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ABSTRACT
The main aim of this research thesis is to understand the effects of innovations, cultures and
demographics on the impulse decision making process. As a part of case study, the
individualistic and collectivistic countries that are studied for this research are France and
India, respectively. This project focuses on understanding the effects of these factors in online
shopping context. The role of cultural factors are based on Hofstede’s dimensions of cultures
and the source of analysis is based on the quantitative data collected from the citizens of both
the countries.
The finding of this research shows that difference between individualistic and collectivistic
cultures highly depends of their perception on concept of self (dependent and interdependent)
and this influences impulse buying behavior. The upbringing and surrounding social
environment equally plays role in developing buying traits. Both cultures view the concept of
shopping in different ways which affects their buying traits. Along with individualismcollectivism, the other factors of Hofstede’s cultural dimension also plays vital part in studying
consumer behaviors.
This research also analyze the interdependence stating that resource sharing can influence the
impulse buying. It helps to understand buying traits in online environment and strategies
marketers can put in place to encourage more impulse buying while improving the trust,
reducing risk for the online consumers. The research also puts light on the innovations that can
help accelerate the impulse buying in upcoming years.

Keywords: online impulse buying, individualism, collectivism, technological innovations,
decision making process, e-commerce industry.
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1. INTRODUCTION
1.1 Background
Today, world has become digital and is playing important role in everyday life of humans.
Since the advent of internet, over the years the use of internet is constantly rising in almost all
sectors. As per the article published by (Evans M., 2020) use of internet by digital consumers
revolve around entertainment, creating social connections, information search and online
shopping.

In this thesis, author will be studying online shopping aspect with retail industry. Since birth
of internet in late 90s large amount of innovation and possibilities were remarked by the
scholars with the specific emphasis on the communication (Valdeci Ferreira dos Santos, 2017)
That said, at that time companies noticed the potential of connecting with their customers
through internet, initially to provide information about products through their websites, to be
present 24/7 for the customers so that they could information from anywhere at any time thus
allowing companies to show to much more not only their products but also their commitments
towards the planet, their future plans and how would companies provide customer satisfaction
to up to arrival of e-commerce which would facilitate customers not only search information
about products but also buy them to be delivered at the designated address.

Today, e-commerce sector has grown immensely and ironically pandemic has acted as the
accelerator due to restrictions to physical interaction, currently almost 50% of retail business
depends on this online channels. As per (Chevalier, 2021), e-commerce share of total global
retail sales has increased from 7.4% in 2015 to 20% in 2021 with the estimated reach of 25%
until 2024.

Online retail management in general is a huge task and it is important for the retailers to
understand the need of customers in order to create an offering fulfilling their expectation.
Initially, researches in this field have studied the several component of the ecommerce sector
such as fulfillment, privacy, website design and interaction, customer interaction and their
evaluation by digital customers (Holloway & Beatty, March 2008). As well as per (Adelaar,
Chang, Lancendorfer, Byoungkwan, & Morimoto, Dec 2003), during their research about
effect of media contents on impulse buying he noticed that text stimuli can generate more
1

stimuli of impulse buying due to high cognitive involvement. As per (Ruvio & Belk, 2013)
around 62 percent sales in supermarkets and in case of luxury goods around 75- 80 percent of the
sales takes place due to impulse purchasing (Ruvio & Belk, 2013). Moreover as per (Zhang,

Prybutok, & Koh, 2006) , males are more easily influenced by impulse buying as compared to
women’s because they seem to more driver by adrenaline and impulses. This study will focus
on the impact of digitization on online impulse buying and its effects on sales in retail sector.

With such huge boom in the e-commerce sector has attracted enormous number of retailers and
competition has become fierce to provide the seamless customer experience to their clients to
eventually to buy the products. With the automation and artificial intelligence tools it is
possible to integrate several digital technologies with the ecommerce platform which can
activate the impulse buying intent based on the type of shopper. Impulse buying phenomenon
argues that marketers can convince the customers online or in physical store to buy much more
than plan. Impulse buying decision can be influenced by many reasons such as products
attributes, emotional attributes and showcasing attributes (Dutta & Mandal, 2019). This
impulse buying phenomenon is explained by Hawkin;s Stern impulsive buying theory
proposed by Hawkin Stern in 1962. This theory states that emotions and impulse of the human
can be manipulated through several external forces and it is represented as below.

Figure 1. Hawkin’s Stern’s impulse buying model
(Agarwal and Chetty, 2019)
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As seen in the image, there are several parameters which takes part together in impulse buying
decision making process. Product attributes consists of the size, packaging and storage
feasibility, service quality related to post purchase phase of the customer and the support from
customer service tea, while promotion included the usage of offers to attract the customers,
then price is an important factor to buy and also compare with other retailers. Indeed, this
theory may depict buying in physical environment to a larger extent however, after the invent
of internet there have been several modification as online landscape came into picture and with
this landscape there have been birth of several other digital factors that play important in
interacting with consumers.

Back in 1962, this theory by Hawkin Stern provided a newer perspective on the theories which
were put in place on conventional consumer behavior such as Maslow’s hierarchy of needs in
1943 which stated that decisions made by humans are always rational and well decided (Dutta
& Mandal, 2019). Over the years with the blend of e-commerce and computer technological
innovation, there has been invention of several solutions which help digital marketers to
encourage consumers to perform impulse buying thus increasing the sales.

1.2 Research Gap
Although, several researchers have worked on studying the impact of cultural dimensions such
as individualism and collectivism on online impulse buying. However, the effect of the online
innovations that are put in place on the e-commerce website to attract the customers and its
role in different cultures was not researched in depth priorly. Moreover, influence of impulse
buying traits and the Hofstede’s cultural dimensions has been studied by researchers by taking
case of different geographical locations based on the cultures, however the concept of self as
independent and interdependent is studied in this research and its effect on resource sharing in
individualistic and collectivistic culture has been studied. This study also puts light on the
factors that are important part of online purchase decision making such as price, reviews and
these factors are analyzed in both cultures, to understand the reason of importance of those
factors.

3

2. LITERATURE REVIEW
Electronic commerce business was introduced in 1970s, it was Michael Aldrich, English
entrepreneur who is claimed to be first person demonstrating first online shopping system. His
idea include modifying the technology of television system and connect it with real time
computer via telephone. He claimed that this device “videotex” is capable of showing content
or information though the display such as monitor and able to transfer the data in both directions
(Norman, n.d.)nane. However, this technology of transaction processing between two parties
initially had very niche applications and was not viable economically until the advent of
internet. Advancements in this fields later named it as electronic commerce.

As electronic commerce is based on transaction and exchange of data, it can be used in various
industries from hotels, tourism to education to insurance defining different concepts. The
concept of ecommerce is defined as followed by different researchers.

Yaser Nanehkaran

Electronic commerce is powerful concept interacting between

(Nanehkaran, 2013)

communication systems, data management systems and security to
exchange commercial information to sale products or services.

Chanana Nisha and

E-commerce is the use of electronic communications and digital

Goele Sangeeta

information processing technology in business transactions to create,

(Nisha & Goele,

transform, and redefine relationships for value creation between or

2012)

among organizations, and between organizations and individuals.

Klaus Fitcher

The term “e-business” can be defined as: business processes,

(Fichter, 2008)

commercial activities, or other economic tasks conducted over the
Internet or computer-mediated networks (Intranet, etc.).
Table 1. Definition of E-commerce by previous researchers

Currently, (Chevalier, 2021) e-commerce sales worldwide in 2021 is valued at 4.8 Trillion
dollars and expected to rise upto 6.4 trillion dollars by the end of 2024. E-commerce has seen
paradigm shift in the transaction processes with the advent of new technologies since last last
decade. With rising benefits and ease of shopping more and more customers are turning
towards e-commerce. Within that, mobile ecommerce has seen tremendous rise within last few
years. As per statistics, around 54 % of the e-commerce worldwide are made through
4

smartphone and out of all smartphone owners, 80% of them has done at least one transaction
online in last six months. (Vu, 2021)

With the advent of several technological catalysts, now e-commerce is not limited to sell of
tangible products (physical products) but has also seen enormous rise in selling of intangible
products (digital products, services, softwares) within several market participants (Traver &
Laudon, 2008).

Transactions and information exchange within ecommerce landscape can take place within
several different market participants:

1. B2C: It is the most common type known, this consist of sellers interacting with
individual customers. Social media marketing plays huge role in B2C consumers as it
helps to create personalize and close relationship with consumers and their interests.
Providing unique experience is the key to attract the many customers as the emphasis
here put on communication from one retailer/ seller to many customers.

2. B2B: B2B transactions generally consist of interaction between two organizations
professionally for their business interests. For ex. Business with product manufacture
and its accessories suppliers. In B2B, social media marketing does not play important
role and B2C. Business relationships is generally measured through quality of
product/service exchange, price compared to its competitors, efficiency of delivery and
post delivery services ( ex. Maintenance)

3. B2G: B2G transactions include participation of business providing services to the
governmental organization. B2G business can include private companies from various
fields like technological solution, military defense development providing the online
gateway services, cyber security or market reports to the governmental organizations.
The business processes can be sometimes complex due to strict compliance and data
breach policies and the regular supervision and audits of governmental bodies.

4. G2B/C: It is another type of market participants where government regulates and open
online portals to take information from consumers or business. It can also include ecommerce activities such as paying taxes, paying fines or other regulatory fees.
5

Through this platforms, government is able to provide essential services efficiently and
from home to its citizens and businesses.

5. C2C: C2C is an interesting business model which has connected individuals interesting
to be part of sharing economy. In this model, ecommerce sites or apps acts as the
mediator between two parties and connects them in order to either sell or buy the
products. Few famous example are Ebay, Etsy, AirBNB, Uber connecting millions of
customers.

While e-commerce landscape has several business models as states above, in this dissertation
we will be considering Business to Consumer (B2C) business model and effect of impulse
buying on Indian and French context.

2.1 Impulse Buying
Impulse buying in offline or physical context has been discussed and implemented for years in
the form of visual merchandising. Moreover, with the rise of non-physical online channel over
the years it has become imperative for retailers to implement the marketing techniques in online
landscape also to attract the customer on their ecommerce platform and encourage the
purchase.

To define impulse buying, a purchase done by consumer within any prior intended purchase.
That means, even though consumer makes the purchase, that purchase was not initially planned
by the customer. (Stern, 1962) That represents instant purchase decision done due to the
attraction, feelings or due to the emotional state by customer at that time. As per (Beatty &
Ferrell, 1998) the impulse purchase done brings more pleasure to the customer than if it was
done as planned purchase and as this decision is attached to emotionally craving which comes
unexpectedly, this decision is often powerful and it is difficult to change the decision. It is also
argued that amount of emotions and temptations created by the product also depends on its
rarity and availability of the product. To explain, if the product is rare in the market or is only
available for seasonal time in the market the emotions and temptations would be much more
than product available in the market for all year around.

6

The Hawkin-Stern’s model of consumer behavior as discussed previously has classified
unintentional impulse purchasing in 4 categories. These 4 types of impulse buying were
classified as: pure impulse buying, reminded impulse buying, suggested impulse buying and
planned impulse buying (Chetty & Agarwal, 2019)

1. Pure Impulse Buying: This type of purchasing an item is based on the impulse purely
that means customers decide to buy an item which was never planned or was not in his
shopping list. In such types of buying, visuals in terms of both online and offline
shopping plays important role. (Stern, 1962)

For ex. In offline brick and mortar purchasing, there was several aisles kept while
standing in queue for checkout counter. These aisle are examples where impulse buying
can usually happen. On the other hand, it can also take place when new product and its
visuals attract the attention of consumer. In the online shopping context, example
include purchasing product usually shown in “also frequently bought together” tab due
to its attractiveness.

2. Reminder Impulse buying: In such type of purchasing, the customer already has used
the product and have experience with it. Unintentional purchase is realized when the
customer sees this product while shopping and reminds information related to it. (Stern,
1962)

For ex. seeing item while shopping and reminding the need to stock up the item or
purchasing the product online, reminding the fact it was much more expensive in the
supermarket.

3. Suggested Impulse Buying: In suggestive impulsive purchase, the customer sees the
product first time and decides to perform unintentional impulse based on its relation
with other product. (Stern, 1962)

For ex. In brick and mortar, suggested impulse buying is generally driven by the
salesperson. For example, salesperson suggesting new product due to unavailability of
needed product. Along with this suggestive impulse purchasing can also take place due
to external parameters such as advertisement of new item or online reviews.
7

4. Planned Impulse buying: Planned impulse buying consist of purchasing of already
known product. In this type, the impulse is generated by seeing the promotional offers
related to product. This impulse results in buying unplanned product or buying the
planned product in more quantity. (Stern, 1962)

For ex. Various promotional offers such as 40% off or 1+1 Free triggers the impulse of
buying more than needed in reality. Thus, customer needed the product and this offer
triggered him to buy more than needed.

In addition to Hawkin Stern model of consumer behavior, there are several researches who
have studied the consumer behavior specifically in online shopping environment and cae up
with different models and are describes as follows:

1. Engel-Kollat-Blackwell model (1968)

Also known as EKB model, Engel-Kollat-Blackwell model is the one of traditional and most
cited consumer behavior model. This model help us to understand the traditional decision
making process by the consumer.

This model gives us fresh perspective on the components related in the decision making process
such as input, information processing, variables and external influences on the decision making
process. To explain in the layman’s terms, this model explains the 5 step process of decision
making starting from problem recognition, search for product, evaluating the alternatives,
choosing the product and result or outcome of the purchase. Problem recognition is identified
when the need of product is generated to perform any certain task thus which is then followed
by information search either conventionally or non-conventionally such as reviews about the
product. When the consumer is not totally satisfied with the information or product, the third
step considering the alternative for the product comes into place. This step may include
comparison of several alternatives available in order to find the right fit. After this, choice is
made from the information available of the alternatives and finally comes the last step of the
outcome of the decision. The outcome depends on the satisfaction of customer after using the
product, outcome can be describes are positive or negative. (Chetty P. , 2019)
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Figure 2 The Engel-Kollat-Blackwell complete model of consumer decision-making
(Engel, 1968), pg.500)

In the online context, it is argued that this decision process has surely been evolved over the
period of years. In the online environment, age group of the consumers plays important as
decision making process may vary in online landscape. For example, the younger generation
may have more or deep information about the product due to ability to research more as
compare to the older generation. Moreover, the impulse buying on online environment could
be more connected to personal emotions while buying the product and which can contradicts
the traditional decision making model of Engel-Kollat-Blackwell. (Chetty P. , 2019)
We can noticed on the above model that number of external factors such as cultural norms,
other references such as societal group or family can influence the decision making process
to a certain level. Thus, these external factors can play major role in decision making
process and their intensity may vary from culture to culture and person to person. Thus, we
will be studying effects of these factors on the decision making part and try to analyze its
important.

9

2. Kim, Ferrin and Rao’s model of decision making in online environment

The decision making model invented by (Kim, Ferrin, & Rao, 2008) in online environment
was invented in 2008. This model gives a fresh perspective on online decision making by
studying the parameters like risk, trust and benefit.

Figure 3. Kim, Ferrin and Rao’s (2008) model of
Consumer behavior in online shopping environment.

From this popular model of consumer behavior, we can conclude that there are 3 main
component that form basis of buying online which are risk, trust and benefits. Here risk within
online landscape can be defined in many ways for example, product risk of not being to try the
product before buying it, information risk could arise from the wrong information being
displayed about the product, service risk could include inappropriate in the services such as in
terms of return or exchange policy, risk of time loss would include the time lost while searching
and comparing the required product online. (Chetty P. , 2019)

Trust is an information factor while online shopping. Ability to trust on the product would
depend on several factors such as reviews of the product which could positive or negative, also
in the form of product being trusted and verified by online retail or the e-commerce platform.
Other important parameter which builds the trust is the secure transaction method on the
platform. Therefore, transaction problem or frauds are one of few reasons for customer avoid
buying on platform. (Chetty P. , 2019)
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Final parameter benefits is what customer considers at first while deciding to buy online.
Benefits include ordering and receiving product without need to step out, monthly offers and
discounts on the products or fidelity program. From the model, we can understand that trust
can be gained after considering to the take risk and in the same form it can be stated that trust
plays important part while making buying decision.

2.2 Factors influencing Impulse Buying:
As per (Rook D. , 1987), “Impulse buying is defined as the sudden, powerful and persistent
urge of consumer to buy something immediately”. In order to understand this type of immediate
decision making, it is necessary to understand the common factors that encourage such
decisions. In this part, I will cover the factors influencing impulse buying in brick and mortar
and then online setup, this will help to understand the important different variables of each
landscape

2.2.1 Factors in Brick and Mortar

In 1962, (Stern, 1962) discussed nine factors that play major role in impulse buying within
brick and mortar setup which are as follow: low prices, mass distribution, self-service, mass
advertising, store displays, low marginal need for item, short product life, smaller size of less
weight and ease of storage. From this factors, we can observed that this factors avoid the
problem of customer such as, self-service to avoid standing in queue, smaller size which would
be feasible to take the product or short product life that related to no burden of product keeping
at for long time. Thus, in short these factors are helping to make the purchase easy thus ticking
off the checklist of feasibility to make purchase decision.

To give an example, almost 80% in IKEA is influenced due to impulse buying and rest 20%
based on the rational decision and needs, which are enormous in terms of sales. Thus, it can be
asserted that implementing impulse buying technique can act as competitive advantage in the
high competition markets.

As per (Swarnalatha & Soundhariya, 2018), factors can be classified as external factors and
internal factors. External factors are the stimuli that are triggered or put in place by the
marketers or retailers in order to entice and attract the customers and thus make a purchase
11

such as attractive display, store layout, store atmosphere and offers. Attractive display include
the visual merchandising displays, use of planogramming tools to target customers,
arrangement of assortments and promotional materials act as stimuli. On the other hand, store
atmosphere encourages the customer to stay longer and explore the shop which can eventually
lead to purchase. Interior design colors, smell or aroma, lighting, music or other interactive
activities are the examples of enhancing store atmosphere. Offers can also consist of reduction
in the process of products which can act as impulse and attract customers.

Internal factors of impulse buying are triggered due to external factors (Swarnalatha &
Soundhariya, 2018) and this stimulus is based on emotions, hedonic experiences and
excitement. Store experiences, lighting may arise pleasure, creating positive effect which
would influence positively on decision making process of customer. Situational factors are
part of internal factors which includes the lack of time, space constraint or budget control can
also affect the purchase. Time constraint while shopping can result into completing the
objective i.e. to only buy the products in the shopping list without seeing and influenced by
external stimulating factors in stores, space constraint at home is also factor that can act as
hindrance in impulse purchase even has attractive offer and last, budget control is the important
factor that can influence decision. If the customer is on budget constraints while shopping, this
would encourage to not to make purchase considering the effect of current purchase on other
expenses and bills. Lastly, demographic factors refers to the age, income, educational level and
culture of customer. (Swarnalatha & Soundhariya, 2018)

Age can play important role in impulse purchase. In last decade, due to globalization and
technology there has been increase in economic level of the population and which has resulted
into more income at any age as compared to two decades earlier which can influence impulse
buying. On the other hand, as explained earlier limited income party would not engaged in
impulse buy easily. Moreover, current population between 20- 45 years were introduced to
technology much earlier in life comparatively to older generation and this would have more
impulse buying in younger generation than older. Education level may or may not affect
impulse buying, because for some people higher education level may resembles to more
rational decision making thus avoiding purchase and for some higher education level can lead
to thinking of worthy investment in impulse buying by considering the promotional offers in
long term. Culturally, as per (Cakanlar & Nguyen, 2018), individualist people are more
influenced by impulse buying techniques as compared to people from collective groupings.
12

2.2.2 Factors in Online Shopping

Now let’s dig down into the factors that result into impulse buying online. In the previous part
as mentioned by (Stern, 1962), we saw that factors which make ease of purchasing encourages
impulse buying. In the online context, there are number of factors that makes this statement
more viable. Internet had made the shopping experience much easier where we can access each
store just clicks away from each other in no time. On the other hand, customers are also not
bound to shop time constraints, on internet customers can shop 24 hours/7 days from anywhere
at their comfort which is one of major advantages of e-commerce. With the internet reaching
in almost all corners of the world, the number of internet users are increasing each years thus
increasing online sales.

Online retail sales are enormously increasing as per the general trend which was accelerated in
2020 due to global pandemic. As per (Chevalier, 2021), global retail sales through e-commerce
channel are estimated to reach 6,388 Billion dollars by 2024. Briefly, the increased ease of
shopping in the online landscape and relevant increase in the growth of this channel has been
pertinent for online retailers to implement the impulse buying techniques in e-commerce.

Figure 4. Global E-commerce sales worldwide from 2014-2024 (predicted)
(Source: Statista.com)
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Normally, in the brick and mortar business usually the products are placed based on the target
market, cultures, trends and traditions of the region while in the online landscape the
characteristics may not be the same because online shopping is open to international shoppers
and product assortments should not be limited to the specific region. In this part, we will look
into factors encouraging and discouraging the impulse buying as explained by (Koski, 2004)
put forward new perspective on factors of online shopping landscape.

1. Anonymity: Behind our screens, apart from our personal details to ship the product, we
are anonymous while shopping online. Human beings feels more comfortable when
they are not surrounding and they don’t need to disclose to anybody and this is what
online shopping provide us. In the physical store, with the salesperson and their product
presentation might pressurize us to buy the product and can feel the embarrassment and
suggestions might also lead to hindrance in the impulse purchase. Comparatively, in
online shopping anonymity give us freedom to discover products on our own and thus
is considered as an important factor of impulse buying.

2. Easy Access: As described earlier, as there are no time constraints in online
environment thus making it easy to access as compare to physical store which needs to
investing commuting time, cost of transportation without knowing if the product thw
will like is available or not in the store. Thus, comparatively online shopping has
reduced the friction between the urge of impulse and purchasing product. One might
see the advertising of promotional offer on the products he wanted to purchase from
longtime which would trigger the impulse of buying and being online environment very
handy and accessible, impulse purchase can be done within seconds.
3. Product Information: Customers are attracted towards products due to physical
appearance in physical setting, while in online environment such type of attraction
towards the product can be activated by showing beautiful images or videos about
product. However, apart from physical appearance, as there is availability of other
information on product such as technical features, warranty, reviews from the other
customers, doubts of customers. This factors adds the layer of trust, as we saw in (Kim,
Ferrin, & Rao, 2008) model of decision making which encourages the impulse buying in

online environment.
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4. Digital Marketing Strategies : Digital marketing strategies on various platforms such as
on google or any other social media platforms are used to target towards the specific
customer based on their last interaction on internet. This data is used to show pop-up
ads containing offers which contain Click to Action button which directly transfers the
customer towards the products. Thus targeting the write advertising towards right
customer can lead to increase in sales through impulse buying. On the other hand,
personalized emails, sms and notifications can also be used to make customer feel
valued and special which may lead to impulse buying. Offer personalization is new
concept in which algorithm studies the previous purchases and histories of customer in
order to give personalize offer to customer which him feel privileged
5. Online Payments: Sector of online payment services has grown tremendously in a
decades and online payment during e-commerce shopping is no wonder. Online
payment shopping has been give us sense of easy payment method without any hassle.
If we look at the money as the tangible resource, it let us feel its presence and which
can be related to be in certain budget while in online shopping, payment through virtual
platform is done so instantly without being needs to physical cash with us which has
reduce the feeling of owning the money. It does not feel like spending as compare to
physical store when bought products online because we pay virtually by credit card
without even touching the credit card, just by one click that’s how simple it has been to
spend the money and this is another major factor influencing impulse purchase.
6. Shipping Services: Shipping services are the important part of the online shopping. This
services are often provided by the retailer on certain amount of charges or free shipping
for large amount of purchase. In physical store, there is burden of taking bulk product
at home due to which customers can be reluctant to buy the product while in the online
environment, these factor is eliminated as it is delivered for free or for very low cost by
the retailer. Along with shipping services, 30 days exchange guarantee or total refund
are other factor that can encourage impulse buying, because in exchanging of product,
the shipping person generally comes home of the customer to collect the item thus
avoiding the burden of travelling to store of customer.
7. Membership benefits: Regular customers of the online platform get the advantage of
holding membership benefits just like physical store. However, for the online
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ecommerce, it would be more pertinent and useful because it has upperhand over the
benefits of physical store. For example, the online retailer can give early access to the
sales or offer to the membership holders than regular customers. This, might trigger the
feeling of impulse buying as it can create the factor of fear of missing out if not
purchased now. Moreover, members can get other privileges such as free shipping
delivery or early access to new launch products.
8. Large assortments: Being an online store, there is space restrictions for selling the
products as physical store. Retailers can put hundreds of products on their platform
without worrying of the space constraints, because they can put the product online for
sell even if they don’t have that certain product at their distribution center. Thus, they
can take the order of product and can transmit the order to the distribution centers
having that product and then which will take care of the delivery. Finally, that means
more product online can encourage more impulse buying.

2.3 Retail Therapy
According to Oxford dictionary, Retail therapy is defined as practice of shopping the products
that would make oneself feel more cheerful, in other words the act of shopping performed in
order to improve the mood. As per (Bea, 2021), clinical psychologist states that there is lot of
value psychological and therapeutic value where we are shopping in terms of pleasure if done
in moderation. Shopping in physical stores, in online stores or even just browsing shopping
websites can help us to provide psychological and emotional boost. Moreover, when this
activity gets out of control that means when this emotional boost triggers the brain, it can lead
to impulse buying. Thus, impulse buying can be stated as effect of retail therapy.
Well, now let’s look in to the reasons of change in mood. In ideal environment, retail therapy
given boost to convert negative mood into positive mood. While, negative mood can be caused
due to variety of reasons in each individual’s life. To explain, not being able to control our
surrounding environment can be one of many reasons that can lead to frustration or negative
mood. In this context, making shopping decisions might help us to reinforce our sense of
personal control over surrounding environment.
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3. RESEARCH QUESTION
As stated above, digitization is enormously changing online shopping environment with new
technological integration within e-commerce store to encourage impulse buying. This
technological solutions succeed to create that urgency or desire which is unlikely refers to the
impulsive side of the individual and encourages to a non-rational decision making. This thesis
aims on reviewing and explaining the technological innovations, its impact on the purchasing
behavior and it also goes further by recommending future innovations that can be integrated
within e-commerce to increase impulse buying within retail industry. Therefore, in this
dissertation, following questions will be answered,

What are current technological innovations in e-commerce and how are they used to
encourage impulse buying?
Since a decade, there has been enormous changes in ecommerce landscape and I will be
reviewing the solutions that retailers are integrating within their website to gain competitive
advantage over competitors and encourage impulse buying.

What results into impulse buying decision?
Impulse buying decision consist of several factors including chemical changes in our brain. In
this part, I will explain how this technological solutions creates urgency in the mind of
customers encouraging them to make impulse purchase.

How cultural factors stated by Geert Hofstede are playing part in impulse buying
purchases across different cultures?
In this part, we will study the attributes of Hofstede insight’s and research on how
individualism/collectivism in the society is making difference on online impulse purchasing
activity across Indian and French culture.

What are the possible upcoming innovations that may encourage impulse buying in
future?
Process of digitization is unstoppable and its role in e-commerce is becoming more and more
vital. In this part, I will be giving possible future recommendations that retailers can integrate
to enrich the user experience and also encourage impulse buying.
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4. THEORY
Technological innovations promoting impulse buying
As stated in the research question, in this part we will be looking into the technological
innovations that smoothly paved for the encouragement of impulse buying in online
environment. These technological innovations will be explained with the examples and images,
if required. I believe that since last decade, information technology has played the vital role in
creating innovative solutions for e-commerce industry from electronic data exchanges, supply
chain management , automated inventory management system to online payment gateways and
online marketing. E-commerce is much more than selling products online, it consists of
collaborating with business partners (for shipping, packaging), providing seamless customer
service to product shipping system. (Sharma, 2020)

4.1. Application Programming Interface (API)
Well, sounds very technical term? Indeed it is, but API’s does the fascinating jobs for the ecommerce sites that can bring tremendous traffic on the site. Let’s dig deep down to see what
they are exactly.

As per (Redhat, 2017), a leading open source solutions company API is the set of definitions
and protocol constructed in order to integrate into application software. In short, API can help
e-commerce website to communicate with other products or services without actually knowing
how do they work, but at the end API integration can give us very important about our
customers and e-commerce website. In an e-commerce industry, API’s has been playing
important role in order to improve the customer experience while browsing and buying on
online platforms. Integrating API’s is helping retailers and customer to analyze more data
giving detailed information about the life cycle of online shopping. In e-commerce context,
API’s are available in each crucial part of process and are classified into categories like
shipping and delivery, fulfillment, store design, conversion, marketing, customer service,
online store management or merchandising. These API’s helps to improve the buying process
providing seamless user experience.
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In the following part, we will be looking at some API categories that are making differences in
e-commerce industry and are encouraging online impulse buying.
4.1.1 Countdown Sales Timer API’s

Countdown Sales Timers are the API’s that are integrated into the e-commerce website in order
to create sense of urgency for shoppers. Usually, these countdown timers are linked with the
promotional offers like Holiday season, Christmas flash sales, Black Friday and many more
offers which have a certain end date. These API’s are built so that shoppers will make a faster
decision. Creating of urgency and scarcity of the products sends a fear of missing out product
offers signal to our brain which would trigger several emotions about the product thus
encouraging the impulse buying.

Along with the countdown timers, these API integration can also show the products remaining
in numbers or in percentage in order to let the customers know the demand of these products.
On the other hand, these API’s can also show the number of customers looking at that specific
product in real time. Thus, knowing the number of products left and current customers looking
at the product are the possible reasons to trigger the emotions within our brain resulting into
impulse buying. From such API’s we understood that e-commerce websites are interesting in
giving more and more information about the products and offers to the customers thus order to
make maximum conversions thus boosting sales.

To give an example, Booking.com which is one of the famous websites for booking
reservations at hotel uses the pricing hub method where the prices of the hotel rooms varies
according to the number of times the customer visits that webpage and number of people
looking at the same hotel room in real time. Now, they create to the sense of urgency to book
a room by number of people browsing that specific room in real time. To bare in mind, this
tactics which are being possible by the use of technology can be used to encourage the impulse
buying of all types as discussed previously.
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4.1.2. Shipping API’s

Shipping API’s are the recent editions to the categories of the API’s. Nowadays, most of the ecommerce websites has integrated this API’s, especially in the retail sector. It can be stated
that, impulsive buying in online environment is sensitive as compared to in physical store
because in physical store customer has an advantage to enjoy the result of their impulsive
buying immediately however in online form, gratification of the impulse buying is much later
due to shipping time with the risk of cancellation in mean time. Therefore, this shipping API
focuses on focusing on shipping time to attract their attention to the product through shipping
time. In this API, the transparent information about the shipping process is provided to the
customer. For example: When the customer clicks on the product just under the price, they can
see actual time in which shipment delivery can be delivery by the retailer. It can be described
as “Order this product in 2h: 30:43s (with the countdown time running) and received this
product in 24 hours”. This types of information creates sense of urgency and triggers emotions
for product because if customer purchase it now, it can be in the hand in next 24 hours.
Thus, this API’s seamlessly integrated with supply chain and shipment tracking system on the
backend, showing the use useful information to the customer thus increase conversions and
boosting sales.
4.1.3. Social API’s:

Social API’s are also types of urgency and truest builder tools which helps the e-commerce
platform to increase the social proof of the product. These social proof interactive notifications
are normally to the online storefront. These real time notifications are integrated with the
payment and order tracking system in order to present the recent purchases on the site. As
explain in (Kim, Ferrin, & Rao, 2008) model of decision buying, this type of the plugin in focuses
on building the trust between retailer and consumers. Consumers often can have the strong feeling
of buying the product, but usually they hesitate to buy usually because they either they are visiting
the storefront for the first time or don’t know anyone who have tried using that storefront.

Thus with these APIs, customers can see the recent product purchasers in real time on the website
which act the social proof and certifies the authenticity or validates the quality of products.
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4.2. Mobile Commerce:
Mobile Commerce also referred as M-Commerce has been delivering the electronically
buying capabilities since almost two decades. Initially, electronic of text messages were
use to buy the online services and then with the advent the internet, mobile e-commerce
has taken boom and in recent years, the retailers in most of the industries had been trying
to create new online channel through mobile e-commerce. Currently almost 50% of the
customers buy product electronically through mobile and as per Business Insider, usage of
mobile data has increased by almost 700% between 2016 and 2021 (Intelligence, 2017).
From this data, we can imagine the electronic transactions happening through mobile.
Moreover as per Statista 2021 report, the sales of mobile ecommerce as percentage of total
e-commerce sales worldwide has been increasing by 5% averagely and in current it was
around 72.9% which covers almost 3/4 th of total online shopping landscape.

Figure 5. Mobile retail commerce sales as % of e-commerce sales worldwide
From 2016 to 2021 by (Coppola, 2021)
To define, Mobile Commerce is any transaction which involves the transfer of ownerships or
rights to use the goods and services by using the mobile and its network access with the help
of electronic device (Sandhu, 2012). Mobile e-commerce have several benefits and one of
biggest benefit out of all is portability. Mobile is one of the important and highly possessed
item by humans. Like online shopping through computer, mobile commerce also has several
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advantage to the customers thus they would be able to free themselves from the problems they
may face in retail stores, for example to wait in the queue to pay for products. On the other
side, limitation of online shopping consist of lack of haptic touch the product for example, to
the products like clothes, shoes the customer could be curious to know the texture, feel of
product. It is important for the retailers to deliver the products as promised and displayed on
the site in order to avoid the returning costs from the customers. In addition to advent of
internet, the other technology that has boosted the online ecommerce and mobile screen in
customer are the displays and screen size of the phones. Increasing in the size of phone and
display has made easier to navigate which has made customer experience journey more
seamless. As per (Kourouthanassis & Giaglis, 2012), initially M-commerce was able to provide
completely new service based on location of the customer, which related to the portability of
the device”. With the location based services, e-retailers could offer the personalized service
to the customers easily and in less time.

Impulse buying in general has received a great amount of attention from the researchers
however, impulse buying within the mobile e-commerce landscape has been touched less likely
certainly because of the limited knowledge in this field. At the end the questions remains, does
the mobile e-commerce can trigger the impulsive buying phenomenon? In the following part,
we will looking at the different technological aspects of mobile e-commerce which has played
important role in encouraging the impulse buying

4.2.1. Mobile Applications:

Until recent years, mobile application were solely limited and available on software platforms
such as Android and Apple to make our mobile experience enriching. These mobile application
included the applications for communicating with each other, for games and to use for our daily
needs. For retailers, to be in constant communication with the customers is the strategy of
growth. Therefore, almost all of the retailers have now adopted this omni-channel strategy by
implementing availability of the mobile applications as a part of their strategy to offer unique
digital personalized shopping experiences.

These mobile applications solutions has made shopping conveniently available at anywhere
and at any time available for the customers. Within this mobile applications, customers can
compare, save, buy, return and do almost accesses all the function as shopping through
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computer. This digital shopping channel has made shopping more convenient as customers can
easily save the items or go back to product easily which they plan to buy rather than need to
browse again or save the URL of the product. Thus, mobile applications has allowed retailer to
create the personalize experiences for their customers according to their personal preferences,
which is much more convenient. As customer can experience the unique and personalized
experience, customers are aligned choose this form of buying behavior as compared to web
based shopping (Huang, Lu, & Ba, 2015). On the other hand, personal data about the customers
can be used to properly target the optimum amount of right audience enabling to use the digital
marketing budget wisely.

The innovation that has allowed to constantly communicate with the customers is the feature
of push notifications. Push notifications allows the customers to know about the current offers,
new collection and it is one of factor of impulse buying on mobile shopping. These push
notifications can be informative or can also give the reminder of deadline of shopping sales
which could possibly create the sense of urgency for the customers. Moreover, as people
utilized almost all preferred communication services through applications such as WhatsApp,
Facebook etc. Thus, mobile shopping makes it very easy to share and consult the products
easily with the friends and family through these social media applications thus encouraging
impulse buying. In this era, where the competition is furious all the retailers are trying to create
the personal experience for all the customers. As a part of technology, A/B testing model is
implemented in application or in web shop in such a way that each customers gets the
personalized list of products and entire website is updated as per the previous preferences,
browsing history on the browser. These A/B testing model gives a solid proof for the retailers
to count the number of conversions, customer segmentation for targeting through different
preferences of the customers.

4.2.2. Social Media:

As per (Hayes, 2021), social media marketing refers to use of social media platforms in order
to promote the services and products of the companies. It has helps the companies to engage
with the current audience and reach new audience while promoting based on their values, goals
and mission. In current era, social media has been the biggest facilitator of the online marketing.
Social media marketing.
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Retailers are hiring the new growing influencers in order to promote their products and services
in order to gain the new audience. Now the question arises how social media can encourage
the impulsive buying behavior? Well, the first reason is rising amount of influencers on social
median. Companies are hiring influencers to promote products and until last year it was
difficult for the customers to browse the product presented by the influencers for the
companies.

So, for example in October 2020, social media platform Instagram rolled out their first
integration with the shopping environment. E-commerce platforms like Shopify, Prestashop,
Salesforce commerce cloud platforms integrate with the Instagram and people can easily view
the product catalog on the Instagram account of the companies. This platform included the
product description in details offering the option to do shopping on social media. Initially, this
store use to divert the customers to the website place where they would buy the products. Now
recently, in order to make shopping process more seamless, customers can directly make
payment through Instagram. Even, though Instagram is the third in terms of the number of user
as per Forbes 2019 survey (Wertz, 2018) it is one of the leading platform with 1 Billion plus
active users behind Facebook and YouTube. Its audience reach is almost unmatched because
Instagram hosts comparatively younger population than any other social media channels. These
younger population mainly consist of Millennials born in 1981-1996 and Generation Z born
between 1997-2010 which represents almost 23% and 30% of the world population
respectively (Wertz, 2018) Thus, considering such large amount of audience, it has been
imperative for the marketers to be present on social media. Endorsements has paid important
role in marketing and same is true in case social media channels, influencers are attracting the
customers for the companies thus encouraging the impulse buying. Moreover, Facebook which
is much older than Instagram has already integrated the Facebook shop which can advertise the
products and at the same time customers would be able to buy them. Moreover Instagram and
Facebook, other social platforms like YouTube, Pinterest are also used by businesses to
increase their audience reach, teach them, engage them and offer their products. Other factor
that is encouraging impulse buying within social media is the increasing buying power of the
youth, as per retail analyst Emily Salter, retailers are trying to target the new young consumers
through social media shopping channel as this generation is most digitalized than previous
generations thus there is less friction while creating new shopping habits. (Halliday, 2019)
Thus, social media has made huge difference in e-commerce industry.
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4.3. Analytics
Role of analytics in e-commerce has evolved a lot in a decade. To define the e-commerce
analytics in simplest manner, it can said as the tool or the solution developed in order to
analyzed large amount of data in order to finally gain important insights on our e-commerce
performance and take measurable action (Salesforce, 2019). The data captured by the analytics
within online shopping environment helps to track the journey of customer from searching on
website to the delivery of the product thus giving review of drivers of the revenue. Analytics
are helping the companies to visualize the worth of each campaigns put in place on their ecommerce websites.
Several API’s are now integrated with the websites which help ecommerce websites to
understand to number of visitors within a certain period of time, average basket size, retention
rate, gross profit, inventory levels etc. These KPI’s helps ecommerce websites to set the
monthly, quarterly and yearly targets and achieve it. The analytical data helps websites to create
monthly reports thus giving the overview of their performances. Analytics also helps in
effective decision making in supply chain, vendor management and order fulfillment thus
reducing the lead time.

E-commerce Analytics is a set up powerful tools helping companies to be customer centric by
providing personalized marketing by tracking his activities, targeting customers on Omnichannel platforms, giving real time data to predict the trends and search the areas of
opportunity. Technological solutions in analytics helps us to forecast the out of stock situations,
using customer data of physical measurement to suggest the products for the customers,
analyzing the upselling technologies. Moreover, the basic tools that can be used to measure the
performance of online business is Google Analytics, which helps to understand the buyer
persona and measure the return on investment of advertising campaigns. Constant reach to the
new customers is one of the important part of the business and business development teams
can come up with different strategies to fulfill this objectives. Thus, in order to cultivate and
measure efficiencies, analytics can tap up several KPI’s like returning visitors, subscription
renewals, monthly upgrades and conversions. These data tracking helps to generate insights
such as customer segmentation, target audience or to understand perceived brand message.
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Now, let’s see how integration of e-commerce analytics and AI are being used to suggest the
perfect size of clothes for the customers. One of the limitation of online shopping is customers
cannot touch or try the product before buying and it is possible that different clothing
companies might have different measure of sizes. Thus, in order to reduce the returning or
exchanging process, reduce the cost and finally have satisfied buying experience, AI and
analytics team are coming up with the solution which recommends almost perfect size to the
customer based on the data collected from other customers. For example, data such as age,
height and weight are collected by the team and this data is cross checked with the customers
having almost similar profiles in order to recommend the size of the clothes to their customers.
This type of analytical innovations are removing the barriers in the customer journey thus,
encourage impulse buying.

4.4. Payments:
Payments or buying power is one of the important factor in buying any kind of goods or
services. Buying power plays important role in impulse buying decision for the customer. Thus,
it can be it drives the shopping decision. Like having more buying power can increase the
chances of impulse buying, on the other hand less buying power can act as a barrier in order to
make the purchase. Now here, more or less buying power is certainly associated with the price
of product and price is something that cannot be reduced below certain limit by the retailers.
Thus, in order to reduce friction caused by price and purchase decision of customers with less
buying power, various technological digital payments gateways have been created to encourage
impulse buying. The use of e-commerce has indirectly uplifted several industries including
financial industry. In the following paragraph, we will see basic architecture of payment
gateways and then how it is encouraging impulse purchases.

Payment gateway is the important part of ecommerce website building process. They assures
the safe and secure gateway for the payments within few seconds. It generally includes the
payment routes through different payments methods such as by debit card, credit card, online
banking systems, electronic funds transfer or even through wallets such as Apple pay and
Google Pay. (Kaushal, 2020)

Process of payment starts when the customer initiates the payment on ecommerce website
through mobile or website. One the customer inserts the card or transfer details on the gateway,
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this information is transfer by seller to the credit card company or the bank to authorize the
payment and verify the credit availability, once this process is authorized by bank or credit card
companies the funds are transferred to the seller through the gateway. Thus as soon as funds
are transferred, the customer is notified about the status of the payment and the purchase is
confirmed. Payment gateways are important part of digital transformation happened. These
digital transactions has reduced the generation of receipt manually which shows a way towards
sustainable future of payments. Payment gateways are also vulnerable to frauds, cyber-attacks
which can hack these gateways thus accessing the payments of customers. Therefore,
periodically audits and tests are the necessary to keep these gateways safe and secure (Kaushal,
2020).
Now, let’s see how digital payments are driving the impulse buying behavior. Trigger of
impulse is based on several factors that creates emotions to purchase the product immediately
and payment checkout is the last step that can cause the friction before impulse purchase. What
if, there is no or very less immediate friction to own the product? Sounds attractive for impulse
purchase right? But yes, with the technological innovations several solutions like KLARNA,
CLEARPAY, ONEY are available who are reducing this friction and encouraging impulse
buying. This solutions are financial facilities that are integrated within the e-commerce
platform that allows the customers to perform the payment methods in several installments or
in Buy Now, Pay Later (BNPL) method. With such solutions available, owning a product is
just a click and that is what is increasing impulse paying. So, these payment facilities work by
giving retail credit in order to buy the product, which can be returned by the customers in terms
of installments. So, to understanding how it’s working emotionally, here frictionless means
without a need of thinking lot. Humans are programmed to make decisions based on internal
and external factors. What if, the buying process is made so simple that there is no friction with
these factors, the less customers are needed to think of inserting data, it is likely that the
customer will purchase it. Less thinking, less factors to consider results into impulse purchase,
it’s as simple as that. This payment options can appear on the product page like for example:
Pay 20 Euros each month x 4 times (to purchase 80 Euros product). Owning product
immediately at 20 Euros purchase seems very attractive offer for the impulse buyers and this
is how financial technological solutions are making online purchases easy.
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4.5. Artificial Intelligence:
Artificial intelligence is the core of all technological being built in today’s world. To define, as
per (IBM, 2020), “It is the science and engineering of making intelligent machines, especially
intelligent computer programs. It is related to the similar task of using computers to understand
human intelligence, but AI does not have to confine itself to methods that are biologically
observable." AI has marked significant role in the field of agriculture, gaming, autonomous
vehicles, healthcare, banking etc. and e-commerce and retail is not an exception.

Artificial intelligence is helping e-commerce website builders to integrate several solutions to
provide seamless performance. These solutions are not only limited to customer experience but
also for supply planning, forecasting, merchandising. Applications like chat bots or voice
assistant has been since long time by the e-commerce websites and other solution providers to
improve user experience. These chat bots help the customers with their questions and provide
the answer to their queries. Same has been implemented previously by the voice assistants such
as Alexa by Amazon, Siri by Apple, Google Assistant which performed the tasks based on the
voice recognition system build with AI technology.

In this part, we will look into technologies implemented in recent years within e-commerce
landscape. One of the issue related to online shopping in retail sector is size. Sizes of clothes,
shoes are different for each person and it is not possible to try the product before buying in
online shopping. Moreover, sizes can vary from brand to brand and country to country.
Therefore, unless accurately known, it is difficult for the customers to select the size which
results into returning / exchanging of the products thus adding additional costs for the retailers.
To solve this problem, various solutions have been with the help of artificial intelligence where
customers can measure their accurate size and then the size is recommended personally by the
solutions. Such type solutions are being integrated into the e-commerce platform thus helping
the customers to choose the perfect size. Here, I would give an example called as solution
PRESIZE, an artificial intelligence build model in combination with augmented reality to
recommend the perfect size. In this measurement, physical attributes of the person such as
height, weight, age and gender is initially processed by the software and then with the camera,
the solution required the customer to rotate 360 degree in order to produce the 3 dimensional
model of the customers (PreSize, 2021). Thus 3D model and augmented reality helps the
solution to measure the parts of body such as thighs, waist, shoulder, arms and leg height. After
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measuring these parts by solution, the final step consist of recommendation of size from the
solution, (PreSize, 2021). As this solution is integrated with the e-commerce websites the
customers and their data is used to suggest the size to other customers and also by analyzing
previous returns of orders on website, this artificial intelligence system improves the size in
future recommendations for their customers.

PRESIZE.ai was launched in 2018 and during initial prototypes the recommendations were
deviated by 8 cm on average and currently after 3 years of data collection, algorithm models
and breakthroughs, this solution deviates only 1.1 cm across all the measurements and still
continuously improving by millimeters each month (PreSize, 2021). Each day, solutions like
PRESIZE are improving the service delivery of online environment thus making it easy to buy
exactly fit able size of clothes.

Among the millions of e-commerce websites available, which would you rate the best online
shopping site? The one in which you experience seamless buying experience on mobile, tablet
or on web with an added layer of personal touch right? Well, the AI engine called
BOOMTRAIN helps to give you same shopping experience on all the devices by connecting
customer through customer touchpoints. This means that this engine is constantly analyzing
the search history, device logged in to, email campaign to give a universal experience across
all platform to all the customers (Asling, 2021). For example, if the customer is browsing
clothes on web shop, then at the right moment, the customer wilkal receive the notification
about sale of clothing products through push notifications on the mobile thus encouraging to
make the purchase. Artificial Intelligence has been important driver for e-commerce in terms
of data analysis, to communicate through chatbots etc. It is also important to understand that
AI integration with the advanced technologies can immensely increase the customer buying
experience generating pleasure ultimately affecting purchase decision. It is interesting to think,
how the future of artificial intelligence in future will look this, examples of future
implementations will be also covered in upcoming part.
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4.6 Cultural and Demographic Differences in Impulse Buying on online shopping
environment:
In the previous part, we have very well seen the impulse buying, its factors, retail therapy, and
role of technology to encourage impulse purchases. In this part, we will look into how does
cultural differences between the societies play its part into the impulse buying. It is certain that
buying power, economic level of the countries have increased due to drivers such as
digitalization, internet, social improvements, deflation in the countries having stable
government regulations and less natural disasters. Each country has its own cultural history,
traditions, political regulations which carve the habits for the citizens of the country.

As per (Kacen & Lee, 2002), Hofstede Insight analysis can play important role in
understanding the culture differences and thus help to analyze impulse buying behavior of the
customers. Basically, the Hofstede insight model is based on the fact that most important
attributes that represent different cultures are power distance, individualism, masculinity,
uncertainty avoidance, long term orientation and indulgence. This factors analysis the possible
human behavior of different cultures that are present in the society. As per (Briley & Aaker,
2006) effect of culture can be seen in decision making for immediate or impulse decisions, but
the effect of cultural dimensions might decrease due to external factors such as third party
opinion, financial budget when customers starting thinking rationally and thoughtful before
making decisions. Earlier various researches have been done, in which impulse tendencies have
been classified based on the gender difference, age group or emotional state to understand the
motive behind the purchase.

(Beattie, Dittmaar, & Friese, 1995) In their research explained about the different
considerations made before impulse purchases by perceive of materialistic symbols it would
carry with respect to gender identity. The reason of impulse purchases and decision behind it
was supported with the fact the purchase will baring to them, which would include the image
and their identity in the social setting. They also stated that purchased item would be something
that symbolize themselves but also considering their social categories and drivers for the
impulse purchase in the women were based on emotional reason as compared to men, who
were much considering the technical aspects or practical reasons of the items.
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On the other hand, as per (Awan & Abbas, 2015)intensity of impulse buying is inversely
proportional to the age, social groups between 18 - 40 years have more impulse buying behavior
as compare to 40 and above. Here, in terms of younger generation (18-40), it is stated that
impulse buying intensity increases up to certain level because of personal reasons such as
freedom, liberty, and better financial gains upto certain age and then reduces. On the other
hand, as per (Logue & Chavarro, 1992), self - control can be said proportional to the age, and
older people have more self- control thus resulting less impulse purchases, and impulse is
associated with the emotional triggers.

After seeing the demographics attributes and its effects on impulse buying behavior, in the
following part we will look into cultural aspects and its effects on impulse buying. Professor
Geert Hofstede defined culture as,” the collective programming of the mind that distinguished
the members of one group or category of people from others.” As explained earlier, during his
research Hofstede brought attributes namely power distance, individualism, masculinity,
uncertainty avoidance, long term orientation and indulgence to differentiate the cultures.

4.6.1 Individualism/Collectivism:

Individualistic and collectivistic nature of person depends on the environment his or her
upbringing is done. As per Hofstede, individualistic personalities are society groups where the
people are responsible to mostly to themselves and their own family. The relations with the
other people are comparatively loose and most limited to need. Thus, individualistic cultures
generally has neutral family where kids are taught to stand on their own feet in their life, while
in the collectivistic culture, it is very different since the childhood the children are being taught
important to relatives and families extending their immediate families, the people in these
groups are being taught to support their community in times of needs. Collectivistic societies
also follow and support the leader of the pack, showing their belief in his views and leader
usually promises to take actions for the betterment of the society.

In individualistic societies, self- opinions of each member matters a lot, and are free to have
liberal and independent views while in collectivistic society usually people are ought to be
dependent on families, friends and social setting. As per (Triandis, 2001) in collectivistic
society, it is normal to suppress the personal emotions about the situation, in order to betterment
of the others in the society. The people are normally taught to sacrifice their needs or beliefs to
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make a decision that is correct for the people in the society. In individualistic society, the
personal preferences matters a lot himself or herself, and the opinion of others might not make
it lot affect and they are not prone to judgements comparatively as long as person is happy with
his decision, moreover they tend to celebrate the uniqueness of human being (Kacen & Lee,
2002). While on the other hand, in collectivistic society, as the people are interdependent on
each other, their thoughts and beliefs are tend to be influenced by others in their society.

As described by (Potter, 1988) argues that viewing the characteristics of collectivistic society,
this community restrains and control the one’s self feeling and emotions more than
individualistic society. This is usually done by people in collectivistic society to avoid the peace
breaking and harmony within the community members because of different view and opinions.
Thus, from this we can conclude that culture can also the play role when it comes to expressing
one’s emotions and feelings. (Triandis, 2001) stated that as act of impulsive buying is
associated with sudden impulse of emotions to buy item, as collectivistic are used to suppress
the own emotions and feelings, they have much control on impulse behavior as compare to
individualistic culture. Thus, it can states that individualistic society comparatively engage
more into impulse buying that collectivistic society. Moreover, (Triandis, 2001) affirms that
people in individualistic community focuses more on the positives effects of the situations on
their self, emotions and feelings while collectivistic people focus on avoiding the negative
effect of their decision on the people of their community.

4.6.2 Uncertainty Avoidance

Uncertainty avoidance is related to the fact that society accepts the changes the taking place in
society warmly. It measures to the degree that the members of the society feel uncomfortable
because of the uncertainty and ambiguity.(Hofstede, 2001) Thus to explain, the societies with
high degree of uncertainty avoidance has strict beliefs labelled and norms are strongly and
does not easily welcome the unorthodox behavior due to which members of society are
uncomfortable of the outcome . Moreover, the societies with low degree of uncertainty
avoidance appreciate the unorthodox beliefs or behavior in the society and are more open to
new perspectives, ambiguity with the decisions. On the other hand, the people in high
uncertainty avoidance societies might also exposed some kind of uncertainty but to the extend
that the risks are usually calculated or known, while low uncertainty avoidance cultures are
prone to also taking unknown risks. (Hofstede, 2001)
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Now, in the online environment the factor of uncertainty avoidance is considered an important
factor because usually the consumers browse the products on online shop, gather information
and then make decision. Thus, the customer decides to buy the product based on information
provided and takes the risks to be able to receive the same product, which is different from
brick and mortar where trustworthiness of the product is guaranteed by the seller at that
instance. Moreover, poorly structured online shop can improve the risk of uncertainty with the
consumers for example, difficulty in locating of the information or long website loading time.
As the online shop needs to create a website such that customers would easy trust the retailer.
Thus, in case of high uncertainty avoidance culture, the functionality of website, trust in the
product description and vendor and quality of service would play important part as compared
to low uncertainty avoidance societies, (Karahanna, Polites, Williams, Liu, & Seligman, 2013)
As high uncertainty avoidance communities would keenly look into information in order to
avoid the repercussions of risk, they would normally take more time to make decision about
the purchase while, low uncertainty avoidance communities usually will accept the unorthodox
beliefs and innovations and thus embracing the risk (Hofstede, 2001).

4.6.3 Power Distance :
The dimension of power distance is based on the fact of inequality in the society. Hofstede
(2001) states that power distance is the extent to which the society and its members accepts
and also expects that the power is distributed unequally within the community. In brief, for the
high power distance communities there are several strict regulations and hierarchies which
need to be followed in order to come to the conclusion, where leader is treated with utmost
respect while the low power distance communities believe that all the members in the society
are have equal rights, without considering their materialistic resources. Hofsted (2001) remarks
even though the inequalities are present in all cultures, each cultures has different acceptance
level of this disparity. Thus, that means the amount of power the person does not matter, but
the willingness of the person to accept that there is power disparity in the society matters more.
(Mittal, Winterich, & Zhang, 2010).
In low power culture, they see less powerful also has equal human beings thus, the people are
treated normally without considering their attributes like wealth, level of education or status in
society, while on the other side in high power cultures social status of people is normally shown
and people are expected to be treated with considering their financial attributes and social status
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in background. In power distance cultures, children are usually taught to always respect the
elders, put in strict obedience, obey the regulations and several restraints to be able to respect
the status and level in the social settings with the other people in community, moreover the
experience holders are subjected to restrain the unorthodox behavior and perspectives of the
individuals in social settings (Hofstede, 2001). While in low power distance cultures the
children activities are more engaging, they are free to encourage their true feelings, to do new
things. The eastern culture is consider as the example of high power distance and as per Chen
and Roa, (2005) eastern culture demographics generally focus on future rather than present,
delayed gratification and restraining. These actions can conclude that the people with high
power distance are more in control of their self thus reducing the chances of impulse buying as
compare to the low power cultures.
As the social status in the society plays important role in the high power distance culture, people
with more resources are used to possessing of more power and in terms of shopping they would
feel like holding more power than the seller. Morever, being in more powerful would make
them feel that there are numerous options available for them and if the service quality is not
met as per their standards they have power to switch to other sellers. While, on the low power
culture the buyer and seller communicate on the same level and there is no misbalancing of the
power (Liu, Furrer, & Sudharshan, 2001) . In terms of online product browsing as we relate
authority here, in high power distance the customers will feel that they have sense of authority
over the services provided by retailer and also through in design of the website. In this culture,
access to the privilege content program, early access to products sales than others are some of
the functionalities have to be addressed. While on the low distance culture, usually all the
product and contents are available to all the users and have freedom to explore the website.
(Cook et al, 2004)
4.6.4 Masculinity/Femininity :

Masculinity and Femininity in terms of culture refers to the extent of ability in the sexes to
make difference in the social activities and it is denoted by MAS. The degree of dominancy
among both the sexes depend on their ability to make decisions or based on the achievement
made by them. In masculine society preference is given to the assertiveness, competitiveness,
achievement or rewards won while feminine society functions with regards the care, modesty
and cooperation with in society. (Hofstede,2001)

34

In high masculine societies, the decisions are usually taken based on the real facts rather than
considering emotional aspect in the decision. Low MAS cultures tend to vanish the traditional
beliefs between role of males and females. As per Kanousi (2005), people in high masculine
societies value the independence of the person, whereas low masculine societies are more
inclined towards the interdependent role of male and female. As the decisions made in high
MAS cultures are usually driven by the facts or consist of rational thinking and not emotionally
driven, the high MAS cultures are less encouraged for impulse thinking. (Buff et al, 2008). The
country with highest MAS is Japan with a score of 95 while lowest is Denmark with a score of
5.(Hofstede Insights). It also states that feminine culture, the values that are appreciate are
harmony, quality of life as compare to competition, success in the masculine culture.
Comfortable quality of life is the sign of success in low MAS culture.

In terms of online shopping considering above characteristic of both cultures, high MAS
culture would consider the navigation which would allow them to control the website, offering
of rewards as a part of motivation and high interactivity and design offering. While low mass
culture would prefer the aesthetics, artistry and images (Buff et al, 2008). As per Marcus
(2003), in high MAS culture retailers can offer two different gender specific websites for men
and women to rightly target the audience.

4.6.5 Long term orientation versus Short term orientation :

As per Hofstede Insights, this dimensions describes the perspective and the way that society
has kept roots with the past history and are currently dealing with the challenges of the present
and the future. The low score cultures are, the communities skeptical about the new
perspectives and changes happening in the society and prefer to continue the traditions and
norms put in place since decades. While the high score countries, take pragmatic approach by
not fully controlling the present or future situations based solely on the past traditions thus
encouraging the changes in the mindset and using modern perspectives if needed. (Hofstede,
2001).

In high score countries, perseverance, patience and persistence are practiced to order to
obtained the obtained the results, while in the low score countries the results are expected
quickly by the people. As per (Cook & Finlayson, 2005) the website design consideration for
the high score culture requires the content to be with patience in achieving goals while the low
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score cultures expect the immediate consequences of their actions and thus for website
requirements it should be consistent and must collect regular feedback from customers.

4.6.6 Indulgence and Restraint (IVR) :

As per Hofstede (2001), indulgence within the society is the allowance of the free gratification
of the primary needs related to the living life in harmony, enjoying and making fun. While, on
the other hand, restraint in the society is related with the suppression of gratifications and needs
and the society is regulated with the strict social norms.

Moreover, in indulgent society the people consider their leisure time, fulfilling of own desires
as an important part of their life while, restraint society does not put much emphasis on personal
leisure time and usually control the desires. Indulgent societies usually like to live in the present
enjoy the good times, while restrain societies are inclined towards controlling it and invest it
in the future. As per earlier researches in this field, cultural factors such as
individualism/collectivism, power distance, uncertainty avoidance and masculinity might
subsequently have effect on impulse buying phenomenon across culture, however the new
parameters like long term orientation and indulgence/restraint are added later and their
correlation with the impulse buying has not been so comprehensive. (Soares, Shoham, &
Farhangmehr, 2007).
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5. METHODOLOGY
In this chapter, the hypothesis regarding the impulse buying behavior will be justified and
demonstration of the study to be conducted will be explain.

5.1 Research Approach
In this theory, we will be testing the already existed impulse buying theory. This theory is tested
with the concept of differences in the cultures and its effect on buying. In this research
secondary data from Hofstede insights is analyzed first and used to make hypothesis and later
these insights are verified with the help of quantitative study measure relevance between
individualistic/collectivistic society and impulse buying.

5.2. Research Design
This analysis is based on the descriptive research and then explanatory research. Firstly, in
descriptive research the author has studied the cultural differences in France and India by using
the cultural variation observed by Hofstede. This variation based on the scale of 100 is used to
develop the hypotheses from the behavior across cultures and then this hypothesis are used to
further tested by a quantitative survey among French and Indian nationals to analyze the
differences in buying behavior within respondents.

5.3. Data Source:
As explained above, the secondary data from Hofstede’s website was used to form the
hypothesis and then primary data was used taken in the form of survey from India and France
to validate the research questions of the thesis. The secondary data of this research is
represented by findings done by Geert Hofstede. As discussed in previous part, Hofstede came
up several attributes which he claimed to vary from culture to culture.

Following part includes the details of these cultural attributes in reference with France and
India, which will be studied here as a part of our hypothesis verification as explained above.
The data will be presented as the representation of the Hofstede’s insights on cultural
dimensions but before let’s look at the hypothesis of these research. The reason for reason these
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two countries is because author has lived in both the countries for fairly amount of time and is
aware of the cultural and buying behavior in these both countries.

5.4 Conceptual Framework Hypotheses
The conceptual framework diagram represents the relationship between the different attributes
stated in the hypothesis Thus, the aim of conceptual framework is to classify the theoretical
concepts and form the relationships between them.

Figure 6. Conceptual Framework and relationship between hypotheses

H1: The impulse buying behavior traits are inversely proportional to age and it is stronger in
individualistic society than collectivistic society for younger age group.

As explained in the literature part about role of individualistic and collectivistic cultural
attributed in impulse buying, it concludes that individualistic society is less dependent on
other’s opinion and focus on their self as compared to collectivistic society. Collectivistic
society restrains from their own pleasure in order to avoid judging of the society thus control
their emotions quite well than individualistic society, thus this hypothesis states the impulse
buying behavior is stronger in individualistic society than collectivistic for the younger age
group.
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H2: Impulse buying in individualistic society is more done for oneself, while in collectivistic
society it is mostly done for family, friends.
In this hypothesis, it is stated that as individualistic society is less dependent on others and are
also capable of taking personal decisions in order to have self-gratification as compared to their
collectivistic counterparts, it can be also possible that collective society form good relational
bonds with the other members of societies believing in the fact he community can should and
protected in need of times. This form of closeness between the members in the collectivistic
society to be able to aid others and to be dependent on others comes to conclusion that the
impulse buying done for family, friends, relations than oneself is more in collectivistic country
than in individualistic society.

H3: Technological innovations such as API’s, payment convenience, social media and online
AI solutions affect more in individualistic societies than collectivistic societies.
Third hypothesis is based on the technological innovations we saw in the literature part. This
hypothesis is in correlation to the first hypothesis. As individualistic countries are focused on
self-gratifications and are independent of the opinion of the others. The technological
innovations put in place by the e-commerce websites affects more on them as compare to
collectivistic countries. Collectivistic culture exercise more self-control than individualistic
cultures and does not easily fall into trap of marketers and their impulse buying techniques.

H4: Personal income sharing with the family is seen strongly in collectivistic culture than
individualistic culture.
Fourth hypothesis focuses on the important of personal income sharing with the family,
relatives. In individualistic cultures, children are raised emotionally and financially
independent since early age as compared to collectivistic culture. Personal income sharing can
create a dependency on a person, in some way would encourage impulse buying for their
family, relatives in return or with the affection. So, in this personal income sharing pattern will
be analyzed.
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H5: Hypothesis 5 has two parts which are divided on the basis of effects of cultural factors
such as uncertainty avoidance, individualism on online shopping. There are as follows:
Hypothesis 5A: The online shopping features such as delivery time, personal pleasure, new
innovations are given high importance in France than India.
Hypothesis 5B: The online shopping features like price, reviews, brand popularity, familiarity,
and quality are more important in given more importance in India than France.
The above factors have been related to the theory that has been described earlier and have been
made in order to test these theories in a context of India culture and French culture. Thus, with
the quantitative survey and secondary information supported by the Hofstede’s insights, above
hypothesis will be analyzed.

5.5 Data Collection Method
As explained above, the hypothesis formation was based on Hofstede’s insights which will be
explained in the empirical findings. Moreover, these hypothesis has been created by studying
the several researchers and their arguments on the difference in the buying behavior across the
individualistic and collectivistic which will be also explained.

Data collection methods are classified in qualitative data and quantitative data collection
method. In this thesis, author decided to perform this cross cultural analysis with quantitative
data collection method because to see collective variation between the buying behaviors it was
necessary to be done it on societal level. It was believed that only using qualitative data
collection method on individual level among few respondents would not give firm validation
of proving the hypothesis and would vary a lot because of different purchasing behaviors due
to several external based on income, demographics, upbringing and culture and perform
qualitative analysis would not assure the same traits would be applied to the entire population
of the both countries. In contradictory to the author’s view, (Soares, Shoham, & Farhangmehr,
2007) stated that creating relationship of culture with the countries is bit ambiguous because
we cannot one nation and compare straightly with one culture, because there could exist several
subcultures within countries and which might be different from each other. Thus suggesting to
perform study on culture values on individual level. However, in this research main focus is
the anaylsis buying behavior rather than culture which remains very specific to the personality
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of respondents and then adding layer of cultural traits above it. Therefore, author has used a
scale to analyze the buying behavior on societal level.

5.5.1 Questionnaire Guide:

For the quantitative survey, the author designed the structured questionnaire which include the
exploratory questionnaire which would help to identify the identity of the respondents. These
included the demographic data such as age, marital status, income level and nationality which
are important part to identify and classify the respondents into subgroups. After this,
exploratory part of the questionnaire included the questions related to the buying behavior of
the respondents, this questions features their style of purchasing and the basic purpose behind
buying online and then it is followed by the generic sentences which answer the questions
showing their perspective towards themselves and their closed ones. In order to measure the
variable the few of the questions have been adapted from the other research papers mainly the
part opinions distinguishing their decision styles which resembled to the purpose of this
research. Furthermore, part of the questionnaire includes the effect of the innovations on
impulse buying decision in both the cultures. The questionnaire for the survey was created
using the Microsoft forms tool, its simpler user interface made it easy to choose and top of that
the responses could be seen in analytical format like graphs which helped to easily get the
overview of the answers.

Result measurement of the survey by the respondents is shown by the various types of scales.
Initially, Likert scale was used to receive the responses of the respondents which ranges from
1 to 5 relating from rarely to always. The questions for the Likert scale were mainly focused to
understand the importance of attributes like delivery time, quality, brand, online reviews while
shopping online. In order to analyze to the impulse buying behaviors of the respondents, the
Buying Impulsiveness Scale which was proposed by (Rook & Fisher, 1995) was adopted. This
measurement scale was adapted to this questionnaire, out of 9 sentences measuring the impulse
behavior four affirmative sentences were adapted for this questionnaire on the 4 point scale
ranging from Strongly Disagree to Strongly Agree, the higher the score on the measurement
scale the more impulse buying level. In addition, the scale to measure the individualism level
was adopted from individual culture value scale prepared for measuring Hofstede’s dimension
made by (Yoo, Donthu, & Lenartowicz, 2011) also on 4 point scale ranging from Strongly
disagree to Strongly Agree.
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Moreover, net promoter score method on Microsoft form which gives us scale from 1 to 10
was used to receive the responses related to their buying behavior and their views on questions
related to effect of innovations on impulse buying. This type of scale helped us to go beyond 1
to 5 beyond and get the responses on the minimalistic and accurate responses on a scale of 1 to
10. Along with this, third part of the questionnaire was related to understand the different
factors which would play to increase the willingness of buying and this types of questions were
asked in the format of ranking the options given. Ranking method would help to understand
the most important to least important factors that would affect their purchases.

5.5.2 Pretesting

The initial questionnaire was prepared by considering the hypothesis and thus demographic
and other variables were selected. After doing pilot survey with supervisor and 5 other
respondents I was suggested to add the questions related to buying behavior because it varies
from person to person and this questions will also help me understand the general patterns of
buying behavior between both the cultures. Thus, after considering all the recommendations
from the plot survey respondents the modifications were made in the questionnaire and then
sent. The collection of data was mainly done by the internet. Several targeted participants
received the invitation link through email in the form of drafted message. After collection, the
data analysis was done with the help of several tests and are mentioned as below.
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6. EMPIRING FINDINGS
In this part, the secondary findings which is already researched by Hofstede is presented and
the cultural attributes between both the countries are shown scale of 100 which will be
explained in the later part. Although, all other attributes have been shown below however for
our hypothesis individualism is the variable that mostly concerns us and will be explained
below for France and India. Before that, let’s look into the demographics of both the countries.

Country

Population

Sex ratio

(in millions)

Median
Age

People in
18-65 years

GDP per
capita

France

68

1.08

42

59%

38425 $

India

1366

1.04

28.4

67%

2100 $

Table 2. Demographic statistics of France and India (Source: Statista 2021)

Figure 7: Graph adapted from Hofstede’s Culture Dimensions
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Individualism:

Country

Individualism Score

Rank

France

71

9

India

48

23

Table 3: Individualism score of France and India
On the individualism scale, as shown above France scores 71 out of 100, while India scores 48
out of 100. This represents that France has more individualistic culture while India has less
score on this scale i.e. less individualistic. It can be also said as, India is much more
collectivistic country than France. As per (Bhawuk, Nishii, Bechtold, & Gelfand, 2004) in
collectivistic culture the people are more responsible on others and it is their duty and are
expected to help their society or social group in difficult times while in the individualistic
society people are usually responsible to care of themselves and their direct family.

Author have personally seen the different ways the children are raised in both the countries. In
France, they are being told to be self-reliant since the age of 15-16 years and thus children
usually start working early in order to reliant financially on themselves. While, in collectivist
country, it is moral duty of family head to take care of the family members, thus children are
not encouraged to be self-reliant until they complete their entire studies and start earning. Thus,
it can be said people are used to live interdependent on each other.

Moreover, as we can see demographics of the countries varies a lot and can be considered good
example to check the hypothesis with different lifestyle and cultures. The average population
in India is much lesser by almost 14 years as compared to France while there is huge gap
between the GDP per capita between both the countries. In the following part, author will
described the findings of the effects of individualism and collectivism on buying behavior done
by researchers.

As per (Hofstede, 2011), in individualistic and collectivistic society the number of external
factors that affects the purchase decisions varies a lot. Usually, in individualistic cultures the
people are self-reliant and very less external factors or people’s suggestion will matter during
purchase decision however in the collectivistic society the external influencers are much more
while making buying decisions, belonging to a close knit collective group has been able to take
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guidance from others. On the other hand, talking about this decision influencers also brings the
topic of motive behind purchase in first place. General motives and purposes behind purchases
usually plays important role in decision making. External factors such as lifestyle, social
environments and upbringing environment also plays part on our perspective of shopping. For
ex. in individualistic culture, shopping/buying is considered as much of pleasure seeking
activity or enjoyment for the consumers which is the ideal perspective which encourages the
impulse buying as the customers have that mindset to discover new products while in
collectivistic culture products are planned in advance before shopping. (Mooij & Hofstede,
2011).

During a research, (Bathaee, 2014) discovered individualistic and collectivistic factors also
plays role in the acceptance of new product when it is launched in the market. When a survey
was done among individualistic and collectivistic culture it was discovered that individualistic
people are more open to variety of products, open to try new brands, ready to take risks thus
are of early majority group of consumers while on the other hand collectivistic consumers
would generally like to know the experiences of other customers with the products and then
make the decision which symbolizes the need of the trust in the product thus usually are part
of late majority consumers (Burgess & Steenkamp, 2002). This brings us to another point,
brand loyalty. As per (Thompson, Newman, & Liu, 2014) brand loyalty is normally seen high
in collectivistic society as compare to individualistic society because along with selfsatisfaction to certain extent it is necessary for them to buy products that are well known thus
to be validated by the collective groups, rather than feeling left out of group while on the other
hand as explained above individualistic are not validation seeking and may not stick to same
brands for years thus try to explore innovative products. Thus, collective are said to be more
brand loyal than others. Moreover, behavioral study done by (Manrai & Manrai, 2011) and
(Watkins & Liu, 1996) on the consumer regarding satisfaction, complaining behavior stated
that, in the collectivistic and individualistic society states the difference in the complaining
behavior seen in these both culture. They stated that, collectivistic society are more loud around
their dissatisfaction and usually prefer the word of mouth strategy negatively to aware and
express their satisfaction however on the other side, highly individualistic people prefer to
solve it actually expressing their dissatisfaction to the concerned authority.
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7. RESULTS
This chapter analyzes the responses to the survey received using the quantitative method. For
both the countries, demographic representations of respondents is shown and then it is followed
by the analytical tests to validate the hypothesis. In the following chapters, author will be
analyzing the results from French and Indian respondents using several type of tests. These
tests will be used to check the hypothesis stated.
7.1 Demographic Statistics
In this part, author has carried out the demographic statistics of respondents from the France.
Category

Gender

Age

Marital Status

Income

Classification

Frequency

Percentage

Male

22

43%

Female

29

56%

Other

1

1%

18-25

35

68%

26-35

15

29%

36-45

2

3%

46 & above

-

Single

41

76%

Married with no kids

7

14%

Married with kids

3

8%

Divorced

1

2%

Less than 15,000 Euros

30

58%

Between 15,001 - 25,000 Euros

8

15%

Between 25,001-40,000 Euros

12

23%

Between 40,001- 55000

2

3%

Above 55001 Euros

-

-

Table 4: Demographics statistics of French respondents
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In this part, author has carried out the demographic statistics of respondents from India.
Category

Gender

Age

Marital Status

Income

Classification

Frequency

Percentage

Male

41

65%

Female

22

35%

Other

-

18-25

32

50%

26-35

24

38%

36-45

4

7%

46 & above

3

5%

Single

45

71%

Married with no kids

6

10%

Married with kids

11

17%

Divorced

1

2%

Less than 4 lac INR

33

52%

Between 4 – 8 lacs INR

16

25%

Between 8-12 lacs INR

9

15%

Between 12-16 lacs INR

1

2%

4

6%

Above 16 lacs INR

Table 5: Demographics statistics of Indian respondents
Overall, 52 survey responses were received from French respondents and these responses were
classified as per the demographic variables and its corresponding frequencies. This
demographic statistics helped to get overall insights on the respondents. As we can see on the
table above age group from 18-25 is the most popular group consisting of almost 66% of French
respondents it is possibility to have partial results while calculating overall characteristics of
French respondents. As described in the literature review about the effect of demographic o
impulse buying, it was stated by the researchers (Awan & Abbas, 2015) that impulse buying is
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inversely proportional to the age. Thus, these results from young population will serve to verify
these arguments on the other hand it might be partial for the arguments and will be discussed
further in limitations sections.
On the Indian counterparts, around 50% of the respondents comes from 18-25 years which is
also the popular group of the respondents in this case while people participated in the survey
above age 25 is the rest 50% of the respondents and it is interesting to observed these
respondents have resulted into the more frequencies of people in high income category as
compared to France. Thus, it will be interesting to see if the age really drives the impulse
buying or the external factors like high income can also play part to encourage the impulse
purchases in this context.
7.2 Descriptive Statistics
In this part, we will use descriptive statistics to understand the level of individualism between
both the countries. During the survey, several individual and collective personality traits were
asked to the respondents of both the countries to understand their opinions on the individuality.
These responses were asked on the scale from strongly disagree to strongly disagree and then
the responses were marked in order to do the further analysis. These responses were converted
into 1 to 4 in order to make further analysis.
Countries
Attributes

France
Mean

India

Standard

Mean

Deviation

Standard
Deviation

Individuals should sacrifice selfinterest for their family.

2.84

0.11

2.66

0.07

Individuals should stick with the
family even through difficulties.

3.32

0.09

3.49

0.07

Individual rewards are more
important than family welfare.

2.07

0.08

2.01

0.08

Individuals should change goals
and plans for sake of others.

3.11

0.11

2.93

0.07

We should prioritize ourselves
first than others.

3.17

0.10

3.00

0.08

Table 6: Individualism score based on scale made by (Yoo, Donthu, & Lenartowicz, 2011)
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In the above table, responses focusing on the personality traits of the respondents have been
analyzed using descriptive statistics. As it can be seen, the French respondents prioritize their
personal life and interests much more as compared to their Indian counterparts from the mean
value we received from all the respondents. Family remains important to almost both type of
respondents having minor differences in means and here again, as an example of collectivistic
society Indian respondents are much more family oriented and to a certain extent are ready to
change their prioritize and goals for others as compared to French counterparts. During these
analysis, parameters like kurtosis and skewness were also within the range of -3 to +3 and -1
to +1 respectively during this analysis.
In the part below, author tried to verify the statement of complaining behavior by (Manrai &
Manrai, 2011) and (Watkins & Liu, 1996) by asking the following questioned mentioned below
to the respondents. As we can see the responses are varied and the mean difference in the
individualistic and collectivistic regarding complaining method is not huge. Thus, to a certain
extent individualistic preferred taking help of legal way while almost 68% of the French
respondents still sharing negative experience than taking legal action (32%). From the Indian
perspective, 80% choose the sharing negative experience while almost 20% also decided their
method of legally solving with authority. Due to technological advancement in recent times, it
has become much easy to express dissatisfaction and we can see more people directly
complaining to the authorities.
Question
When the product I purchased does not
have the promised results, I would

France
Frequency
(N= 52)

Share my negative experience with others and
aware them to not purchase it.

34

Take legal actions or file complaint for not
delivering as promised.

18

India
Mean

Frequency
(N= 63)

Mean

51
1.34

1.19

12

Table 7: Descriptive statistics on dissatisfaction of purchase
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7.3 Reliability Test
As explained in the methodology section as per Geert Hofstede, reliability test is done in order
to merge two or more variables, when it is necessary to convert them single measurement scale.
Thus, in this part we have built the unitary measurement for the impulse buying traits that we
have received from the respondents across both the countries. The 4 point Likert scale used for
the survey was converted into numbers such as that responses with high impulse probability
were calculated as 4 while responses with low probability were mark as 1. Thus, in order to
measure the impulse buying variable, the responses were converted from 1 to 4.
After converting the values, it was important to have internal consistency between the
responses in order to be used as single unitary measure. This consistency between the values
is called as ‘Cronbach Alpha’ and the ideal value of consistency should be more than 0.6.
Country
Variable
Impulse Buying

France
Cronbach’s Alpha
0.768

India

No. of Items
4

Cronbach’s Alpha No. of Items
0.586

4

Table 8: Reliability Test of Cronbach’s Alpha for Impulse Buying
As it can be seen, internal consistency was calculated using SPSS software to reassure before
converting into unitary dimension. The Cronbach’s alpha for the France is 0.768, which is sign
of strong reliability between the dependent variables however for the India, the Cronbach’s
alpha of impulse buying dependent variables notes was 0.586 which is comparatively poor than
France. It was interesting to see the low Cronbach’s alpha, as author visualize the demographics
of both the countries, it was noted than respondents in India comprised more older population
than France which could be probable reason however, this will be explained in detail in
limitations part.
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7.4. Analysis
In this part, we will be proceeding in analyzing the correlation between age and impulse buying
traits. The separate correlation analysis was performed for both the countries and the results
are shown as below.

7.4.1.1 Analysis for India:
The correlation analysis was performed with the Statistical Package for Social Sciences (SPSS)
version 28 in order to do the analysis throughout the thesis. While analyzing, the age groups
were converted into logical value read by SPPS software in order to find the relation with
impulse buying.
As you can see on the table on right the
correlation analysis for the Indian
correspondents showed the positive
correlation between impulse buying
and age. For the 63 observations,
though the relation is weakly positive,
it is important to know impulse buying
is proportional to the age and it
increases in India with the age. In this
case, the value of P is <0.05 and thus
it is significant

Corrélation
Impulse

Pearson Corrélation

Impulse

Age

1

.262*

Sig. (2-tailed)
N
Age

.038
63

63

Pearson Corrélation

.262*

1

Sig. (2-tailed)

.038

N

63

63

*. Correlation is significant at the 0.05 level (2-tailed).

Table 9: Correlation Analysis (India)
The results for the regression suggests

Model Summary
Adjusted R

Std. Error of the

that, demographic factor of age
explains to have barely 6% of the

Model

R

R Square

Square

Estimate

1

.262a

.069

.053

.55288

a. Predictors: (Constant), Age

variance with the adjusted

Table 10: Regression values (India)
.R square = 0.053. Thus, this demographic factor of age does not highly influence the impulse
buying.
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7.4.1.2. Analysis for France:
For the France respondents, the
results are different comparative to
India. The Pearson correlation is R
factor which is negative and value at
-0.10. This value is weakly negative
however, it suggests that age is
inversely proportional to the impulse
buying.

Correlations
Impulse
Impulse

Pearson Correlation

Age group
1

Sig. (2-tailed)
N
Age group

Pearson Correlation
Sig. (2-tailed)
N

-.106
.454

52

52

-.106

1

.454
52

52

Table 11. Correlation Analysis (France)
i.e. impulse buying if the respondents is decreases, which is different insight from their
counterparts. However, as the value of P > 0.05 for the 52 respondents, the results are
insignificant for this analysis.
The results suggests that demographic

Model Summary
Model
1

R
.106a

R Square
.011

Adjusted R

Std. Error of

factors explains barely 1% of the

Square

the Estimate

variance with the adjusted R square =

-.009

a. Predictors: (Constant), Age group

.65966

negative (- 0.009).

Table 12: Regression values (France)
Thus, this demographic factor of age does not highly influence the impulse buying. Thus, from
the analysis done for both of the countries to find out the strong impulse behavior traits in
young generation of France than India, this hypothesis has been rejected. Even though, France
being individualistic and India collectivistic, the responses from the both respondents were just
not enough to prove this hypothesis. This will be discussed briefly in discussions part.
In the next part, we will be looking towards effect of individualistic personality on the shopping
behavior. In accordance with the second hypothesis, in the survey author tried to find the
impulse purchases that respondents are ready to make without thinking a lot of constraints of
price and other external factors and only based on emotions and urge.
Out of the responses, here are the results segmented between 18-35 years in two segments (1825 and 26-35) which are considered to age groups doing more hedonic purchases based on
emotions and adrenaline. Below detailed analysis is done in SPSS software, which helped to
get accurate answers of multiple answer survey question.
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7.4.2 Analysis (Hypothesis 2)
7.4.2.1 Analysis for 18-25 Years Age group:
Below table shows the impulse buying purchasing traits for the French respondents between
the age group of 18-25 years. The analysis is explained below:

Responses ( N= 35)
Variables

Frequency

Percent

Percent of each category

Yourself

26

32.9 %

74.3%

Parents

19

24.1%

54.3%

Spouse

6

7.6%

17.1%

Kids

2

2.5%

5.7%

Friends

14

17.7%

40%

Relative

12

15.2%

34.3%

Total

79

100.0%

225.7%

Table 13: Multiple choice impulse buying traits analysis (18-25 age group of France)

As it can be seen in the above survey there were total 35 French respondents between 18-25
years group and table shows their readiness to do impulse purchase towards themselves and
their closely ones. For the survey questions, out of 79 responses received around 33 % and
most of respondents agree to make impulse purchases for themselves, which accounts almost
75% of people. On the other hand, this was followed by the impulse purchases for parents
accounting 24.1 % of total votes and almost more than half of respondents agreed to this.
Lastly, friends and relatives accounting almost same amount of votes 14 and 12 respectively
accounting 17.7% and 15.2% of the total responses. And at the spouse and kids with 7.6 % and
2.5%,as per Statista, the average marriage in France is around 34 years therefore it was justified
to receive less number for this two segments. (INSEE, 2021).
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Analysis for India:
Below table shows the impulse buying purchasing traits for the Indian respondents between
the age group of 18-25 years. The analysis is explained below:
Responses (N=32)
Variables

Frequency

Percent

Percent of each category

Yourself

20

33.3 %

62.5%

Parents

22

36.7%

68.8%

Spouse

1

1.7%

3.1%

Kids

0

0%

0%

Friends

12

20%

37.5%

Relative

5

8.3%

15.6%

Total

60

100.0%

187.5%

Table 14. Multiple choice impulse buying traits analysis (18-25 age group of India)
As it can be seen in the above survey there were total 32 Indian respondents between 18-25
years group and table shows their readiness to do impulse purchase towards themselves and
their closely ones. As compared to French respondents, the first difference we can see is the
frequency of impulse purchases for themselves and their parents. Around 68% of respondents
have preferred to make impulse purchases for their parents first which is 13% more than French
counterparts. While categorically, 13% less responses for impulse purchases for themselves
which is then followed by Friends segments accounting 20% of total votes and relatives
segment accounting 8.3% of total votes. Moreover, as per Statista 2020, the average marriage
age is India is considered to be between 25 and 28, therefore it was justified to receive less
votes for these categories. (Nikah, 2020)

7.4.2.2. Analysis for 26-35 Years Age group:
Analysis for France:
In this part we will see the impulse buying traits for the French respondents. The analysis is
explained below for the 26-35 years age group. Out of 52 total French respondents, 15 belonged
to this category and responses are as shown on next page.
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Responses ( N= 15)
Variables

Frequency

Percent

Percent of each category

Yourself

12

38.7 %

80%

Parents

7

22.6%

46.7%

Spouse

5

16.1%

13.3%

Kids

2

6.5%

33.3%

Friends

4

12.9%

26.7%

Relative

1

3.2%

6.7%

Total

31

100.0%

206.7%

Table 15: Multiple choice impulse buying traits analysis (26-35 age group of France)
As it can be seen in this age group, impulse purchases for oneself was much stronger i.e. 38.7%
of the votes in all responses from 80% of total responders. This pattern was followed by the
parent’s category as in 18-25 age group account 22.6% of total votes given by 7 people. In this
age group, this group both segments by spouses which is logical as per average marriage age
mentioned in the previous part while, it was followed by friends segments accounting 13% of
votes and them kids and relatives segments. Thus, conclude this part, descriptive analysis
showed that impulse purchases for oneself were more important than for others in the French
respondents.
Analysis for India: In this part we will see the impulse buying traits for the Indian respondents
for the 26-35 age group. Out of 63 total Indian respondents, 24 belonged to this category and
responses are as follows
Responses ( N= 24)
Variables

Frequency

Percent

Percent of each category

Yourself

9

16.1 %

37.5%

Parents

17

30.4%

70.8%

Spouse

9

16.1%

37.5%

Kids

5

8.9 %

20.8%

Friends

11

19.6%

45.8%

Relative

5

8.9%

20.8%

Total

56

100.0%

233.7%

Table 16: Multiple choice impulse buying traits analysis (26-35 age group of India)
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Looking with impulse purchasing results of India, the statistics are bit stronger in case of direct
family i.e. Parents. In collectivistic society, the person leading its family is considered to be
person (usually parents) are responsible for taking care of everyone and are others are
dependent on each other, in the same way these sacrifices done by this leader are always
considered as the priceless. This cultural aspect is seen while making impulse buying decisions
for parents. Around 71% of the respondents in these group agree to make impulse buying for
their parents accounting 30% of total responses. Moving on, further categories include friends
who seem to major role in the life accounting 20% of total responses. As discussed about the
average marriage age in India, thus we can see that 37.5 % people have agreed to make impulse
purchases for their spouse and themselves followed by children and relatives with 20% of
category votes each.
7.4.2.3 Summary of Result:
Thus, by seeing these statistics on familial background and difference in impulse buying
purchases for the loved ones and themselves, we can see that importance of self-concept varies
among the culture and seen in individualistic culture like France, self-gratification is more and
impulse purchases are done more compared to the Indian counterparts. However, it is
interesting to observed that impulse buying behavior for oneself is not too less in India than
France and will be increasing in upcoming years especially in younger generations and factors
that would be contributing it to would be communication technologies, lifestyle, increased
economic level, globalization resulting into everyday contact with people from individualistic
mindset, increase in nuclear family concept etc. On the other hand, in case of parents as said
earlier, concept of parents is seen much differently in both the cultures and which are totally
correct in their own ways. From the results, it can be said that strong impulse buying traits for
parents are deeply rooted in collectivistic culture and as said this concept is related to the
parenting seen in different cultures. For the remaining categories of friends, spouses and kids
almost have equal number of responses in both societies. Thus, it is bit ambiguous to say strong
impulse traits in one culture more than other culture from the results we have received.
However, from this analysis we can say the impulse buying traits are strong for oneself in
individualistic cultures and those for parents are seeing strong for the parents in the
collectivistic cultures. In both the cultures, the concept of self and parents varies and this is one
of the reason for such impulse buying traits.
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7.4.3 Descriptive Analysis for Hypothesis 3
In this part, author will be analyzing the impulse buying traits of correspondents with respect
to the technical innovations described in the earlier part and its effects on impulse buying.
Author have asked whether technological innovations have encourage them to make the online
impulse purchases. The descriptive statistics of the same is as below. The responses were taking
on 9 pointer scale, the idea behind this was to collect the data more precise as possible, because
5 point Likert scales sometimes give very generic results. The survey results areas below:
Category

France

India

9 Point Scale

Mean

SD

Mean

SD

Countdown Timer

5.11

0.18

4.17

0.32

Shipping Information

4.98

0.23

5.50

0.31

Real time Notifications

4.21

0.25

3.76

0.28

Mobile Applications

5.17

0.25

6.80

0.27

Popup Notifications

4.63

0.24

4.46

0.35

Convenient Payment Options

5.80

0.28

5.92

0.31

AR/VR Technology

4.71

0.21

6.79

0.24

Social Media Influencers

4.92

0.23

3.61

0.30

Table 17: Descriptive score for online impulse buying features (France & India)

As it can be seen from the responses received from the respondents, there are few factors in
which France have comparatively higher mean while there are some other factors in which
Indian counterparts have higher mean. Therefore, it is ambiguous to say that these online
shopping features affect more on individualistic cultures than collectivistic culture. In general,
we can see that real time notifications affects very low accounting mean of 4.21 and 3.76 for
France and India respectively mainly cultures because of the authenticity of notifications. The
most important factor in such notifications is the trust the online ecommerce can build with
clients. These real time notifications can probably part in customer’s life while buying
expensive item for exam, plane tickets or hotel rooms, however the real time notifications for
general products like clothes, gadgets, will play less effect.
On the other hand, the other two important factors that came out with highest average mean
mobile applications and AR/VR technology with highest mean from Indian respondents. First
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was mobile applications, as per (Keelery, 2021), India was the fastest growing app market in
the world in 2020 and it is somewhat justifiable because if we will look at the GDP (Gross
domestic product) which is barely 2100$ as compared to France’s 38425$, it is normal that part
of people in India don’t own a computer or laptop and the mobile is the only means of
communication and entertainment. Therefore, the app industry has boomed in recent years and
can be one of the reason for spending and impulse purchases. It was surprising to see Indian
counterparts having higher mean than French counterparts for AR/VR technology, as described
in the literature review, the collectivistic culture are usually more cautious about their purchase
would make sure if it is possible to test or try the products before the purchase which results in
longer decision making. In one way, this technologies are the way of minimizing the risk while
making online purchases.
7.4.4. Analysis for Hypothesis 4
One of the survey questions was asked to the respondents related to the fourth hypothesis to
understand the spending pattern and the importance of sharing personal income with the family,
friends on the 9 point scale. From the earlier studies on cultures and behavior traits, the author
believed that it was more important for the collectivistic cultural to share their personal income
with family than individualistic culture. Thus, for the analysis the descriptive test was used and
the responses are as follows:
Country
Parameter
Important of sharing income
with family, friends etc.

France (N= 52)

India (N= 63)

Mean

S.D.

Mean

S.D

6

0.32

6.42

0.38

Table 18: Income sharing pattern (France & India)
On a 9 point Likert scale, the average mean with French respondents was 6 with a standard
deviation of 0.32 as compared to average mean of 6.42 and the standard deviation of 0.38 of
the Indian respondents. As explained in the literature review, in collectivistic culture it is
believed that family leader is responsible for the welfare of the entire family, which is usually
man (except under specific circumstances) and this can be observed from the masculinity index
of collectivistic countries which is much more than individualistic countries. (In this case,
masculinity index of India is around 59% while of France is around 41%). As, this would be
very generalized and biased results to make the remark on sharing of personal income in
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between both the countries. Author decided to carry out on descriptive analysis segmented by
the gender and results were surprising.
Important of sharing income with family, friends etc.
Country

France (N= 52)

India (N= 63)

Parameter

Mean

S.D.

Mean

S.D.

Male

6.18

0.50

7.17

0.42

Female

5.86

0.42

5.04

0.68

Table 19: Income sharing pattern based on genders (France & India)
As it can be seen above, as expected the importance of sharing income is high in Indian men
with a mean of 7.17 on a 9 point Likert scale as compared to 6.18 of French men. In
collectivistic culture where masculinity is comparatively stronger, it is instilled since a young
age to be responsible and look towards the family once grown. Now, it is interesting to see the
mean values for other gender, the responses received from French women have stronger mean
of 5.86 as compared to Indian counterparts with 5.04. From the analysis and previous, it can
be said that the concept of equality has strong relationship with the individualistic culture
compared to collectivistic culture. Thus, equal sharing of income is practiced more in
individualistic culture. While, in a male dominated collectivistic culture, the societies and
traditions has been deep-rooted on the phenomenon of the male dominance thus, sharing of
income equally by both the partners to support is not accepted, practiced or needed. However,
the situation in collectivistic cultures are changing gradually since last two decades with the
advent of technology, increasing in the literacy rate.

7.4.5. Analysis of Hypothesis 5
The fifth hypothesis is based on the importance of features in the online purchases. In the online
shopping context, questions were asked to the respondents on the 5 point Likert scale. To
discuss this results it is important to take into consideration the other cultural factors also with
individualism as discussed earlier. The hypothesis are as follows:
Hypothesis 5A: The online shopping features such as delivery time, personal pleasure, new
innovations are given high importance in France than India.
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Hypothesis 5B: The online shopping features like price, reviews, brand popularity, familiarity,
and quality are more important in given more importance in India than France.
France

India

Mean

SD

Mean

SD

Quality

4.19

0.12

4.38

0.13

Price

4.26

0.11

3.98

0.14

Brand Popularity

3.17

0.16

3.69

0.14

New Innovation

3.15

0.15

4.06

0.11

Reviews

3.80

0.12

4.11

0.14

Familiarity

3.36

0.13

3.84

0.13

Delivery Time

3.53

0.16

3.36

0.16

Personal Pleasure

4.01

0.12

3.95

0.15

Table 20: Descriptive study on importance of online product and service features
(France & India)
Hypothesis A:
1. Delivery time: The importance of delivery time in online shopping was associated with
the France because, as per (Potter, 1988) , the collectivistic society is more associated
towards high self-control compared to individualistic society. Thus, from this finding
delivery time related to the self-control of the emotions, thus was consider importance
in individualistic society. As per descriptive measures, the important of delivery time
was seen more in France with mean of 3.53 as compare to of 3.36 of India on the scale
of 5. Thus, this factor of hypothesis was accepted.

2. Personal Pleasure: As discussed earlier by (Mooij & Hofstede, 2011) in individualistic
society has difference perspective of shopping than collectivistic society and seek it has
enjoyment and pleasure seeking activity. Thus, the factor of personal pleasure was
associated with France. As it can be seen, France has high means of 4.01, however the
Indian counterparts are also not too far with mean of 3.95, which is surprising insight.
3. New Innovations : Earlier researchers have stated that individualistic culture are more
open to new products and innovations thus the new innovations is associated with the
France. However, the results are much different with France than the earlier studies as
France has mean of 3.15 which is less than its counterpart India. To understand the
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probable reason of this result, it is important to look towards other cultural factor of
uncertainty avoidance. The case of France is unique as it has high individualism and
high uncertainty avoidance also and thus, high uncertainty avoidance could be reason
for the rejection of this statement.
Hypothesis B:
1. Price : The price factor is considered because as per findings by (Kacen & Lee, 2002)
collectivistic culture takes more time for purchase decision making as compare to
individualistic culture and from the results between the mean has rejected this factor as
the mean of France is comparatively higher than India.
2. Reviews: As per (Burgess & Steenkamp, 2002) the collectivistic society takes time to
build the trust as they to make decision based on opinion of others and needs high level
of conformity. Thus, review factor is more associated with individualistic society than
collectivistic and as per the mean results, Indian respondents has shown importance to
reviews as compared to French respondents with a mean 4.11. Thus, this factor is
accepted as per findings.
3. Brand Popularity: As per above factor, brand popularity is also associated with the safe
purchase with trust in the product and brand and is likely to be preferred by collectivistic
society. With the mean of 3.69 from Indian respondents, it’s strongly associates with
collectivistic culture. Thus, this factor is also accepted as per findings.
4. Quality: In general, it is bias to state that importance of quality is associated with one
culture than other culture as all the customers want to purchase good quality products.
However, relating the above factors with trust, long decision making and need of more
conformity, this factor is associated with collectivistic culture and was accepted.
5. Familiarity: The familiarity means the ease with which the customers can relate to the
product. The more the familiarity of the product, greater it will reduced the decision
making time. Thus, from results Indian respondents tend to give more important than
French. Thus, this statement is accepted.

7.4.6 Analysis of additional finding for future reference
This additional finding was done with the survey questions to understand the scope of impulse
buying in future and to find what can be done by the marketeers to encourage the impulse
buying. With the high competitiveness in the online shopping landscape, it is imperative for
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the retailers to find the competitive advantage over others to attract and encourage impulse
buying. Technologies like 3-Dimensional graphics and augmented reality are been used in
numerous industries. Considering the context of pandemic, where people were restricted at stay
at home the survey also asked about their interest to invest time and money in a hybrid shopping
experience which would bring digital and physical experiences together on a 9 point Likert
scale. The other question, was focused on understanding the factors that would encourage the
respondents to make more impulse purchases on a ranked choices scale. The results are as
follows:
7.4.6.1. Analysis for French respondents
Frequency of ranking for France
Rank

More personal
income

Personalized
Products

More attractive
offres

Interactive shopping
experience

1

31

7

16

0

2

12

10

28

0

3

4

33

6

9

4

5

2

2

43

Table 21: Ranking analysis of factors encourage impulse buying. (France)
Ranks
Test Statistics

Mean Rank
More Personal Income

3.30

N

52
Wa

Personalised Products

2.43

Kendall's

More attractive offers

3.10

Chi-Square

Interactive Shopping experience

1.17

.560
87.381

df
Asymp. Sig.

3
<.001

a. Kendall's Coefficient of Concordance

Table 22. Friedman’s Test for France
In this part, the Friedman’s non-parametric test is performed to make ranked data analysis on
SPSS software. From this analysis, the mean score for each parameter is determined out of 4,
which shows the gap between the mean and the results. On the right table, this test further
shows us the statistics, here the null hypothesis of equal mean of the ranks has been rejected
as, x2 = 87.38 with df (degrees of freedom)= 3, p=<0.001. Thus, we can see that there is some
sort of consistency in the manner that respondents has rated these factors and to see the if the
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effect size is large, we can see the Kendall’s W is shows 56% of the variability in the ranks has
been accounted by the factors that is been tested.
1. 24 respondents between 18-25 age having income between upto 25000 Euros maximum
stated that they would make more impulse purchase if they had more personal income.
2. For the 26-35 age groups, more attractive offers and personalized products were the
factors that would encourage them to make more impulse purchases.
3. And, interactive shopping experience received a less response as most of respondents
gave it 3rd or 4th rank.
4. While, most of respondents having income less than 15000 Euros, also gave importance
to attractive offers stating that could encourage them for impulse buying.
On a 9 point Likert scale, the innovation of physical and digital online shopping experience
received the mean of 4.86 from French respondents as compared to 5.52 of Indian counterparts,
which is interesting insight as author expected the other way around. In the next part, responses
from Indian respondents will be discussed.
7.4.6.2. Analysis for Indian respondents:
Frequency of ranking for India
Rank

More personal
income

Personalized
Products

More attractive
offres

Interactive shopping
experience

1

25

14

20

4

2

18

19

20

7

3

11

22

17

13

4

9

8

6

39

Table 23: Ranking analysis of factors encourage impulse buying. (India)
Test Statistics

Ranks
N
Mean Rank

63

Kendall's Wa

.223

More personal Income

2.93

Personalized products

2.60

df

More attractive offers

2.86

Asymp. Sig.

Interactive experience

1.61

a. Kendall's Coefficient of Concordance

Chi-Square

42.100
3
<.001

Table 24. Friedman’s Test for India
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In the second part, the Friedman’s test is tested for Indian correspondents. From this analysis,
the mean score suggests that more personal income is considered important factor, followed
by attractive offers, personalized products and then interactive experience. On the right table,
this test further shows us the statistics, here the null hypothesis of equal mean of the ranks has
been rejected as, x2 =42.10 with df (degrees of freedom)= 3, p=<0.001. Thus, we can see that
there is some sort of consistency in the manner that respondents has rated these factors and to
see the if the effect size is large, we can see the Kendall’s W is shows 22% of the variability
in the ranks has been accounted by the factors that is been tested for the Indian respondents.
1. The same trend as France can be seen as the young age stating more personal income
will motivate to make impulse purchase.
2. It is interesting to note that more attractive offers have attracted almost all the age
groups while the young age group from 18 to 25 stated that attractive offers will be
second importance for them behind more income.
3. The preference to interactive shopping experience was mostly given by respondents in
26-35 age groups have more income.
4. Personalized products was also factor attracting the respondents behind the attractive
offers, as personalized products are usually more expensive.
:
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8. DISCUSSION
From this research, one of the biggest insights that was revealed that it is necessary for the
marketers to treat the ecommerce landscape based shopping differently in different cultures
and it is important to adapt the online marketing strategies as per the region. The other
important thing, as described by Engel-Kollat-Blackwell model of decision making, that
external influences indeed plays important role in decision making process. The various factors
such as cultures, influence of others can effect differently in each region and on each person
based on previous experiences. Purchase decision making is a complex process in which our
senses, experiences play important role.
The cultural dimensions of individualism and collectivism from Hofstede might have effects
on the online impulse buying however, seeing at its intensity of the results it is necessary to
understand there are also external factors needed to be studied to understand its effects. While,
as per (Awan & Abbas, 2015) it was stated that the intensity of impulse buying is inversely
proportional to the age however, the results of present study have not found that relation of
impulse buying and age is inversely proportional in all the cultures. As per the results,
correlation analysis, there is positive relation ( r = 0.262) between age and impulse buying that
means age increases with impulse buying in Indian cultures while for France, the correlation is
negative which states that age and impulse buying are inversely proportional (r = -0.106).
Therefore, it is understand that this statement is not true and may vary from culture to culture.
With the low value of r, it signifies its affects is also comparatively less and thus, as per analysis
as value of p is not significant for French counterparts it is ambiguous to say that they have
stronger relationship to impulse buying that India respondents.
Further, (Bhawuk, Nishii, Bechtold, & Gelfand, 2004) stated that the relationship with self is
independent in the individualistic culture while it is interdependent in collectivistic culture.
With the socialization mechanism in the collectivistic society, interdependence is reflected in
materialistic resources such as monetary, personal items as well as non-materialistic sources
such as affection, time, and loyalty. Interdependence also comes with sacrifice and sacrificing
our need, pleasure for others needs is considered as duty in collective society. After analyzing
through the survey, the relationship between interdependency, resources sharing and impulse
buying have been observed strongly in collectivistic society than individualistic as the
respondents believe to give importance to pleasure of immediate family more than themselves
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has been strongly. Thus, this hypothesis was accepted as the concept of self and its effects are
seen differently in different cultures. (Triandis H. , 1989)
In regards to the effect of technological innovation, several researchers stated that collectivistic
culture usually take long time in decision making and possess self-control skills to avoid
unneedful purchases as compared to individualistic culture, who comparatively makes faster
decisions and in general has less barrier to purchase such as self-control skills due to nature of
their perception of purchase as a way to seek pleasure and recreational purposes. Thus, from
results regarding effects of technological innovations, the hypothesis is not fully accepted as
there were few factors which showed strong relationships in collectivistic culture (i.e Indian
respondents) than individualistic culture. As per (Lim, Sia, Lee, & Leung, 2004) and Hofstede
et al, (2002) the adoption of internet shopping is affected by the factors like individualism and
also uncertainty avoidance as discussed before and the reason they are linked with online
shopping context is the willingness to accept the risks of online shopping and trust on unknown
online vendors. From the empirical findings, we can observed France high uncertainty
avoidance of as compared to India. After the research carried out of (Lim, Sia, Lee, & Leung,
2004) in countries it stated that in the culture with low certainty avoidance, adoption is much
easier and is not big issue and the focus should be on building trust, while for high uncertainty
avoidance countries like the risk perception is much higher. Thus, the reason of partly rejection
of hypothesis is that it was formed only by considering individualism as the factor affecting
innovations in online context and not taking uncertainty avoidance into account.
The next hypothesis is related to second hypothesis, stating the interdependence of the family.
After analyzing the results, it was interesting to see that the sharing part as seen in the second
hypothesis as said by this hypothesis was tested to analyze if there is really perceptions of
sharing a personal income as one of the material resource sharing with the family. Initially, the
results showed the stronger correlation between income sharing and collectivistic culture.
Later, this income sharing factor was segmented between male and female respondents which
lead to interesting insights. As said earlier, from the results men in collectivistic culture showed
stronger relationship towards income sharing and the reason has been described earlier as in
the collectivistic society where the masculinity, another factor of Hofstede’s cultural dimension
is also usually higher (is the usually higher in collectivistic culture) which reflects that men are
considered as center and are considered to be leader of group, society or family. Thus,
validating the stronger relationship with income sharing as believe as their duty. On the other
hand, results about women contribution shows that French respondents had the strong income
66

sharing traits comparatively to Indian females. Considering this, it might be related to principle
like equality between gender, less masculinity and the individual independent values which is
seen more in individualistic culture than collectivistic culture. Once again, partly rejection of
hypothesis indicating that there are several other factors than individualism and collectivism
which effects on the culture.
The last hypothesis was divided into two groups considering the behavior traits of respondents
from the empirical findings towards features such as quality, delivery time etc. in online
shopping context. Each factor was classified into either showing effect of individualistic or
collectivistic traits and thus divided in order to see its validity as per the theoretical findings.
The factors like importance of delivery time, personal pleasure, online reviews, brand
popularity, quality and need of familiarity with the product were accepted while, factors like
acceptance of new innovations and price were rejected. This hypothesis were made based on
the general purchasing behavior traits stated by the researchers and were accepted or rejected
in case study of these two countries
The last finding was related to what future holds for the e-commerce industry to attract the
more clients to impulse buying. The topics like 3D graphics, integration of augmented reality
and virtual reality, mixed reality are the hot topics of this decade in terms of immersive
experiences. An interesting report from Goldman Sachs (Goldman, 2016) on VR and AR
technology states that looking at the current progress of e-commerce industry and VR/AR
technology, until 2025 the ecommerce software market would be valued at $3 billion dollars
in which main revenue would be from VR/AR softwares. Further continuing to say this
technology has potential to disrupt even physical retail markets in such a way that it can reduce
in-store displays. The report further said the main challenge for these AR/VR based platforms
would be to make easy to use software and at the same time making it realistic to gain
competitive advantage and be ahead of the competition. From the actual results, interactive
shopper experience were ranked at the mean of 1.17 and 1.61 in individual and collectivistic
culture. Though, this technology was ranked last, it would be justified because the concrete
example of this platform is not commonly used in daily life for both the countries. So, only
from the image shown during survey to get these scores, it can be a potential good sign in ecommerce industry in later future. As it was argued by (Warburton, 2009) that these immersive
technologies has still not grown as they should be due to several entry barriers to this industry.
It is still a technology that has not yet normalized and cannot be seen in each household.
(Warburton, 2009). The rest three factors included the importance of immediate personal
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income which was fairly voted by the younger age having less income for the moment. And,
in both the countries more attractive offers was the next reason behind personal income that
was ranked as per mean score followed by the personalized products. The purchase of
personalized products is usually seen bit expensive than non-personalized products so price
sensitive respondents would be bit hesitant to prefer it. So, offers are usually related to less
spending was seen as the reason for encouraging consumers to make impulse purchases.

9. LIMITATIONS
During the research of theoretical and practical implication, there were quite a few limitations
that has been faced. First of all, the implications was the dataset of the respondents, with the
50-60 respondents from each cultures are insufficient to study. Smaller dataset leads to
difficulty in identifying the significant relationships within data set. As the sample size plays
important part in quantitative analysis that qualitative analysis. Considering the sample size,
author believes that greater sample size around 300 respondent from each culture would have
been more accurate results, while the majority of respondents from younger age groups, the
more respondents from both the cultures would have given richer, comprehensive data to
further identify the relation between age and impulse buying in both the cultures.
The other aspect that is important to understand in cultural studies is that here one culture has
been considered as one country, which cannot be true in all cases. In the multi-religion country
like India, almost each state has different language, different traditions, different upbringing
method which can effect on buying habits. Similarly, France has welcomed immigrants from
many North African countries (earlier French colonies) having different cultures, traditions,
religion which can have different buying traits. Thus, in short to do detailed research in future,
understanding the sub-cultures within the countries or main cultures is also important to
understand the buying traits.
As per (Lalwani, Shavitt, & Johnson, 2006) the collectivistic cultures being the part of social
groups, they have tendency to impress the societal members with the exaggeration or deceptive
responses in an attempt suppress their personal reasons or feelings in front of social groups.
Such behavior in terms of data measurement can give biased, partial data which would be
different from real self and may affect the research findings. Thus, in future findings the

68

researchers can find the way to use different techniques to measure the impulse buying traits
and its relation with Hofstede’s cultural dimension.
The hypothesis formation regarding the effect of technical innovations (website features) in an
online impulse buying has not been touched in depth by the earlier researchers. Therefore,
information needed to state the hypothesis was not comparatively rich. Thus, the prior research
related to this topic was very limited. The topic of 2nd hypothesis was a new research typology
as author could not find strong research stating the relationship between personal income and
readiness to spent on impulse buying for the family, friends and relatives. Thus, the path to
analyze such research was undefined, this gives opportunity to do future research in this area
of study. The other limitation that the author came across was the lack of knowledge on proper
survey measurement scale. Few survey questions were conducted on 4 point likert scale (from
Strongly Disagree to Strongly agree) while other scale were measured on 5 point likert scale (
Rarely to Mostly) and 9 point scale ( to get accurate data) therefore it was difficult and needed
extra work to bring the variables on the one scale first and they analyzing the result. So, for
future research it is suggest to select the proper the scale that would properly record results for
the required variables. The research done was regarding the online shopping in general without
focusing on any specific sector, from the responses received the most products that are impulse
purchased are clothes, cosmetics, electronic gadgets thus in the future research, the research
can be conducted by focusing on only one industry (fashion, cosmetics) and the responses
would be more richer, comprehensive as targeting the respondents as per industry.

10. CONCLUSION:
To conclude, impulse buying strategies are considered to be put in place, however it is
necessary to adapt these strategies based on local market conditions, cultural influences and
demographics of the customers because the shopping or buying can be defined differently in
different cultures or in same cultures ( for ex. Planned or unplanned).
From the analysis, it is clear the there are several other external factors that drives the buying
traits for example, financial condition, influence of others, presence of attractive offers etc.
Marketers can detect the profile of this high impulsive buyers by identifying drivers behind
purchases in order to target these type of customers. Also, as in collectivistic society as people
are more interdependent on each other and ready to impulse buying for their closed one, the
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marketers can implement relationship based marketing strategies on special occasions and
festivals for the family. Thus, having discount on multiple buys can be alluring for the
collectivistic.
In country like France, where it is unique to see the high individualism as well as high
uncertainty avoidance, for the online marketers it is important to reduce the risk by the
providing the proper information in prior of the changes, thus will help to gain the trust and
reduce risk of losing clients. Moreover, difference cultures and different demographics can
tend to importance to different factors such has delivery time, quality, reviews, brand
popularity while purchasing and could be considered by the marketers for future implications.
Thus, cultural, demographics play vital role in decision making process, this would be vital for
the companies wanting to expand their businesses from one culture into other culture. As the
firm and significant relationship was not found between age and impulse buying in the case of
these two countries, it is ambiguous to state that younger population in France make more
impulse buyer than younger population in India. Moreover, personalization of products is also
marketing strategy that can be used to target impulse buyers if the businesses are able to keep
the personalization expenses comparatively low to other businesses.
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12. APPENDIX
12.1: Appendix A

What is your age range ?
18-25
26-35
36-45
46 and above

What is your gender?
Man
Woman
Other

What is your nationality ?
French
Indian

What is your marital status?
Single
Married with no kids
Married with kids
Divorced
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What is your annual income?
Less than 15,000 Euros OR Less than 4 Lacs INR
Between 15,001 - 25,000 Euros OR Between 4 - 8 Lacs INR
Between 25,001-40,000 Euros OR Between 8 - 12 Lacs INR
Between 40,001- 55000 Euros OR Between 12 - 16 Lacs INR
Above 55001 Euros OR Above 16 Lacs INR

Usually, when products enter market, I am
First purchaser
Among early purchasers
Between early and late majority
Late majority
Last to purchase

My motivation to shop online is to seek pleasure and try new products.

My motivation to shop online is to fulfill my needs by performing planned
shopping.

My online expenses are focused on purchasing items only for my own selfcare and health.
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Sharing my personal income with family, friends, relatives etc is important for
me.

Whenever an online product attracts my attention, I purchase it because I like
the pleasure and satisfaction I receive from it and external factors (for ex.
reviews) play less role in my decision.

When a product attracts my attention in store and when I wish to buy it, it is
important for me :
Buy product immediately, because I like satisfaction and pleasure from purchase of
product.
I would rather check that product in other stores for better deals on that day.
I can wait for few days if I get best deals (offers) on online platforms.

My general opinion on following sentences are as follows :

I often buy products spontaneously.
"Just do it" sometimes describes the way I buy things.
I sometimes buy things according to how I feel at the moment .
I sometimes buy things because I like them, not because I need them.
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My general opinion on following sentences are as follows :

Individuals should sacrifice self-interest for their family.
Individuals should stick with the family even through difficulties.
Individual rewards are more important than family welfare.
Individuals should change goals and plans for sake of others.
We should prioritize ourselves first than others.
I control my desires because for me future success is important than today's fun.

How often do you use internet every day?
1-2 hours
2-3 hours
3-4 hours
4-5 hours
More than 5 hours

When buying product online, following features matter to me :

1.
2.
3.
4.
5.
6.
7.
8.

Quality
Price
Brand/Product Popularity
New Innovations
Reviews by customers
Familiarity to use product
Delivery Time
Personal pleasure from product

Usually, I am brand loyal person and likes to stick with the brands due to their
overall service and quality over the years.
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I am open to new innovations coming in the market, so I usually take risks and
purchase products from new upcoming brands.

To what extent, opinion of others affect the choice of your online purchase? (
For Ex. Friend’s/ family’s opinion, review by YouTuber)

Do you discover and buy new products online based on your urge and
emotions without planning ahead ?

If yes, what kind of products do you buy online without planning ahead ?

For whom do you perform unplanned online purchase totally based on
emotions, love without considering factors like price or other constraints
? (Multiple answers allowed)

Yourself
Parents
Kids
Spouse
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Friends

Do count- down timers on shopping websites make you feel that you will miss
the offer if you don’t purchase it immediately or in given timeframe?
(Example as shown in image)

Does the detailed shipping information about product encourage you to make
immediate purchase or within given time frame?
(for example. : “Order this product in next 11 hour 37 minutes and received it
in next 24 hours”)

Does the real time notifications about other customers popping up on screen
increase your trust in product and encourage you to buy the product?
(For ex. David from London bought this product recently)

With the invention of mobile applications for shopping, do you think your
spending has increased as compared to web browsing due to factors like
mobile phones are more handy, it's clean user interface etc. ? (for ex. Apps
like Amazon, Zara)
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Do you think the popup notifications sent by mobile apps on your mobile
screens about discounts, upcoming sales and new collections are encouraging
you to make more immediate purchases as compared to shopping on
websites ?

Do you feel that convenient payment options where customers don't need to
pay entire amount in whole are encouraging more purchases? (such as pay in
3 time, 4 times or buy now & pay later scheme). Are you willing to try this
facility?

Do the products promoted by your favorite influencers via social media urge,
encourage you to purchase it impulsively ?

Do you think technologies like virtual mirror, use of augmented reality to try
new goggles or online cloth size recommenders are helping customers to try
products before buying, and they are few reasons among others for your
online impulse purchase?
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When the product I purchased does not have the promised results, I would :

Take legal actions or file complaint for not delivering as promised.
Share my negative experience with others and aware them to not purchase it.

COVID-19 has restricted us to stay at home thus not being able to experience
physical shopping. New innovations like 3D or VR (virtual reality) are bringing
online and physical experiences together . Are you willing to invest time,
money for this experience in the future?

In relation with above question, what factors given below would encourage
you to do more impulse purchases ? Please slide the options (up and down)
to rank 1 to 4 as per your preference.
More personal income/wealth
Personalized products
More attractive offers
Interactive shopping experience ( 3D / Virtual shopping)
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12.2 Appendix B
Impulse Buying (Rook & Fisher, 1995)
1) I often buy things spontaneously (unconsciously).
2) “Just do it” describes the way I buy things.
3) “Buy now think about later” describes me.
4) I buy things according to how I feel at the moment.
Individualism/Collectivism - Adapted from (Yoo, Donthu, & Lenartowicz, 2011)
1) Individuals should sacrifice their self- interest for the group that they belong to.
2) Individuals should stick with the group even through difficulties
3) Individual rewards are more important than family welfare.
4) Individuals should change goals and plans for sake of others.
5) We should prioritize ourselves first than others.
6) I control my desires because for me future success is important than today's fun.
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