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Abstract

Using data of 300 respondents from Rawalpindi and Islamabad, the study examines
how website quality dimensions effect online impulsive buying behavior (OIBB). The study
also investigates whether hedonic value and utilitarian value mediates website quality
dimensions and online impulsive buying behavior across gender and educational level. The
study had adapted a scale to measure the constructs from the earlier literature. The findings
of the research indicate that website quality dimensions i.e. service quality, information
quality and system quality have a statistically significant impact on OIBB. Further, we also
find that both hedonic value and utilitarian value mediate the website quality dimensions
and online impulsive buying behavior relationship across gender and educational level.
Future studies may explore whether other website quality dimensions such as ease of use
has an influence on online impulsive buying behavior across other demographic factors
such as income, profession and age.
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Introduction

Impulsive buying refers to the unplanned and instantaneous buying behavior of
customers. Similarly, Li (2015) defines impulsive behavior as buying spontaneously,
unreflectively due to physical proximity and emotional attachment to the desired product
which results in personal gratification. Earlier research show that impulsive buying share
is about 50%-70% of the total sales (Dawson & Kim, 2010). The internet has transformed
consumer buying behavior and attitude all over the world (Floh & Madlberger, 2013). Liu,
Li & Hu (2013) found that 40% of the online purchases are spontaneous and impulsive.
Moreover, Wu et al., (2016) report that approximately 80% of retail sales by customers are
impulsive. In view of its significance, retailers and vendors target impulsive buyers. Hausman
(2000) states that impulsive buying gratifies the emotional aspirations of a consumer. Saad
& Metawie (2015) suggest that innovation, excitement and amazement lead to impulsive
buying behavior. It has been argued that impulse buyers generally do not regulate their
innate behavior while browsing online stores.

In online buying, consumers initially collect information about the goods they intend to
purchase, subsequently they place the order and make the payment before delivery.In some
cases consumers have the option to make the payment subsequent to delivery (Arnold &
Reynolds, 2003). Trust and user friendly websites attracts consumers (Wu et al., 2016; Floh, &
Madlberger, 2013). In addition, factors like the internal and external environment of stores,
sales, and discounts also affect impulse buying behavior. Consequently, it leads to brand
loyalty and sustainable relationship (Al-Salamin & Al-Hassan, 2016). It has been argued that
extended sales and discounts offers adversely affect the brand image of the product and
may lead to losses for the organization (Al-Salamin, & Al-Hassan, 2016). Many earlier studies
have explored the antecedents of online impulsive buying behavior. Additionally, studies
have also explored the mediating roles of enjoyment, interaction and experience, websites'’
usefulness on online impulsive buying behavior (Saad & Metawie, 2015).

Floh & Madlberger (2013) have investigated the characteristics of e-store on repelling
OIBB through mediation of shopping enjoyment and effective perception . Moreover, many
researchers have explored the association between personality and emotions on online
purchase decisions. This study aims at determining channels that capture OIBB via variants
of website quality especially for Pakistani markets via observing mediating impact of
shopping values (hedonic and utilitarian) on website quality and impulse buying behavior
relationship via gender and educational strata basis.

Literature Review
Online impulsive buying behavior is a spontaneous desire or decision to purchase a
product. Online impulsive buying stimulates a customer to buy a product without having
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adequate information about its attributes. Rook (1987) suggests that impulsive buyers do
not consider the consequences of such buying decisions. Amos, Holmes, & Keneson (2014)
suggest that consumers online impulsive buying also depends on consumer’s variety
seeking behavior. Moreover, it has been argued that internal stimuli (i.e. personality traits)
and external stimuli (i.e. store related factors) also affect online impulsive buying (Kolat &
Willet, 1969; Badgaiyan, &Verma, 2014). Badgaiyan &Verma (2014) denote impulse buying as
a sudden, compelling, hedonically complex purchase behavior . Moreover, online impulsive
buying consumers do not consider other available products and the cost implications of
their purchases.

There are four main types ofimpulsive buying (Stern, 1962). Pure impulsive buying implies
that the customer buys the product without ever intending to make the purchase. On the
contrary, reminder impulsive buying is stimulated by an advertisement or proximity of a
product. In addition, suggestive impulsive buying is stimulated when a customer has seen
a product and desires to purchase it for satisfaction. Finally, planned impulsive buying refers
to buying behavior where a customer has already decided the product to be purchased.
This study uses the social cognitive theory (Bandura, 1989) and stimulus organism response
model (Mehrabian & Russel, 1973) for developing the conceptual framework. The social
cognitive theory assumes that a particular behavior or action of an individual is based on
the outer environment and personality attributes (Stewart, 1998). The theory argues that
the attributes of the outer environment has an impact on the cognitive ability of a person
and this results in a particular action.

The stimulus organism response model suggests that the impact of environmental
stimuli (S) effects organism and result in avoidance response behaviors. Moreover, it explains
that physical stimuli promotes pleasant emotions and customer’s reaction towards online
browsing (Mummalaneni, 2005; Kim, & Eastin, 2011). Hu et al., (2016) suggest that social
influence has an impact on consumer’s impulsive buying behavior. Social media users tend
to exchange their views about a product or services which stimulates consumers purchase
intentions process (Chung & Austria, 2012). Both consumer and firm generated messages
on social media has an effect on consumer purchase intentions and impulsive buying
behaviors. However, it has been argued that consumer generated messages strongly
influence consumer purchase intentions in comparison to firm generated messages (Chung
& Austria, 2012).

It has been found that social media stimulates impulsive purchase intentions. However, it
has also been argued that all impulsive purchase intentions do not lead to actual purchases
(Huang, 2003; Shen, & Khaloifa, 2012; Verhagen, & Dolen, 2011). In general, consumers may
respond positively or negatively to external stimuli. However, impulsive buyers are more
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vulnerable to external stimuli as compared to other consumers (Youn & Faber, 2000). Past
studies suggest that impulsive buyers spend time browsing the internet which expose
them to promotional stimuli of products. It has been concluded that impulsive buyers while
browsing are more influenced with external stimuli as compared to internal stimuli.

Customers use social media and online websites for accessing information about
productsand services (Ranganathan & Ganapathy, 2002; Turkyilmazetal., 2015). Prior studies
suggest that the aesthetic appearance of websites are crucial for attracting consumers and
stimulating impulsive behavior (Wolfinbarger & Gilly, 2003). In order to remain competitive,
online stores should maintain the quality of their websites (Ranganathan & Ganapathy,
2002). Clemes, Gan, & Zhang (2014) found a strong association between consumer buying
behavior and web quality. Similarly, Woodruff (1997) suggest that website quality also
attracts customers and influence their buying decisions. It has been found that consumers
areattractedtouserfriendly websites that are easy to navigate (Lio, Palvia &Lin,2010; Sharma,
Sivakumaran,& Marshall, 2010). Cheng & Huang (2013) argue that online vendors should
consider the preferences of consumers before designing their websites for stimulating
online impulsive buying behavior. Kuan, Bock, & Vathanophas (2008) suggest that website
quality depends on information quality (semantic level), system quality (technical level) and
service quality (website support for transaction) . Therefore, our study will focus on these
three dimensions of website quality.

The perceived utility of a product is the difference between customer expectation and
derived value from use (Zeithaml, 1988). Customer values have two dimensions, i.e. utilitarian
and hedonic. Utilitarian value refers to task-specific value of shopping and reflects the
acquisition of products in an efficient way . On the contrary, Babin & Attaway (2000) argue
that hedonic value refers to the pleasant feelings from shopping . Moreover, customers’
utilitarian and hedonic values have a positive association with satisfaction and online
impulsive buying behavior (Wang, Zhao, & Zhao, 2017). It has been argued that hedonic
as well as utilitarian values increase impulsive buying and the customer satisfaction (Xiang
et al.,, 2016). Consumers with hedonic values derive excitement and a favorable experience
from impulsive purchases (Wolfinbarger & Gilly, 2003). On the contrary, utilitarian values
focus on cost, quality and ease of use (Xiang et al., 2016). The importance of hedonic and
utilitarian values encourage marketers to develop strategies that focused on customer
values.

Several studies have found that hedonic shopping value and online impulsive buying
behavior are positively correlated (Alba & Williams, 2013). Consumer emotions and feelings
are likely to enhance hedonic value and positively affect online impulsive buying behavior
(Chung, Song, & Lee, 2017). It has been suggested that online vendors should design
websites that stimulate emotions and feelings in order to attract hedonic customers.
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In online shopping, customers prefer using websites that are trustworthy and credible
(Woodruff, 1997). On the contrary, utilitarian customers prefer those websites that have
detailed information about products and services. In addition, utilitarian customers do not
pay attention to hedonic environment of the website (Alba & Williams, 2013).

Conceptual framework
The developed conceptual model and hypotheses (across gender and education levels)
are presented in the following sections.

Figure1: Conceptual Model

Stimulus = Organism > Response
WEBSITE QUALITY SHOPPING
VALUES
. =ervice quality
. systemn quality Hedonic Impulsive
. information Buying
quality Utilitarian Behavior

Hypotheses

H1: Information quality and online impulsive buying behavior are positively associated.

H2: Service quality and online impulsive buying behavior are positively associated.

H3: System quality and online impulsive buying behavior are positively associated.

H4: Hedonic value mediates the information quality and online impulsive buying behavior
relationship.

H5: Hedonic value mediates the service quality and online impulsive buying behavior
relationship.

Hé6: Hedonic value mediates the system quality and online impulsive buying behavior
relationship.

H7: Utilitarian value mediates the information quality and online impulsive buying behavior
relationship.

H8: Utilitarian value mediates the service quality and online impulsive buying behavior
relationship.

H9: Utilitarian value mediates the system quality and online impulsive buying behavior

relationship.
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Methodology

The study uses primary data collected from the residents of Rawalpindi and Islamabad.
The questionnaire was adopted from the previous literature. The respondents of the
questionnaire includes employees with online banking experience. The questionnaire was
administered electronically via Google forms. The sample size for the study was 300 with
a response rate of 96%. We have used Krejcie & Morgan (2001) method for calculating the
sample size. For the given population, the Krejcie & Morgan (2001) method suggests that
a minimum sample of 120 respondents would be appropriate. However, the study uses a
sample of 300 respondents working in the cities of Rawalpindiand Islamabad. Prior to actual
survey a short pilot study was undertaken. The aim of the pilot test was to examine whether
the wording and the content of the questionnaire are related to the objectives of the study.

Scales and Measures

The questionnaire consists of demographical questions and items to measure the
constructs. The likert scale was used to measure the responses ranging from 1 (strongly
disagree) to 5 (strongly agree). Impulse buying behavior was measured using 5 questions
adopted from (Akram, 2018). Shopping value dimensions (hedonic and utilitarian) were
measured using 10 questions adopted from (Prashar et al., 2017). While website quality
dimensions (information quality, service quality and system quality) were measured with
12 questions adopted from (Prashar et al., 2017). The constructs and items used in the study
are presented in Annexure 1.

Results
Reliability Analysis
The reliability of the constructs used in this study were examined through Cronbach’s

Alpha. The results are presented in Table 1.

Table 1: Reliability Statistics

Variable Items Cronbach’s Alpha (a)
Impulse Buying Behavior 5 78
Hedonic Value 4 .82
Utilitarian Value 6 74
Information Quality 4 .86
System Quiality 4 61
Service Quality 4 76
>+
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System Quality, Hedonic Value and Online Impulsive Buying Behavior across Gender

The mediating effect of hedonic value on the relationship between system quality and
online impulsive buying behavior across gender was examined through the two step
mediation approach. The results are presented in Table 2 and Table 3.

Table 2: Model Summary

Gender Model R R? Adjusted R2 Std. Error
of the Estimate
Male 1 964 93 93 22
2 .988 97 .98 a3
Female 1 952 90 91 24
2 .989 .97 .98 A2

Table 3: Mediation Analysis

Gender Model Unstandardized Standardized

Coefficients Coefficients t Sig.
B Std. Error Beta

1 (Constant) -1.26 0.129 -9.77 0

System Quiality 1.32 0.038 .97 34.31 0
Male 2 (Constant) .19 0.138 1.44 0.15
System Quality .09 0.099 .06 .88 0.38

Hedonic Value .88 0.069 93 12.78 0

1 (Constant) -.98 0.093 -10.50 0

System Quiality 1.24 0.028 .95 44.59 0

Female 2 (Constant) 32 0.067 4.82 0
System Quiality .04 0.047 .04 .96 0.33

Hedonic Value .89 0.034 .96 26.21 0

Dependent variable: Online Impulsive Buying Behavior

The results suggest that hedonic value mediates the relationship between system quality
and online impulsive buying behavior across gender. This is visible from the statistically
significant coefficient of hedonic value (mediator variable) and the statistically insignificant
coefficient of system quality (independent variable) when regressed on online impulsive
buying behavior (dependent variable). The mediating effect of hedonic value is present
across both genders, i.e. male and female.
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System Quality, HedonicValue and Online Impulsive Buying Behavior across Education

The mediating effect of hedonic value on the relationship between system quality and
online impulsive buying behavior across education was examined through the two step
mediation approach. The results are presented in Tables 4 and 5

Table 4: Model Summary

Education Model R R? Adjusted R*>  Std. Error of
the Estimate
Low 1 .960 92 92 22
2 990 .98 .98 1
High 1 950 .90 .90 .25
2 .988 .98 .98 a2

Table 5: Mediation Analysis

Education Model Unstandardized Standardized

Coefficients Coefficients t Sig.
B Std. Error Beta

1 (Constant) -1.06 .09 -10.79 0

System Quiality 1.27 .03 .96 43.30 0
Low 2 (Constant) 24 .08 292 .04
System Quiality .09 .06 .07 1.51 a3

Hedonic Value .87 .04 93 20.82 0

1 (Constant) -1.05 12 -8.89 0

System Quiality 1.26 .04 .95 35.37 0

High 2 (Constant) 35 .09 3.84 0
System Quality .02 .06 .01 0.24 82

Hedonic Value 91 .05 .98 20.08 0

Dependent Variable: Online Impulsive Buying Behavior

The results suggest that hedonic value mediates the relationship between system quality
and online impulsive buying behavior across education. This is visible from the statistically
significant coefficient of hedonic value (mediator variable) and the statistically insignificant
coefficient of system quality (independent variable) when regressed on online impulsive
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buying behavior (dependent variable). The mediating effect of hedonic value is present
across education.

Service Quality, Hedonic Value and Online Impulsive Buying Behavior across Gender

The mediating effect of hedonic value on the relationship between service quality and
online impulsive buying behavior across gender was examined through the two step
mediation approach. The results are depicted in Table 6 and 7.

Table 6: Model Summary

Gender Model R R? Adjusted R? Std. Error
of the Estimate
Male 1 981 .96 .96 16
2 .989 .98 .98 A2
Female 1 977 .96 .96 16
2 .990 .98 .98 a1

Table 7: Mediation Analysis

Gender Model Unstandardized Standardized
Coefficients Coefficients t Sig.
B Std. Error Beta
1 (Constant) -1.04 .09 -11.67 0
Service Quality 1.21 .03 .98 47.45 0
Male 2 (Constant) -.15 13 -1.17 0.24
Service Quality .39 10 32 3.92 0
Hedonic Value .65 .08 .68 8.39 0
1 (Constant) -95 .06 -15.26 0
Service Quality 1.19 .02 .98 66.31 0
Female 2 (Constant) .06 .08 0.83 0.41
Service Quality 27 .06 22 4.54 0
Hedonic Value 72 .05 .78 16.17 0

Dependent Variable: Online Impulsive Buying Behavior

The results suggest that hedonic value mediates the relationship between service quality
and online impulsive buying behavior across gender. This is visible from the statistically
significant coefficient of hedonic value (mediator variable) and the statistically insignificant
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coefficient of service quality (independent variable) when regressed on online impulsive
buying behavior (dependent variable). The mediating effect of hedonic value is present
across both genders, i.e. male and female.

Service Quality, HedonicValue and Online Impulsive Buying Behavioracross Education

The mediating effect of hedonic value on the relationship between service quality and
online impulsive buying behavior across education was examined through the two step
mediation approach. The results are presented in Table 8 and 9.

Table 8: Model Summary
Education Model R R? Adjusted R? Std. Error
of the Estimate
Low 1 983 97 97 a5
2 992 .98 .98 A2
High 1 973 .95 .95 .18
2 .988 .98 .98 12
Table 9: Mediation Analysis
Education Model Unstandardized Standardized
Coefficients Coefficients t Sig.
B Std. Error Beta
1 (Constant) -.96 .06 -15.42 .00
Service Quality 1.20 .02 .98 66.76 .00
Low 2 (Constant) =11 .08 -1.42 .16
Service Quality 40 .06 33 6.22 .00
Hedonic Value .63 .05 67 12.74 .00
1 (Constant) -.99 .08 -11.87 .00
Service Quality 1.20 .02 .97 49.49 .00
High 2 (Constant) .14 .10 1.35 .18
Service Quality 19 .08 16 2.39 .02
Hedonic Value 78 .06 .84 12.88 .00

Dependent Variable: Online Impulsive Buying Behavior

The results suggest that hedonic value mediates the relationship between service quality
an online impulsive buying behavior across education. This is visible from the statistically
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significant coefficient of hedonic value (mediator variable) and the statistically insignificant
coefficient of service quality (independent variable) when regressed on online impulsive
buying behavior (dependent variable). The mediating effect of hedonic value is present
across both educational levels, i.e. high and low.

Information Quality, Hedonic Value and Impulsive Buying Behavior across Gender

The mediating effect of hedonic value on the relationship between system quality and
online impulsive buying behaviour across gender was examined through the two step
mediation approach. The results are presented in Table 10 and 11.

Table 10: Model Summary

Gender Model R R? Adjusted R? Std. Error
of the Estimate
Male 1 963 .93 .93 21
2 991 .98 .98 1
Female 1 965 93 93 21
2 .990 .98 .98 1

Table 11: Mediation Analysis

Gender Model Unstandardized Standardized

Coefficients Coefficients t Sig.
B Std. Error Beta

1 (Constant) -41 .106 -3.89 .00
Information Quality .99 .03 .96 33.92 .00
Male 2 (Constant) .07 .06 1.04 .30
Information Quality .26 .05 .26 5.48 .00
Hedonic Value 71 .05 74 15.92 .00
1 (Constant) -.62 .07 -8.56 .00
Information Quality 1.05 .02 97 52.48 .00
Female 2 (Constant) 18 .05 345 .00
Information Quality 18 .04 16 4.50 .00
Hedonic Value g7 .03 .83 22.78 .00

Dependent Variable: Online Impulsive Buying Behavior

The results suggest that hedonic value mediates the relationship between information
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quality and online impulsive buying behavior across gender. This is visible from the
statistically significant coefficient of hedonic value (mediator variable) and the statistically
insignificant coefficient of information quality (independent variable) when regressed on
online impulsive buying behavior (dependent variable). The mediating effect of hedonic
value is present across gender, i.e. male and female.

Information Quality, Hedonic Value and Online Impulsive Buying Behavior across
Education

The mediating effect of hedonic value on the relationship between information quality
and online impulsive buying behavior across education was examined through the two
step mediation approach. The results are presented in Table 12 and 13.

Table 12: Model Summary

Education Model R R? Adjusted R? Std. Error
of the Estimate
Low 1 .967 94 94 .20
2 991 .99 .99 1
High 1 961 92 .92 22
2 .989 .98 .98 A2

Table 13: Mediation Analysis

Education Model Unstandardized Standardized

Coefficients Coefficients T Sig.
B Std. Error Beta
1 (Constant) -54 .08 -6.94 .00
Information Quality 1.03 .02 97 47.94 .00
Low 2 (Constant) A1 .05 2.13 .03
Information Quality 23 .04 22 5.64 .00
Hedonic Value 74 .04 78 20.54 .00
1 (Constant) -55 .09 -6.05 .00
High Information Quality 1.03 .03 .96 40.41 .00
2 (Constant) 15 .06 2.45 .01
Information Quality .20 .05 19 442 .00
Hedonic Value 75 .04 81 18.65 .00

Dependent Variable: Online Impulsive Buying Behavior
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The results suggest that hedonic value mediates the relationship between information
quality and online impulsive buying behavior across education. This is visible from the
statistically significant coefficient of hedonic value (mediator variable) and the statistically
insignificant coefficient of information quality (independent variable) when regressed on
online impulsive buying behavior (dependent variable). The mediating effect of hedonic
value is present across both educational levels, i.e. high and low.

System Quality, Utilitarian Value and Impulsive Buying Behavior across Gender

The mediating effect of utilitarian value on the relationship between system quality
and online impulsive buying behavior across gender was examined through the two step
mediation approach. The results are presented in Table 14 and 15.

Table: 14: Model Summary

Gender Model R R? Adjusted R? Std. Error
of the Estimate
Male 1 964 93 93 21
2 .986 97 97 14
Female 1 952 91 91 24
2 .985 .97 .97 14

Table 15: Mediation Analysis

Gender Model Unstandardized Standardized

Coefficients Coefficients T Sig.
B Std. Error Beta
1 (Constant) -1.26 13 -9.76 .00
System Quiality 1.32 .04 .96 34.30 .00
Male 2 (Constant) -.65 10 -6.62 .00
System Quiality .06 1 .05 .57 57
Utilitarian Value 1.13 .10 94 11.52 .00
1 (Constant) -.98 .09 -10.50 .00
System Quiality 1.24 .03 95 44.59 .00
Female 2 (Constant) -.62 .06 -11.23 .00
System Quality -.04 .06 -.03 -.60 .55
Utilitarian Value 1.23 .06 1.01 20.72 .00

Dependent Variable: Online Impulsive Buying Behavior




Market Forces Volume 14, Issue 1
College of Management Sciences June 2019

The results suggest that utilitarian value mediates the relationship between system
quality and online impulsive buying behavior across gender. This is visible from the
statistically significant coefficient of utilitarian value (mediator variable) and the statistically
insignificant coefficient of system quality (independent variable) when regressed on online
impulsive buying behavior (dependent variable). The mediating effect of utilitarian value is
present across gender, i.e. male and female.

System Quality, Utilitarian Value and Online Impulsive Buying Behavior across Education

The mediating effect of utilitarian value on the relationship between system quality and
online impulsive buying behavior across education was examined through the two step
mediation approach. The results are presented in Table 16 and 17.

Table 16: Model Summary
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The results suggest that utilitarian value mediates the relationship between system
quality and online impulsive buying behavior across education. This is visible from the
statistically significant coefficient of utilitarian value (mediator variable) and the statistically
insignificant coefficient of system quality (independent variable) when regressed on online
impulsive buying behavior (dependent variable). The mediating effect of utilitarian value is
present across both educational levels, i.e. high and low.

Service Quality, Utilitarian Value and Online Impulsive Buying Behavior across Gender

The mediating effect of utilitarian value on the relationship between service quality and
online impulsive buying behavior across education was examined through the two step
mediation approach. The results are presented in Tables 18 and 19.

Table 18: Model Summary

Education Model R R? Adjusted R? Std. Error
of the Estimate
Low 1 .960 92 92 22
2 .988 .98 .98 A2
High 1 .950 .90 .90 25
2 .983 .97 .97 A5

Table 17: Mediation Analysis

Gen Model R R? Adjusted R? Std. Error
of the Estimate
Male 1 981 .96 96 16
2 .989 .98 .96 a2
Female 1 977 .96 96 a7
2 .987 .97 .97 A3

Education Model Unstandardized Standardized

Table 19: Mediation Analysis

Coefficients Coefficients T Sig.
B Std. Error Beta
1 (Constant) -1.06 .09 -10.78 .00
System Quiality 1.27 .03 96 43.30 .00
Low 2 (Constant) -.67 .06 -11.23 .00
System Quality .07 .07 .06 1.11 27
Utilitarian Value 1.13 .06 93 18.57 .00
1 (Constant) -1.06 12 -8.89 .00
System Quiality 1.26 .04 .95 35.37 .00
High 2 (Constant) -.57 .08 -7.39 .00
System Quality -13 .09 -.09 -1.39 17
Utilitarian Value 1.30 .08 1.07 15.72 .00

Dependent Variable: Online Impulsive Buying Behavior

Gender Model Unstandardized Standardized

Coefficients Coefficients T Sig.
B Std. Error Beta

1 (Constant) -1.04 .09 -11.68 .00
Service Quality 1.22 .03 .98 47.45 .00
Male 2 (Constant) -.81 .08 -10.75 .00
Service Quality 46 01 37 4.65 .00
Utilitarian 75 10 62 7.75 .00
1 (Constant) -95 .06 -15.26 .00
Service Quality 1.20 .02 .98 66.30 .00
Female 2 (Constant) -77 .05 -15.06 .00
Service Quality 37 .07 .300 5.05 .00
Utilitarian .84 .07 .69 11.62 .00

Dependent variable: Online Impulsive Buying Behavior
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The results suggest that utilitarian value mediates the relationship between service
quality and online impulsive buying behavior across gender. This is visible from the
statistically significant coefficient of utilitarian value (mediator variable) and the statistically
insignificant coefficient of service quality (independent variable) when regressed on online
impulsive buying behavior (dependent variable). The mediating effect of utilitarian value is
present across gender, i.e. male and female.

Service Quality, Utilitarian Value and Online Impulsive Buying Behavior across Education

The mediating effect of utilitarian value on the relationship between service quality and
online impulsive buying behavior across education was examined through the two step
mediation approach. The results are presented in Tables 20 and 21.

Table 20: Model Summary

Education Model R R? Adjusted R? Std. Error
of the Estimate
Low 1 .983 97 .97 A5
2 990 .98 .98 1
High 1 973 .95 .95 .18
2 .984 .97 .97 14

Table 21: Mediation Analysis

Education Model Unstandardized Standardized

Coefficients Coefficients T Sig.
B Std. Error Beta
1 (Constant) -.96 .06 -15.42 .00
Service Quality 1.20 .02 .98 66.76 .00
Low 2 (Constant) -77 .05 -14.94 .00
Service Quality 42 .08 35 5.51 .00
Utilitarian Value .78 .08 .65 10.24 .00
1 (Constant) -.99 .08 -11.87 .00
Service Quality 1.20 .02 .98 49.49 .00
High 2 (Constant) -78 .07 -11.38 .00
Service Quality 37 .07 .30 4.10 .00
Utilitarian Value .84 .09 .70 9.60 .00

Dependent variable: Online Impulsive Buying Behavior
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The results suggest that utilitarian value mediates the relationship between service
quality and online impulsive buying behavior across education. This is visible from the
statistically significant coefficient of utilitarian value (mediator variable) and the statistically
insignificant coefficient of service quality (independent variable) when regressed on online
impulsive buying behavior (dependent variable). The mediating effect of utilitarian value is
present across both educational levels, i.e. high and low.

Information Quality, Utilitarian Value and Online Impulsive Buying Behavior across
Gender

The mediating effect of utilitarian value on the relationship between information quality
and online impulsive buying behavior across education was examined through the two
step mediation approach. The results are presented in Table 22 and Table 23.

Table 22: Model Summary

Gender Model R R? Adjusted R? Std. Error
of the Estimate
Male 1 963 93 93 21
2 .986 97 97 a3
Female 1 965 93 93 21
2 .985 .97 .97 14

Table 23: Mediation Analysis

Gender Model Unstandardized Standardized

Coefficients Coefficients T Sig.
B Std. Error Beta
1 (Constant) -41 1 -3.89 .00
Information Quality .99 .03 .96 33.92 .00
Male 2 (Constant) -61 .09 -9.01 .00
Information Quality a3 .07 13 1.83 .07
Utilitarian Value 1.03 .09 .86 12.04 .00
1 (Constant) -.62 .07 -8.56 .00
Information Quality 1.05 .02 97 52.48 .00
Female 2 (Constant) -.65 .05 -13.67 .00
Information Quality .08 .06 .07 1.29 .20
Utilitarian Value 1.11 .07 92 16.38 .00

Dependent Variable: Online Impulsive Buying Behavior
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The results suggest that utilitarian value mediates the relationship between information
quality and online impulsive buying behavior across gender. This is visible from the
statistically significant coefficient of utilitarian value (mediator variable) and the statistically
insignificant coefficient of information quality (independent variable) when regressed on
online impulsive buying behavior (dependent variable). The mediating effect of utilitarian
value is present across gender, i.e. male and female.

Information Quality, Utilitarian Value and Impulsive Buying Behavior across Education

The mediating effect of utilitarian value on the relationship between information quality
and online impulsive buying behavior across education was examined through the two
step mediation approach. The results are presented in Table 24 and Table 25.

Table 24: Model Summary

Education Model R R? Adjusted R? Std. Error
of the Estimate
Low 1 .967 .94 94 .20
2 .988 .98 .98 12
High 1 961 .92 92 22
2 .982 .97 .97 A5

Table: 25: Mediation Analysis

Education Model Unstandardized Standardized

Coefficients Coefficients t Sig.
B Std. Error Beta
1 (Constant) -54 .08 -6.94 .00
Information Quality 1.03 .02 97 47.94 .00
Low 2 (Constant) -.64 .05 -13.29 .00
Information Quality a3 .06 a2 2.24 .03
Utilitarian Value 1.05 .06 87 16.39 .00
1 (Constant) -55 .09 -6.05 .00
High Information Quality 1.03 .03 .96 40.41 .00
2 (Constant) -.64 .06 -10.27 .00
Information Quality .07 .08 .07 92 .36
Utilitarian Value 1.11 .09 .92 12.74 .00

Dependent Variable: Online Impulsive Buying Behavior
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The results suggest that utilitarian value mediates the relationship between information
quality and online impulsive buying behavior across educational levels. This is visible
from the statistically significant coefficient of utilitarian value (mediator variable) and the
statistically insignificant coefficient of information quality (independent variable) when
regressed on online impulsive buying behavior (dependent variable). The mediating effect
of utilitarian value is present across both educational levels, i.e. high and low.

Conclusion

The study investigates the impact of website quality dimensions (i.e. information quality,
service quality and system quality) on online impulse buying behavior . We also explore
whether hedonicvalue and utilitarian value mediates website quality dimensions and online
impulse buying behavior relationship . The results of the study suggest that information
quality, service quality and system quality have a positive effect on online impulsive buying
behavior. Moreover, we also find that both hedonic value and utilitarian value mediate the
relationship between website quality dimensions and online impulsive buying behavior
across gender and educational level. Thus, the statistical results provide support to all
the formulated hypotheses (H1-H9). The results of the study has implications for online
retailers, web developers and marketers who should focus on improving the system,
service and information quality of their websites for stimulating online impulsive buying
behavior. In addition, web developers should focus on developing interactive websites that
are appealing to customers and enhance OIBB. Similarly, the website content should be
useful and informative. Websites should also pay attention to the security and privacy of
the customer. Customers prefer websites that are convenient to navigate, interesting and
appealing. The limitation of the study include its sampling design, sample size and limited
number of variables to measure website quality dimensions. Future studies may explore
whether other website quality dimensions such as ease of use has an influence on online
impulsive buying behavior across demographic factors such as income, profession and age.
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Annexure 1

Constructs and Items in the Questionnaire

Questions
Impulsive buying behavior

My purchase was spontaneous

My purchase was unplanned

| did not intend to do this purchase before this shopping trip.

Before visiting the site, | did not have the intention to do this purchase.
| could not resist to do this purchase at the site
Hedonic value

Online shopping is always exciting for me

Online shopping gives me more pleasure than what | get from the products purchased

Compared to other things | could do, the time spent online shopping is/are truly enjoyable

| continue to shop not because | have to, but because | want to
Utilitarian value

The products and services | purchase online are always right priced and are of good quality

I am successful in my online shopping

laccomplish just whatl want to when reading online reviews on the group shopping website

While shopping online, | search just the items | am looking for
| am able to buy what | really need

| am able to accomplish just what | want on the online shopping trip

Information quality

Online shopping websites are useful to me

The online shopping website is informative to me

| find online shopping websites to be resourceful

The online shopping website(s) is/are knowledgeable for me

System quality

The website operates reliably

The website allows information to be readily Accessible

It takes too long for the website to respond to my requests

The website can be adapted to meet a variety of needs

Market Forces Volume 14, Issue 1
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Service quality

| am satisfied with the content of the security and privacy policy of this website

This website is able to personalize the type of information needed for me to make a purchase
decision

This website allows me to provide feedback about its content and services

It is easy to contact the customer representatives of this website
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