANOVAa  

 Model  Sum of 

Squares  

df  Mean  

Square  

F  Sig.  

1  
Regression  

Residual  

Total  

18.468  1  18.468  15.651  .000b  

233.629  198  1.180      

252.097  199        

a. Dependent Variable: Online impulse buying  

b. Predictors: (Constant), Agreeableness  

  

  

Coefficientsa  

 Model  Unstandardized 

Coefficients  

Standardized 

Coefficients  

t  Sig.  

B  Std. Error  Beta  

1  

(Constant)  

Agreeableness  

2.148  .299    7.180  .000  

-.489  .124  -.271  3.956  .000  

a. Dependent Variable: Online impulse buying  

5.5.3 Impact of Openness to Change on Online impulse purchasing behavior  

In the regression, online impulse buying behavior was entered as dependent variable, while 

Openness to Change was entered as independent variables. Here, we proposed that online impulse 



purchasing behavior in their work is a function of personality trait i.e. Openness to Change. The 

following multiple linear regression was used to test the proposed hypothesis.   

H6: Personality trait (Openness to Change) has positive influence on impulse purchasing 

behavior of online customers.   

Engagement = α + βit x IT  

 The overall model was significant (R2 = 0.973, F = 4020.192, p < 0.05). An R2 value of 0.973 

implies that 97.3% of the variation in online impulse buying can be explained by the personality 

trait i.e. openness to change. Noticeably, regressing online impulse buying and openness to change. 

capitulate following model in context of predictive power.   

Engagement = 0.118 + 0.955 x Openness to change   

  

Model Summary  

Model  R  R Square  Adjusted R 

Square  

Std. Error of 

the Estimate  

1  .976a  .953  .953  .24447  

a. Predictors: (Constant), Openness to change  

  

ANOVAa  

 Model  Sum of 

Squares  

df  Mean  

Square  

F  Sig.  

1  Regression  240.264  1  240.264  4020.192  .000b  

Residual  

Total  

11.833  198  .060      

252.097  199        

a. Dependent Variable: Online impulse buying  

b. Predictors: (Constant), Openness to change  

  



  

Coefficientsa  

Model  Unstandardized 

Coefficients  

Standardized 

Coefficients  

t  Sig.  

B  Std. Error  Beta  

(Constant)  

1  

Openness to change  

.118  .053  
  

2.235  .027  

.955  .015  .976  63.405  .000  

a. Dependent Variable: Online impulse buying  

  

5.5.4 Impact of Conscientiousness on online impulse purchasing behavior  

Hypothesis H7 states that Personality trait (Conscientiousness) has positive influence on impulse 

purchasing behavior of online customers.   

Results shows that the overall model was significant (R2 = 0.859, F = 1207.337, p < 0.05). The 

value of R square proposes that there is positive and significant relationship of Conscientiousness 

with impulse buying behavior. Following tables also confirms the positive and high impact of  

Conscientiousness on online impulse buying behavior (β = .927, p < 0.05).  Hence our hypothesis 

7 is been accepted as there is positive and significant relationship of Agreeableness with online 

impulse buying behavior.  

  

Model Summary  

Model  R  R Square  Adjusted R 

Square  

Std. Error of 

the Estimate  

1  .927a  .859  .858  .42354  

a. Predictors: (Constant), Conscientiousness  

  



  

ANOVAa  

 Model  Sum of Squares  df  Mean Square  F  Sig.  

1  

Regression  

Residual  

Total  

216.579  1  216.579  1207.337  .000b  

35.518  198  .179      

252.097  199        

a. Dependent Variable: Online impulse buying  

b. Predictors: (Constant), Conscientiousness  

  

  

Coefficientsa  

 Model  Unstandardized 

Coefficients  

Standardized 

Coefficients  

t  Sig.  

B  Std. Error  Beta  

1  
(Constant)  

Conscientiousness  

.064  .098    .655  .513  

.997  .029  .927  34.747  .000  

a. Dependent Variable: Online impulse buying  

  

5.5.5 Impact of Extraversion on impulse purchasing behavior   

The subsequent multiple linear regression was used to test the following hypothesis.  

H8: Personality trait (Extraversion) has positive influence on impulse purchasing behavior of 

online customers.   

   The overall model was significant (F=90.692, t =9.523, β= 0.560, p <.05) .An R2 value of  

0.314 implies that 31.4% of the variation in online impulse buying behavior can be explained by 

Extraversion personality trait. Moreover, the models’ respective F, beta coefficient and T values 



are significant showing  that  there  is  strong and positive relationship between extraversion and 

online impulse purchasing behavior. Hence, H8 is supported.  

  

Model Summary  

Model  R  R Square  Adjusted R 

Square  

Std. Error of the 

Estimate  

1  .560a  .314  .311  .93447  

a. Predictors: (Constant), Extraversion  

  

  

  

ANOVAa  

Model  Sum of 

Squares  

df  Mean  

Square  

F  Sig.  

Regression  

1  Residual  

Total  

79.196  1  79.196  90.692  .000b  

172.902  198  .873      

252.097  199        

a. Dependent Variable: Online impulse buying  

b. Predictors: (Constant), Extraversion  

  

Coefficientsa  

Model  Unstandardized 

Coefficients  

Standardized 

Coefficients  

t  Sig.  

B  Std. Error  Beta  

(Constant)  

1  Extraversio 

n  

.367  .314    1.169  

9.523  

.244  

.757  .079  .560  .000  

a. Dependent Variable: Online impulse buying  

  



5.5.6 Moderating Effect of Hedonic Motivation in the Relationship of 

Personality Traits and Online Impulse Purchasing Behavior   

To test moderation effect, Online Impulse buying was entered as dependent variable, while 

personality traits and hedonic Motivation was entered as independent variables in step 1. 

Furthermore, In step 2. personality traits * hedonic motivation was entered as independent variable. 

Multiple linear regression was used to test the proposed hypothesis.  

H9: Hedonic motivation moderates the relationship of Personality traits and online impulse 

purchasing behavior of the customers.  

 Moreover, as seen in Table that personality traits (β =0.384, p< .001) and hedonic motivation (β 

=0.638, p< .001) accounted for significant variance in online impulse buying behavior. However, 

after controlling for these effects, the interaction between personality traits and hedonic motivation 

accounted an additional 0.02% (R change) suggesting a significant moderator effect. Further, the 

beta weight of the interaction is positive and significant, suggesting that the hedonic motivation is 

moderating the relationship between personality traits and online impulse buying behavior. Thus, 

Hypothesis H9 is supported.  

  

Variables Entered/Removeda  

Model  Variables Entered  Variables 

Removed  

Method  

1  

2  

Personality Trait, 

Hedonic motivationb  .  Enter  

Enter  
Personality Trait_ 

Hedonic Motivationb  .  

a. Dependent Variable: Online impulse buying  



b. All requested variables entered.  

  

  

   Model Summary  

Model  R  R Square  Adjusted R Square  Std. Error of the 

Estimate  

1  .920a  .850  .850  .42963  

2  .926b  .858  .856  .42733  

a. Predictors: (Constant), Personality Trait, Hedonic motivation  

b. Predictors: (Constant), Personality Trait, Hedonic motivation, Personality  

Trait_Hedonic Motivation  

  

  

ANOVAa  

 Model  Sum of Squares  df  Mean Square  F  Sig.  

1  

Regression  215.735  2  107.867  

584.388  

  

  

394.847  

  

  

.000b  

Residual  36.363  197  .185    

Total 

Regression  

252.097  

216.306  

199  

3  

  

72.102  

  

.000c  

2  Residual  35.791  196  .183    

Total  252.097  199      

a. Dependent Variable: Online impulse buying  

b. Predictors: (Constant), Personality Trait, Hedonic motivation  

c. Predictors: (Constant), Personality Trait, Hedonic motivation, Personality Trait_Hedonic 

Motivation  

  

  



  

Coefficientsa  

 Model  Unstandardized  

Coefficients  

Standardized  

Coefficients  

t  Sig.  

B  Std. Error  Beta  

1  

2  

(Constant)  

Hedonic motivation  

Personality Trait  

(Constant)  

Hedonic motivation  

Personality Trait  

Personality  

Trait_Hedonic  

Motivation  

1.474  .143    10.285  .000  

.437  .039  .384  11.218  .000  

1.060  .057  .638  18.610  .000  

.670  .476    1.406  .041  

.226  .125  

.175  

.199  1.805  .033  

.766  .461  4.370  .000  

.075  .042  .329  1.769  .038  

a. Dependent Variable: Online impulse buying  

  

Excluded Variablesa  

 Model  Beta In  t  Sig.  Partial 

Correlation  

Collinearity  

Statistics  

Tolerance  

1  Personality  

Trait_Hedonic  

Motivation  

.329b  1.769  .038  .125  .021  

a. Dependent Variable: Online impulse buying  

b. Predictors in the Model: (Constant), Personality Trait, Hedonic motivation  

  

  

  

  



  

CHAPTER 6: CONCLUSION  

Based on the empirical analysis, it is been concluded that personality traits i.e. Neuroticism and 

Agreeableness have negative and significant relationship online impulse buying behavior. More a 

person possesses the characteristics of Neuroticism and Agreeableness less will be the online 

impulsive buying. Furthermore, Openness to Change, Conscientiousness, and Extraversion have 

positive and significant relationship with online impulsive buying behavior. The contribution of 

this study is the evaluation of hedonic motivation as moderating variable in the relationship of 

personality traits and online impulsive buying. Results depict that hedonic motivation moderates 

the relationship of personality traits and online impulsive buying which implies that the pleasure 

of online shopping boosts online impulsive buying.  

Results also demonstrate that female participants reported slightly higher hedonic motivation.  

Results suggests that male consumers possess more online impulse buying behavior than females. 

Finding also suggests that significant differences exist between male and female regarding their 

personality traits. Females show more neuroticism, agreeableness and openness to change. While 

males consumers demonstrate more conscientiousness and extraversion traits in their personality. 

Results demonstrates that openness to experience, hedonic motivation and online purchase 

behavior have significant variation across different age groups. Results exhibit that consumers with 

age 18-35 have greater tendency for change. Their personality trait of openness to change is more 

as compared to the consumers of middle and late age. On the other hand, hedonic motivation for 

online shopping is more in the age group of 45-65 as compared to age group of 18-35 and 3645. It 

implies that the consumers with age 45-65 seek pleasure from online shopping as they are resistant 

to go out for fun activities and shopping. Furthermore, online impulse shopping is more in the age 



group of 18-35 as compared to age group of 45-65 and 36-45. It implies that the consumers with 

young age are more impulsive in their online shopping. Results demonstrates only extraversion 

personality trait have significant variation across different income groups. Findings depicts that 

the people with more income are more extraverts than the people with low income.  

Surprisingly, there is not variation in impulsive buying depending on the income of the consumers.  

The results of this study may reveal several points for online retailers. According to the results 

agreeableness and neuroticism have negative effects on online impulse buying while extraversion, 

openness to change and conscientiousness have positive effects on online impulse buying. 

Depending on these results it can be stated that online retailers must give special attention to target 

different personality traits and use various strategies to target various segments. For instance, as 

results depict that people who are more open to changes are more prone to buy impulsively. In 

order to encourage these people, retailers must design their websites innovatively and creatively. 

In order to target the people with agreeableness and neuroticism, retailers must have an interface 

that allows the users to interact with each other and share their experiences regarding online 

buying. Retailer should also focus on the dimensions that make the shopping a fun creating 

experience. As this study have only focused on internal and personal characteristics of a consumers 

so further studies are suggested to find out the psychological, physical, emotional, financial and 

situational factors that drive online buying behavior of consumers. Website design and ease of use 

of technology can also be used in further studies to find out online buying behavior of consumers.  
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