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Abstract 

Impulsive online purchases have surged during the last few years. Much research has been 

conducted to determine what factors influence customers' online impulsive purchases. This 

research was conducted to determine how the five major personality traits influence 

customers’ online impulse purchases, including the moderating impact of hedonic and 

utilitarian shopping motives. The results of 253 people were analyzed based on SPSS 

(Version 22) and Hayes Macro Process for moderation analysis. Descriptive analysis, factor 

analysis (EFA), and the Hayes Macro Process for moderation and regression analysis were 

implemented on the data. The findings of this study showed that (IP) impulse purchase was 

predicted significantly positively by (OPT) optimism, (NEO) neuroticism, (HSM) hedonic 

shopping motives, and (USM) utilitarian shopping motives, respectively. However, the 

interaction effect of hedonic shopping motive on the relationship between optimism (OPT) 

and impulse purchase behavior (IP) as well as the relationship between (NEO) neuroticism 

and impulse purchase behavior (IP) were tested, and the result shows that there is no 

significant effect of hedonic shopping motive on both relationships. Also, the interaction 

effect of utilitarian shopping motive on the relationship between optimism (OPT) and impulse 

purchase behavior (IP) as well as the relationship between (NEO) neuroticism and impulse 

purchase behavior (IP) was tested, and the result shows that there is no significant effect of 

utilitarian shopping motives on both relationships. 

Keywords: Big Five Traits, Online Impulse Purchase, Hedonic & Utilitarian Shopping 

Motive, Hayes Macro 
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1. Introduction  

The study sets out to assess the effect of the big five traits on online impulse purchases in 

moderation using hedonic and utilitarian shopping motives. The study assesses the extent to 

which the five big traits of neuroticism, extraversion, openness to experience, agreeableness, 

and conscientiousness are present. Traits exist in a variety of avenues, depending on the 

degree or extent of the individual (Allport, 1937). Interaction occurs among the characters 

and shapes the people in a unique form through their processes and behaviors (Allport, 1961). 

The big five personalities are contained in two separate but related aspects that reflect the 

levels of personalities below the broad domain in the above for many scales that are part of 

the big five issues connected as follows: volatility and withdrawal for neuroticism, 

enthusiasm, and assertive forms of extraversion in letting go for the openness of experiences, 

industrial and order line for conscientiousness, and compensating the polite form of 

agreeableness (Lim, 2020).In light of the impulse buying example presented by Holbrook in 

1990, the two scholars, Hoch and Lowenstein, suggested that impulse buying behavior is a 

conflict between effect and cognitive (S. J. Hoch and Loewenstein, 1991). They declared 

effect and cognitive as two processes of mental psychology. They discovered that emotional 

factors could cause desire, which results in a spontaneous reaction, while cognitive factors 

help with self-control and that both are interdependent (Chan, Cheung, & Lee, 2017). The 

variation in sentiments and cognition can affect buyers to swing either above or below the bar 

when buying the bar, which will compel a purchasing decision (Akram, Khan, Saduzai, 

Akram and Bhati, 2017). 

1.1 Statement of The Problem  

Organizations are lacking if they are unable to gain customer attention towards their 

products (Al-Salamin & Al-Hassan, 2016). Impulse buying is immediate and sudden buying 

without any pre-shopping (Cheng, Chuang, Wang & Kuo, 2013). Impulse buying is 

characterized by a lack of planning, a failure of self-control, and an urge for immediate 

purchase (Liao, To, Wong, and Palvia Kakhki, 2016). On that point, this study intends to 

support the provision of information on the effect of the big five traits on online impulse 

purchase in moderation of hedonic and utilitarian shopping motives and aims to give some 

insights to organizations to understand the importance of consumer personality on impulse 

purchase behavior. 

1.1.1 Purpose of the Study  

The purpose of the study is to assess the effects of the big five traits on online impulse 

purchases in moderation, including the effects of hedonic and utilitarian shopping motives. 

 To establish the effect of agreeableness on online purchase behavior 

 To determine the effect of conscientiousness on online purchase behavior 

 To determine the effect extraversion has on online purchase behavior 

 To assess the effect neuroticism has on online purchase behavior 
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 To ascertain how the effect of openness to experience affects online purchase 

behavior 

 To examine wheather the effect of hedonic shopping has a moderator effect on online 

impulse purchases 

 To investigate the role of utilitarian shopping as moderator of online impulse purchase 

 

2. Literature Review  

2.1 Big Five Personality Trait  

The current form for more than 300 studies that used the Big Five model may not be 

sufficient for the personalities in the literature that have much more understanding of 

affecting consumer behaviors (Barnett et al., 2015). The Big Five model (BFM) is 

parsimonious in its prediction of validity in comparison to narrow personality traits (Barnett 

et al., 2015). BFM has been provided in the application of acceptable forms of usage in the 

use of the Big Five model variables as features for behaviors intended for consumers willing 

to buy the trade-in products or services attained online. 

2.1.1 Openness to experience 

Openness to experience refers to the construct that ranges from the outgoing liberal to 

interesting new issues and imaginations for the traditions in conforming to the likes of the 

traits in people who continue to fall in the middle (McCrae & Costa, 2008). Openness to 

experience means the personal level of openness to novelty. People achieve a high level of 

dimension for creativity, imagination, and curious and nonconventional forms of the 

conventional, as well as a sense of familiarity (Robbins, 2001). Huang and Yang (2010) 

revealed that the big five traits are important in online shopping behaviors in openness to 

experience and attaining the inspiration for the study (Bosnjak et al., 2007; Wang & Yang, 

2008; Huang & Yang, 2010). With significant changes in the occurrences, openness predicts 

the impulse to purchase the online shopping occasion.Openness to experience is a trait that an 

individual has that enables flexible behavior in a rigid form for him or others (Gohary & 

Hanzaee, 2014). 

H1:Openness to new experiences has an impact on online purchasing behavior. 

2.1.2 Conscientiousness 

Conscientiousness is a personality trait that defines the social prescription in impulse 

control, enabling the task and goal orientation for the behaviors of individuals and is the 

personality trait that reflects how an individual differs from another in the form of self-

control and responsibility, being reliable and hardworking (Krueger, Richards & Hill, 2014). 

This trait entails planning for everything energetically and dynamically in order to organize 

the focus for the objectives, assisting them in conducting everything; they organize and focus 

on objectivity, which aids in enabling them to carry out the tasks effectively (Barnett et al., 
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2015).Conscientiousness is the continuation of ranges for organized care and determination 

for the careless and weak-willed. The high points of the issues are seen as stoic, cold, and 

methodical. The low ends can be viewed as capable for followers, whereas the low ends for 

gullible followers can be viewed as needs for people in superseding their forms (Toegel & 

Barsoux, 2012). 

H2: Effects of conscientiousness on online purchasing behavior 

2.1.3 Extroversion 

Extroversion is the person who prefers groups of activities such as sports, gatherings, lots 

of friends and acquired loud music and social endeavors and tends to get bored in an easy 

form that is followed for the purpose of seeking to avoid boredom. The tendency of anxious 

people to avoid anxiety, particularly those in positions of leadership (DeYoung, Quilty, & 

Peterson, 2007).Extraversion shows people's level of comfort in relationships and 

communicating with others. Extraversion is interpreted as a combined form of ambition and 

sociability. The high score for the dimension has features of extraverts who are social, 

talkative, dominant and positive. Introverts have low tendencies to be quiet and reserved 

(Robbins, 2001).Extraverts are people who take consideration and get more energy when 

interacting with each other (John et al., 2008). The personalities are thus seen as inducing 

shopping motives amongst the people, and the community embarked avenues necessary for 

the measurement and determination of the aspects of the mechanisms necessary to drive the 

changes or effects alluded to the determined needs of the people in communities (Barnett et 

al., 2015). 

H3: Extraversion effects on online purchase behavior. 

2.1.4 Agreeableness 

Agreeableness represents extremes of stubbornness versus an easy form of going or 

suspicion versus trust in the high agreeable form of help, sympathetic for others, and 

understanding in the low agreeable form of an argument for skeptical and strong wills.The 

agreeable form of traits reflects an individual’s differences in concerns about social 

harmonies (John et al., 2008). Personality traits deal with the motivations that drive people to 

maintain positive connections with others.Individuals who have high self-esteem for the 

noble in sacrifice, philanthropic concerns, and understanding compassion (McCrae & Costa, 

2008)are at a high level of agreement in their tendency to be cooperative and trust those at a 

low level of antagonistic, cold, and disagreeable (Robbins et al., 2001). Consumers have high 

levels of agreeableness for the ease of having hedonic purchases linked to motivations 

(Violet, 2004).The aspect of agreeableness is kept in tendencies to engage in acts that are of 

value in the processes for shopping online in the recognition of information attained in 

shopping valuations (Hui & Ping, 2008).  

H4: Effect of agreeableness on online purchasing behavior 
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2.1.5 Neuroticism 

Neuroticism is also called "emotional stability" in the positive pole for the two extreme 

forms of dimensions needed (Judge & Ilies, 2002). The dimension has characteristics such as 

the ability to cope with stress, anxiety, and depression (Robbins, 2001).The simple traits 

connected to neuroticism are worries, anger, discouragements, self-consciousness, 

impulsiveness, and vulnerability occurring. Although, in the case of the study, which was 

conducted in traditional physical shopping environments (Gohary and Hanzaee, 2014), the 

statement is ignored. Online shopping behaviors are governed by neuroticism and are 

harming impulse buying behaviors (Barnett et al., 2015).The individuals have the 

characteristics of being short-tempered, moody, and easily stressed out (John et al., 2008). 

Emotional stability is the opposite of the personality trait (Dunn, Mount & Barrick, 1995). 

Individuals are scoring high in the trait tendency for high depression in consciousness 

concerning their many impulses and defenseless. There was a positive connection between 

neuroticism and impulse purchasing behavior due to the anxiety in the leading firms for the 

impulses in distress, leading to the people making the impulse purchase that they feel relieved 

and relaxed about (McCrae & Costa, 2008). 

H5: Neuroticism effects on online purchase behavior 

2.2 Shopping behavior 

2.2.1 Hedonic shopping 

Hedonic shopping means the combination of fun through stemming emotions and 

experiencing the fantasy that is gained for the product (Hirschman & Holbrook, 1982). The 

online shops may be searched for in the products due to the hedonic motive for the fun or 

pleasures attained. Hedonism is the pursuit of pleasure for men. It includes the considered 

avenues of some pleasure as good and something presenting pain as bad (Hopkinson & 

Pujari, 1999). According to Khuana (2016), it is believed to provide satisfaction in certain 

situations. Hedonic shopping motivation is a person’s desire to shop to satisfy psychological 

needs such as emotions, satisfaction, prestige, and other subjective feelings. Consumers enjoy 

and participate in the process of shopping and the realization of consumption acts for hedonic 

motivations, and they are considered consumers for personal pleasure in products that are 

evaluated as an objective means of assets for the subjects in symbols (Khuana, 2016). 

H6:Hedonic shopping motives have a moderating effect on online impulse purchases 

2.2.2 Utilitarian shopping 

Utilitarian shopping refers to the buyer based on whether the concerned product or service 

satisfies the utility needs of the consumer, while hedonic buying refers to a purchase carried 

out to show off (Mathai & Haridas, 2014).Utilitarian shopping values for goods and services 

are produced on the basis of properties that are scholarly in utilitarian shopping values start 

early (Babin et al., 2000). The pursuit of purchase convenience in information access, ease of 
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selection, and study satisfaction for mall shoppers (Bridges & Florsheim, 2010) is the real 

goal attained.In investigating utilitarian shopping value, Babin et al. (1994) indicated that 

impulsive purchases made while shopping are more utilitarian in value. Researchers in many 

studies seem to imply that impulse buying involves a utilitarian component (Radhika, Puri, 

1996). The utilitarian shopping motivation pursues the consumer demand for the stimulation 

of shopping (Floh & Madlberger, 2013). 

H7: Utilitarian shopping motives have a moderating effect on online impulse 

purchases 

2.3 Online Impulse purchasing 

For decades, there has been a broad discussion in the area about impulse buying, with the 

sudden emergencies of (ICT) information and communication technologies enabling internet-

based platforms for unintentional purchases.Online intentional purchases have also gained 

popularity in international settings (Rahman, Islam, Esha, Sultana, & Chakravorty, 

2018).Impulse buying is argued to be affected by the rock effect, according to Rook and 

Fisher (1995).Environmentally conducive and impulse behaviors in comparison to their 

offline counterparts, and online purchase buying is becoming a phenomenon (Chan et al., 

2017). The aspect of impulse purchases accounts for close to 40% of the consumer's expenses 

(Liu et al., 2013). The proliferation of online marketing activities has led to the prevalence of 

impulse purchases in consumers as online shops can free consumers from the constraints of 

physical stores in the probability of impulse purchases (Chan et al., 2017). 

2.4 Methodology 

To find important research aims, an online impulsive purchase is frequently made by 

consumers, which is unremarkable. Eventually, researchers are studying what influences are 

contributing to increasing online impulsive purchases. This study will test five values from 

the "Big Five personality traits," which are extraversion, conscientiousness, agreeableness, 

neuroticism, and openness, and how they affect the online impulse purchases of customers. 

Also, the two variables that are hedonic and utilitarian shopping motives will determine if 

both affect the online impulse purchase as a moderator. 

2.4.1 Research Design 

This study is descriptive research that used convenient sampling. The questionnaires were 

sent to those people who are online impulse purchasers in Islamabad, Pakistan. According to 

the "datareportal" statistical report, in January 2021, 47.65 million people made online 

purchases in Pakistan. Krejcie & Morgan (1970) reported that for a population of more than 

1,000,000, the sample size must be 384 (Krejcie & Morgan, 1970). At that point, in this 

study, 386 replies were gathered, which was deemed a significant number to do the analysis. 

Out of 386 people, some of the respondents were not reliable, and the number of people who 

took part in the questionnaire with the complete set of positive and negative responses was 

253. The online questionnaire was completed in 4 months. The people who had purchased 
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H6 

H2 

H4 

H3 

H5 

H7 

H1 

online were required to participate in this questionnaire, which took a long time. The 

questions were adapted from previous research scales used by the authors. The Big Five 

personality trait scales were adapted by John and Srivastava (1999). The Hedonic and 

utilitarian shopping motive scales were adapted from Babin et al. (1994). The Impulse 

purchase scale was adapted from Rook and Fisher (1995). The questions were answered on a 

five-point Likert scale from "strongly disagree" to "strongly agree" (Rensis, Likerd, 1932). 

2.4.2 Research Model & Hypothesis 

In the study, it was examined how some of the values associated with the Big Five 

personality trait variables, such as personality trait (extroversion), personality trait 

(conscientiousness), personality trait (extroversion), personality trait (neuroticism), and 

personality trait (openness), affect impulse purchase behavior. Hedonic and utilitarian 

shopping motives will be the moderator relating the association between five personality 

traits and impulse purchase. 

 

 

                                                          

       

       

Figure 1.1. Research mode 

 

2.5 Factor Analysis 

The link between the variables is determined via exploratory factor analysis. EFA plays a 

key part in the analysis since it allows the researcher to select which variables will be 

included in the model and whether or not certain variables should be eliminated. The 

elements on the scales will be grouped according to their correlation in the analysis. 

Table 1.1. KMO & Bartlet 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .931 

Bartlett's Test of Sphericity 

Approx. Chi-Square 6001.423 

df 595 

Sig. .000 

Online 

Impulse 

Buying 

Behavior 

Hedonic 

Shopping Motive 

Utilitarian 

Shopping Motive 
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The KMO value is used to determine the sample's adequacy. We can see from table 1.1 

that the KMO is 0.931, which is higher than 0.5, indicating that the sample is acceptable and 

has a high adequacy score. The Bartlett test is a method of determining whether or not the 

sample's multivariate normality should be indicated by a Sig value of less than 0.05. The Sig 

value is 0.000 in table 1.1, which is acceptable according to the research (Pallant, 2013). 

Table 1.2. Roated Component Matrix 

Item Factor Loading 
Reliability/ 

Cronbach's Alpha 

Extraversion    

PE5: I see myself as Warmth (Outgoing) .830 .943 

PE4: I see myself as Positive emotion (Enthusiastic) .810 .942 

PE3: I see myself as Activity (Energetic) .787 .942 

PE1: I see myself as Gregariousness (Sociable) .765 .943 

Conscientiousness    

PC4: I see myself as Achievement striving (Thorough) .598 .943 

PC2: I see myself as Order (Organised) .686 .943 

PC1: I see myself as Competence (Efficient) .779 .943 

Openness    

PO5: I see myself as Feelings (Excitable) .742 .942 

PO4: I see myself as Actions (Wide interest) .713 .943 

PO2: I see myself as Fantasy (Imaginative) .565 .943 

Agreeableness    

PA6: I see myself as Tender-Mindedness (Sympathetic) .725 .943 

PA5: I see myself as Modesty (Not show-off) .708 .943 

PA4: I see myself as Compliance (Not stubborn) .598 .945 

PA3: I see myself as Altruism (Warm) .772 .943 

PA2: I see myself as Straight forwardness (Not demanding) .696 .944 

Hedonic Shopping Motive    

HSM6: While shopping, I feel a sense of adventure .805 .945 

HSM5: While shopping, I am able to forget my problems .783 .945 

HSM4: I continue to shop, not because I have to, but because I       

want to 

.652 .944 

HSM3: My shopping trips truly feel like an escape .722 .945 

HSM2: My online shopping trips are truly a joy .669 .944 

HSM1: Compared to other things I could have done, the time spent in 

shopping is truly enjoyable. 

.738 .944 

Neuroticism    

PN6: I see myself as Vulnerability (Not self-confident) .743 .945 

PN5: I see myself as Impulsiveness (Moody) .630 .943 

PN4: I see myself as [Self-consciousness (Shy)] .777 .944 
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H4 

H

3 

H2 

H3 

H1 

PN3: I see myself as [Depression (Not contended)] .670 .944 

PN2: I see myself as [Angry hostility (Irritable)] .676 .944 

PN1: I see myself as Anxiety (Tense) .726 .944 

Impulse purchase behaviour    

IP4: "I see it, I buy it" describes me when I buy online. .797 .945 

IP3: I often buy things online without thinking. .790 .945 

IP2: "just do it" describes the way I do in online shopping. .753 .944 

IP1: I often buy things spontaneously online. .715 .945 

 Utilitarian shopping motives    

USM4: I feel really smart about my shopping trips. .684 .945 

USM3: I feel my shopping trips are successful. .761 .944 

USM2: While shopping, I find just the item(s) I am looking for. .799 .946 

USM1: I accomplish just what I want to do on my shopping trips. .716 .945 

 

In the above factor analysis table, the 1.2 Varimax Rotation Method was used to extract 

the factors. In addition, these factors, which have more than 1 Eigenvalue, were selected for 

further analysis. The rotated component matrix is shown in the table; it reveals that all 5 

factors are perfectly loaded, except for several scales of personality traits ("extraversion, 

conscientiousness, agreeableness, and openness"). We named the remaining scales as 

variables "optimism" for the personality traits "extraversion, conscientiousness, 

agreeableness, and openness" because they were loaded together under a single factor. The 

rest of the scales were loaded under their actual factors, that is, "Neuroticism, Hedonic 

shopping motives, Utilitarian shopping motives, and impulse purchase." The new research 

model is computed in Figure 1.2. 

 

 

 

 

 

 

 

 

Figure 1.2. New Research model 
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2.6 Hayes Process Regression and Moderation Analysis 

Hayes, A. F. (2018) to test our hypothesis using our newly calculated independent variable 

"Optimism" and the remaining reliable variables "Neuroticism, Hedonic shopping motives, 

Utilitarian shopping motives, and impulse purchase." A simple conceptual macro process 

"model 1" was utilized four times for the analysis in this study, which requires three 

variables: one independent variable, one moderator, and one dependent variable at a time for 

moderation. Multiple regression was run for all four models in table 1.3. In model 1, impulse 

purchase was predicted to be significantly positive from optimism and hedonic shopping. F 

(3,249) = 43.17, p > 0.00, R2 = 0.34. However, the moderation effect of (HSM) on (OPT) and 

(IP) was not significant, which is (P = 0.32, P > 0.05). In model 2, impulse purchase was 

predicted to be significantly positive from optimism and utilitarian shopping. F (3,249) = 

20.19, p > 0.00, R2 = 0.09. Whereas the moderation effect of USM on OPT and IP was not 

significant (P = 0.98, P > 0.05). In model 3, impulse purchase behavior was predicted from 

neuroticism and hedonic shopping motives. F (3,249) = 43.22, p > 0.00, R2 = 0.34. 

Meanwhile, the moderation effect of HSM on (NEO) and (IP) was not significant at (P = 

0.90, P > 0.05). In model 4, utilitarian shopping motive and neuroticism were significantly 

predicted as impulse purchase behavior. F (3,249) = 21.91, p > 0.00, R2 = 0.20. However, the 

moderating effect of USM on (NEO) and (IP) was not statistically significant (P = 0.28, P > 

0.05). 

Table 1.3. Model Summary 

 Model Summary 

Model R R-sq  MSE F df1 df2 P  

1 0.58 0.34  10.02 43.17 3.00 249.00 0.00  

2 0.44 0.19  12.25 20.19 3.00 249.00 0.00  

3 0.58 0.34  10.02 43.22 3.00 249.00 0.00  

4 0.45 0.20  12.05 21.91 3.00 249.00 0.00  

Notes: R2chng for model 1= 0.00, Model 2= 0.00, Model 3= 0.00, and Model 4= 0.00 

 

2.7 Discussion and results 

To analyze the link among variables, we performed multiple regression in all four models. 

In the first model of Hayes (2018), Marco's process was impulse purchase behavior that was 

predicated on optimism and hedonic shopping motive. The result showed that hedonic 

shopping motivation has a positive and important impact on impulse purchase behavior. As 

Khuana, K. (2016) stated, it is believed that online impulse purchases have an impact in 

certain situations. Hedonic shopping motivation is a human who wants to shop just to satisfy 

its needs, emotions, and other subjective feelings. These significant associations between 

personality constructs and impulsive buying behavior further strengthen the optimism that 

impulsive buying could be strongly rooted in personality. These variables significantly 

predict impulse purchase behavior. These two variables combined have relevance to the 
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prediction. In the second, the impulse purchase behavior was predicated on utilitarian 

shopping motives and optimism, which had proven and predicted the outcome variables. 

Utilitarian shopping motives and optimism variables improved the importance of prediction. 

In investigating utilitarian shopping value, Babin et al. (1994) indicated that impulsive 

purchases made while shopping are more utilitarian in value. Researchers in many studies 

seem to imply that impulse buying involves a utilitarian component (Radhika, Puri, 1996). 

The third mode of impulse purchase behavior was founded on neuroticism and hedonic 

shopping motives, and it has significantly influenced impulse purchase behavior.Neuroticism 

and hedonic shopping motives have played an important role in influencing impulse purchase 

behavior.Asad Shahjehan (2012) believes that individuals scoring high in this trait tend to be 

highly depressed, conscious about themselves, very impulsive, and defenseless. There is a 

positive relationship between neuroticism and impulse buying behavior because the anxiety 

or emotional distress leads people to make an impulse purchase, after which they feel a bit 

relieved and relaxed (Asad Shahjehan, 2012). In the final model, utilitarian shopping motives 

and neuroticism were assigned to predict impulse purchase behavior. Herabadi (2003) 

demonstrated that whilst conscientiousness and agreeableness correlated negatively with the 

impulsive buying tendency, the cognitive dimension of neuroticism was positively associated 

with the impulsive buying effective factor. They had successfully predicted impulse 

purchases.Similarly, the data suggested that the utilitarian’s shopping motive and neuroticism 

were important to the prediction. As a result, we apply our hypothesis, which states that 

neuroticism and optimism have an impact on online impulse purchase behavior. 

 

3. Conclusion  

In this research, the link among five personality traits and shopping motivation was 

observed and examined. Many sections of the literature findings supported the outcome, 

while some parts of the results didn’t support the latest conclusion. The findings of this 

research had provided a picture of the individual personality which had an impact on impulse 

buying behavior. We had noticed there were some more factors in that procedure that were 

economic, condition, and social situation, which indirectly and directly had an impact on the 

big five traits of shopping behavior. In this research, the link among five personality traits 

and shopping motivation was observed and examined. Many sections of the literature 

findings supported the outcome, while some parts of the results didn’t support the latest 

conclusion. The findings of this research had provided a picture of the individual personality 

which had an impact on impulse buying behavior. We had noticed there were some more 

factors in that procedure that were economic, condition, and social situation, which indirectly 

and directly had an impact on the big five traits of shopping behavior.  
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