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Determinants of Online Consumers’ Compulsive Buying Behavior:
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Abstract:

We draw on social capital theory to examine the unanswered questions: (1) the
extent to which social factors (i.e. social capital and peer communication) influence
psychological factors (i.e. perceived enjoyment and urge to buy); (2) to what extent
psychological factors predict consumers’ response (i.e. urge to buy and compulsive
buying behavior). The self-administrated online questionnaires through purposive
sampling were collected from universities’ students. An empirical research has
been conducted on famous online shopping stores (e.g. draz.pk, yayvo etc,) and
social networking services (i.e. facebook.com, WhatsApp, Instagram and linkedin).
Data were collected to empirically test the measurement and structural models
using Smart PLS structural equation modeling approach. The study sample
included experienced online shoppers who performed shopping via internet
medium/mobile devices. Analyses of cross-sectional data (n = 456) found that
social factors significantly contribute in psychological factors. Similarly, perceived
enjoyment has significant impact on the development of consumer’s urge to buy as
well as compulsive buying behavior. Online compulsive buying through
internet/mobile is not intensely studied in current available literature, despite its
significant usage for customers, managers, academicians and marketers,
Moreover, this research contributes towards the field of online commerce,
marketing, retailing and mobile learning research. The current study also opens
new doors of inquiry especially in the context of collectivist societies.

Keywords: Social-Capital, Peer-Communication, Perceived-Enjoyment, Urge-To-
Buy, Compulsive Buying Behavior

1. Introduction

In modern life, shopping becomes necessity as it is considered as an easily
accessible life style activity and socially approved leisure (Maraz, Griffiths, &
Demetrovics, 2016). Accordingly, now consumers are engaged in shopping activities
for hedonistic purposes like immediate sensory stimulation or gaining immediate
gratification (Horvath & Adigiizel, 2018). These tendencies are accounted for the
worldwide development of compulsive buying behaviors. Compulsive buying is
chronic repetitive buying to escape from negative feeling and experience positive
emotions to improve social self-image and express themselves (Kukar-Kinney,
Scheinbaum, & Schaefers, 2016). A steady increase is observed in compulsive

buying in different buying environments and consumer societies (de Mattos, Kim,
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Filomensky, & Tavares, 2019). In marketing literature, research scholars attempted
to explore the dark side of consumer behavior. An extent of literature concerning

compulsive buying behavior is available.

Research studies found the prevalence of compulsive buying tendencies both in
hyperactive online as well as in-store purchasing (Johnson & Attmann, 2009;
Moulding, Duong, Nedeljkovic, & Kyrios, 2017). The online setting is considered as
more suitable for compulsive buyers as compared to brick and motor stores (Kukar-
Kinney et al., 2016). This is because the increased use of the internet and social
networking sites in daily life. The internet provides a space with attractive features of

easy access in a less cost and anonymity for users (Beard, 2005).

The internet users are grown up from 400 million users in the year 2000 to 3.58
billion internet user in 2017 (International Telecommunication Union, 2017). The
survey conducted by the International Telecommunication Union in 2016 found that
around 18% of Pakistanis are involved in daily social networking activities. The
sudden growth in the usage of internet and social networking site and prevalence of
online compulsive buying gets the attention of research scholars and practitioners in
concerned filed. Mostly social networking sites (SNS) are used for social interaction
and connectivity, research studies also found that users feel compelled to spend more
time to maintain their SNS accounts (Maraz et al., 2016). These feelings may cause
young people to get addicted to SNSs (Islam, Wei, Sheikh, Hameed, & Azam, 2017).
Thus, the misuse of SNSs is likely to be ever-present and ongoing problem among
young people. SNSs become integral part of leisure and professional culture, thus
total avoidance of using internet is extremely unlikely (Griffiths, Kuss, Billieux, &
Pontes, 2016). Research scholar associated this phenomenon with negative
consequences, for instance heightened tendencies towards compulsive buying in both

conventional and online setting (Sharif & Khanekharab, 2017).

The emerging market of material goods on the SNSs arose the importance of the
contributing factors that may evoke the tendencies of compulsive buying in online
context (Sharif & Khanekharab, 2017). Compulsive buying phenomenon is well
documented and sufficient empirical evidence is available in existing literature
(Maraz et al., 2015). In recent studies, an extension in traditional compulsive
phenomenon is the subject of the research in online context (de Mattos et al., 2019;
Islam et al., 2017; Sharif & Khanekharab, 2017). Empirical evidence suggests that
106



Determinants of Online Consumers’ Compulsive Buying Behavior: An S-O-R Approach in
SNS Context

internet characteristics, more specifically, SNSs compel individuals for compulsive

buying (Islam et al., 2017; Pahlevan Sharif & Yeoh, 2018; Panda & Jain, 2018).

In comprehensive manner, compulsive buying found worldwide (Horvath &
Adigiizel, 2018) is described as repetitive, excessive and chronic behavior that may
result in uncontrolled urges and negative feelings. Compulsive buying with the same
features as addiction and gambling disorder is considered as a behavioral addiction
(Lawrence, Ciorciari, & Kyrios, 2014). A number of researches attempted to explore
the concept of compulsive buying behavior in online context. In a recent review of
literature, Horvath, Biittner, Belei and Adigiizel (2015) highlighted few major
streams of research regarding compulsive buying behavior. First with the focus on
online compulsive buying e.g. web site cues (Weinstein, Maraz, Griffiths, Lejoyeux,
& Demetrovics, 2016). Second main stream is with the focal point of the
contribution of offline compulsive-buying factors (e.g. role of social and hedonic
consumption needs) in driving online compulsive buying (Japutra, Ekinci & Simkin,
2017). A wide range of theoretical perspectives is employed to comprehend
compulsive buying behavior, however, Stimulus-Organism-Response. S-O-R is

widely used framework in compulsive buying behavior context (Islam et al., 2017).

The compulsive buying phenomenon gets the attention of researchers as it is
accounted for serious psychological consequences and make influence on a
significant proportion of US citizens, around fifty million citizens (Dittmar & Drury,
2000). The emergence of social commerce raises the importance of compulsive
buying behavior in social networking site (SNS) as equally important as
conventional setting. However, plenty of literature is available regarding compulsive
buying in online setting; some recent research e.g. Lee, Park and Bryan Lee (2016)
claimed that a very little research is available on the determinants of compulsive
buying in online environment. More specifically, Sharif and Khanekharab
(2017)highlighted the need for further research for compulsive buying in SNSs
context by eclaborating the dearth of knowledge about the relationship between

compulsive buying and internet usage.

Although there are significant differences between emerging and developed
countries, the extent of literature on compulsive buying is comprised of the empirical
evidences from developed countries and literature about emerging markets is
fragmented and scarce (Horvath & Adigiizel, 2018; Islam et al., 2017). This gap
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needed to be addressed by considering the fact that 80% of the consumers are from
transitional economics and live in emerging markets (Steenkamp &Baumgartner,
2000) and consumer from these emerging markets are almost get effected from the
problem of compulsive buying (Unger & Raab, 2015). Thus, study of compulsive

buying in emerging markets like Pakistan is of utmost necessity.

Pakistan as a context of research for compulsive buying behavior offers a
suitable environment in many aspects. Some recent studies e.g. Horvath and
Adigiizel (2018) call for research on compulsive buying in the emerging markets as
the compulsive buying may be derived from some other mechanisms than those in
developed economies. Furthermore, facts revealed that half of the population of
Pakistan is under the age of 30 and an increase has been observed in middle-class
group (Islam et al., 2017). In recent time, the young age group is more inclined
towards individuality and independence (Kampmeier & Simon, 2001). Additionally,
the likelihood of unique consumption and psychological disorders is higher in young
age group (Wang, Liu, Jiang, & Song, 2017). Seeing the young age groups as the
largest segment of Pakistan as well as SNS users with higher tendencies of
compulsive buying (Dittmar, 2005). Importance of social factors and its impact on
individual’s emotional and cognitive aspects cannot be ignored. Recently, it is also
found in developing country context (Pakistan) that social factors (such as social
influence, social values, social comparison orientation and peer influences) have
significant and positive impact on the development of compulsive buying behavior
(Attig, 2015; Attiq & Rauf-i-Azam, 2012; Moon, Farooq, & Kiran, 2017).
Furthermore compulsive buying behavior in SNSs gets little attention of scholarly
research (Leonardi, 2015; Turel & Osatuyi, 2017). Hence, this study attempts to
bridge the abovementioned gap and tests a model that accounts for the effects of
social capital, peer-communication related, perceive enjoyment and urge to buy on

compulsive SNS use.

The focus of this research to develop model and empirically test social and
psychological aspects with compulsive buying behavior in SNS setting. This
research study contributes in consumer buying behavior literature specifically
decision support literature by providing an empirical model based on S-O-R model
in social capital context. The S-O-R model is with the view point that stimulus can

evoke stir up behaviors (actions) and organism are the precursors of the internal
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processes that contributes in making a final reaction. The intervening processes are
composition of thinking, feeling, physiological and perceptual activities (Huang,

2016)

The current study discusses social capital, peer communication (as social
factors), shopping enjoyment and urge to buy (as psychological factors) in the
formation of compulsive buying behavior. The purpose of this paper is threefold: (1)
to empirically test S-O-R Framework in the formation of consumer’s compulsive
buying behavior, (2) to integrate and examine two core perspectives such as social
and psychological influences in the formation of compulsive buying behavior
towards online SNSs setting (3) to analyze major antecedents of compulsive buying

based on social capital theory.

2. Literature Review

Socialization is a process in which consumers learn knowledge, consumption
related skills, new information, purchase attitudes and behaviors from their peer
groups (Wang et al., 2017). The current study discusses social capital and peer
communication (as social factors), perceived enjoyment and urge to buy (as
psychological factors) in the formation of online consumer’s compulsive buying

behavior.
2.1 Social Capital

Social capital the combination of all potential and actual resources embedded in
and/or derived from the social networks hold by a social unit and individual
(Nahapiet & Ghoshal, 1998). The existing literature theorized social capital as a set
of social resources embedded in relationships (Chiu, Hsu, & Wang, 2006). Putnam
(2000) categorized social capital as bonding and bridging which is widely used as
compared to other dimensions of social capital (Nahapiet & Ghoshal, 1998)
particularly in consumer behavior context. Bridging social capital also known as
weak tie; representing the stage in which individuals acquire new information and
perspective from weak connections with no or little emotional support. Contrary to
this bonding, social capital also regarded as strong tie in which persons build up
emotionally strong relations (Putnam, 2000); that gives emotional sustenance
through continual reciprocity (Williams, 2006). Subsequently, bonding and bridging
social capital are affective determinants and relations through SNS enable peer
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communication that is a significant means of individual’s socialization (Zhang &
Daugherty, 2009). Individual’s captures fresh information and resources (Putnam,
2000) and therefore, consumers with bridging social capital might have a larger set
of opportunities because they interact and communicate with members of varied

backgrounds very frequently.

According to social capital perspective, online social identification, online social
interaction ties and online social support have a significant positive effect on social
networking sites addiction (Japutra, Ekinci, & Simkin, 2017). Certainly, members
that join and participate actively in online communal activities may cultivate strong
communication bonds with other community users in online context (Wang et al.,
2017). Those relations will help to allow members to uphold a vigorous social
association with other members and get support from those community members
which might result in the psychological dependence on the online groups (Wang &
Wang, 2013). Very few research studies have examined the social gain associated in
using social network sites that can drive negative concerns, like technology or social
media addiction. Certainly, by giving users a chance to shape social relationships
with other online group members; social networking sites are intrinsic to an

extremely addictive application (Stieger et al., 2013; Wang & Wang, 2013).

Bessant et al., (2003) postulated that social capital may enhance the “appropriate
practices” between community and customers. Moreover, individuals particularly
young adults, are using different social networks over their smartphone devices
(Cho, 2015; Salehan & Negahban, 2013) and connecting into numerous social
resources at any point in time. In addition, two trends of social network sites have
been recognized; firstly, the majority of the people use two or more services
concurrently since each has its exclusive features (Brandtzaeg, 2012) and secondly,
individuals embrace social networks as means for communication, information and
enjoyment, which benefit them to achieve social, emotional and informational
desires (Quan-Haase & Young, 2010). On the basis of literature cited above it can be

postulated that:

Hypothesisl: Social capital has a significant and positive impact on peer

communication

Hypothesis2: Social capital has a significant and positive impact on perceived

enjoyment
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2.2 Peer Communication

Social interaction like peer communication is acknowledged as a strong
predictor of purchase behaviors specifically in online shopping context (Lueg &
Finney, 2007). With the increased intensity of peer communication, the deliberation
of the stimuli has been magnified in front of customer, for example new products,
shared experiences, store information and product/service information. The increased
exposure of stimuli increased the likelihood to engage in impulse buying (Huang,
2016). Furthermore, peer communication also shaped out the positive perceptions
regarding enjoyment and usefulness of products. Scholars in the context of emotional
factors found various relationships such as emotional arousal, enjoyment and
uncontrolled buying i.e. impulse buying (Verhagen & van Dolen, 2011; Adelaar,
Chang, Lancendorfer, Lee, & Morimoto, 2003). Meanwhile, literature also found
that shared experience like having lunch with colleagues or share their stories on
social media such as Facebook, twitter to get more satisfaction than solo experience
(Fossen & Schweidel, 2016). Research regarding consumer behavior found that these
social interactions also known as peer communication are preferred by individuals to
get more enjoyment than solo experiences. Additionally, such social interaction (i.e.
shared experience) through peer commotion develop the sense of social bonding and
resulted in increased enjoyment (Kovacheva & Lamberton, 2018). On the other
hand, some researchers like Achenreiner and John (2003) Benmoyal-Bouzaglo and
Moschis (2010) established that regular correspondence with peer increase the
likelihood of materialism. This stage of materialism is considered as mandatory for
enjoyment in life (Belk, 1984) and leads towards compulsive buying (Islam et al.,

2018).

Studies are of the view that youth that connect frequently with the peers may be
persuaded to surrender to pressure of peers and those have high materialistic
tendencies as compared to individuals who do not possess strong peer relationship
(Achenreiner, 1997; Achenreiner & John, 2003). Youth acquire information
regarding values, culture, and their expected behavior in specific circumstances in
different ways. In youngsters, studies also found significant association between peer
connection and the feeling to peer pressure (Chan & Prendergast, 2007; Benmoyal-
Bouzaglo & Moschis, 2010). On the basis of literature cited above, it can be
postulated that:
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Hypothesis3: Peer communication has a significant and positive impact on

perceived enjoyment
2.3 Perceived Enjoyment

Social networks provide entertainment use; it also inspires the users and delivers
users with break hectic life (van der Heijden, 2004). A more thorough study of the
hedonic usage is still needed to be attained enjoyment is less studies in research
(Davis et al., 1992). Difference among hedonic and utilitarian products has vigorous
insinuations for customers (Hirschman & Holbrook, 1982). Though utilitarian things
are typically related with tangible and functional features while hedonic things are
connected to the senses plus they are being related with enjoyment and self-
fulfillment. The utilitarian usage of internet has been comparatively well studied.
Like literature establish perceived usefulness as precursor of adoption and usage of

technology (Davis, 1989).

Enjoyment concept is also explained with respect to the specific usage of
technology specifically social sites assumed to be pleasurable in its own right,
irrespective of performance concerns (Venkatesh, 2000). Perceived enjoyment has
significant positive impact on behavior intention and technology usage (Davis et al.,
1992; Teo et al., 1999; Venkatesh, 2000) and has great inferences as well. Li (2011)
concluded that enjoyment influence the urge of social network usage, Perceived
enjoyment might be a pertinent measurement to comprehend group belonging and
identification. Literature also established that the number of peers in a particular
social network has a positive influence on perceived enjoyment (Lin & Lu, 2011).
Enjoyment is used to assess customers’ hedonic involvements and experiences.

Though, the exact meaning of enjoyment has not been defined yet.

Previous research proposes that perceived enjoyment can arouse one’s behavior
meanings from their wish to get involved in motivating tasks for the purpose of fun
(Wu & Liu, 2007). Online gaming is also one of the antecedents of perceived
enjoyment in online context (Choi & Kim, 2004). Basically, gamified business
applications drive enjoyment and can be observed as the extent to which the motion
of buying and selling is considered by customer as enjoyable and fun. Few other
studies in online commerce have identified the effects of perceived enjoyment on

shopping online (e.g. Hwang & Kim, 2007; Wakefield et al., 2011) and enhanced
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customer satisfaction (Khalifa & Liu, 2007; Vallerand, 2000) as well. Moreover,
scholars like Van der Heijden (2004) found that enjoyment are decisive factors for
the intention of website use. On the basis of literature cited above, it can be

postulated that:

Hypothesis 4: Perceived enjoyment has a significant and positive impact on urge

to buy
2.4 Urge to Buy

The urge to buy refers to the feeling evoked to experience an object while
observing an environment (Beatty & Ferrell, 1998). As the feeling of urge to buy
gets stronger the likelihood to purchase will increased (Bellini, Cardinali & Grandi,
2017). Some researcher e.g. Lin and Lo (2016) documented that urge to buy is same
as behavioral intention which leads toward actual buying behaviors. Existing
literature examines the urge to buy as precursor of buying behavior as urge to buy
develop certain behaviors like unreflective and instant purchase without delay. For
instance, Adelaar et al. (2003) postulated that consumer urge to buy cause irrational
behaviors, assenting to which Valacich and Wells (2009) narrated that irrational

behavior is the outcome of customer urge to buy.

The phrase “urge to buy continuum” by D’Astous (1990) placed impulsive
buyers at one end of spectrum and compulsive purchases on other upper extreme end
of spectrum. The core of compulsive buying is derived from the urge to buy which is
recognized as a sense of loss of self-control, irresistible and buying irrespective of
monetary limits and adverse consequences (Moulding et al., 2017). Urge to buy may
get effect from a number of external and psychological factors like emotional affect
(Bellini, Cardinali & Grandi, 2017), product related factors Vonkeman, Verhagen,
& van Dolen, 2017), psychological factors (Parbotecah et al., 2009) and
environmental factors (Liu et al., 2013). Some of the researchers use compulsive
buying and impulsive buying as synonyms as an individual may experience a
number of uncontrollable urges and impulses that may compels to buy for temporary
pleasure. Existing literature extensively examine urge to buy in non-rational
behaviors and found as a significant predictors of buying behaviors (Adelaar et al.,
2003; Liu et al., 2013; Vonkeman, Verhagen, & van Dolen, 2017). The literature

citied above reveled that urge to buy being a core of compulsive buying and
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significant predictor of non-rational behaviors contributes in compulsive buying

behaviors. On the bases of literature cited above it can be postulated:

Hypothesis5: Urge to buy has a significant and positive impact on compulsive

buying behavior
2.5 Theoretical Framework

Based on social capital theory, social interactions and communication are
considered as core stimuli on social network services. Finally, on the grounds of S-
O-R model this study focuses on stimulus as social factors (social capital and peer
communication) that affects the formation of organisms as psychological factors
(perceived enjoyment and urge to buy) that untimely leads towards response

behavior (compulsive buying behavior).

Social Capital

Social Bounding
Social Bridging Compulsive
Perceired
Urge to Buy : Buying
Enjoyment
Behavi
Peer ehavior
Communication

Figure 1: Theoretical Framework
3. Research Methodology

The present study is quantitative in nature and deductive approach is used to test
the S-O-R model in social capital perspective. A survey questionnaire based on
well-established measurers is used to collect the data from young consumers from
different universities. Young consumers were considered as most suitable for this
research as they represent the major segment of consumer market in Pakistan that is
Slpercent (18-33 years) (Pakistan Bureau of Statistics, 2018). Young consumer
perceive them self as more influential in retail setting (Burns & Harrison, 2015).
Breazeale and Lueg, (2011) documented young consumer having potential to

influence the future of retail setting. Furthermore, young consumers spend more time
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on internet. Some of the past studies recommended young consumers as an
appropriate sample as they are dominant in online setting (Veena Parboteeah,
Valacich, & Wells, 2009). The purposive sampling is used to collect the data from
respondents. For the purpose of data collection, questionnaire was floated on online
social network sites i.e. Facebook and Linked in, through emails and as well as
personally visited the universities. About 600 questionnaires were floated online and
personally, out of which 517 usable responses were received. Out of 517, only 456
respondents have bought form online shopping stores (e.g. daraz.pk, yayvo.com,
shophive.com, cheezmall.com, homeshopping.pk, symbios.pk and other).
Respondents were also asked about their communication on social network services
(such as facebook.com, WhatsApp, Instagram and linkedin) regarding
shopping/buying. Therefore, finally 456 complete questionnaires were included in
the study. Few questions were asked based on the frequency of online shopping
based on different product categories i.c. appearance related products, mobile
accessories, IT products, fashion and gift items. Data is analyzed through SPSS &
PLS-SEM for both descriptive and inferential analyses.

3.1 Measures

Survey questionnaire was developed on the basis of well-established scales.
Social capital is comprised of two dimensions i.e. bridging social capital and
bonding social capital. Social bonding was measured through 3 items taken from
McNeely and Falci (2004). Social bridging was measured through 5 items taken
from McNeely and Falci (2004). Peer communication was measured through 4 items
taken from (Lueg & Finney, 2007). Perceived enjoyment was measured with 4 items
taken from Teo and Liu (2007). Urge to buy was measured with 3 items taken from
(Parboteeah et al., 2009). Compulsive buying behavior was measured through 7

items taken from Faber and O’guinn (1992).

4. Data Analysis
4.1 Sample Description

A total of 571 participants took part in this study. Out of these 571 participants,
240 were males and remaining 216 were females. Most of the participants (i.e. 127
participants) were from the age group between 18 to 23 years. Most of the
participants have graduate degree i.e. 233 participants. 101 participants replied that

they were buying online occasionally whereas 355 respondents have frequently used
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internet for online buying from online stores. Respondents communicate with their
peers/reference groups and share/receive information from different social network
services (Facebook is mostly used by users regarding purchasing online). Total
strength those who buy online either occasionally or frequently, therefore the current
study further considered 456respondents for analysis. Descriptive analysis of
demographic variables is also performed such as Mean, S.D, Skewness and kurtosis

(see table 2).

a
Table 2: Demographic Variablez Profile

Mean Skewnesz  Kurtosis

Demographic Category Fregquency (5.D)
1. Mlale 2440 1 mods
Gender 2. Femals 216 me 0.49 -1.99
- {0.50)
Total 436
1. Lassthan 18 33
2. 18-23 127
24_7 7
Acs 3. 24-19 171 150 ot 00
(In wears) 4 20.35 103 (0.99) - s
: - 7
5. Abova 36 -
Total 436
1. 12-14 wears 49
2. 14-16 233
. 3. 16-18 108 242 .
Education 4 Abovel8 66 (0.86) 043 -0.52
Total 436
1. Maverbuyw
Online 115
Onlins 1.78 -
2. Oecasi r -1.35 -0.20
Buyine sionalls 101 (042) 3
3. Fraquantly 355
Total 571

4.2 Partial Least Squares Structural Equation Modelling (PLS-SEM)

Partial Least Squares Structural Equation Modelling (PLS-SEM) technique is
used to empirically test the model and their propositions. PLS-SEM is a flexible
technique to relate theory and data, namely, specification of relationship among
variables. Because of these grounds, PLS-SEM is extensively used in organizational,
marketing, management and research (Hair, Sarstedt, Ringle, & Mena, 2012;
Ballestar, Grau-Carles, & Sainz, 2016). Measurement and structural models are the

basic components of SEM as well as PLS-SEM path model. The PLS-SEM
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algorithm provides the proportion of explained variance, path coefficients, and
maximized percentage of explained variance. Furthermore, data is collected through
purposive sampling (non-random sampling) which may cause normality issues in
data. Researchers also suggest PLS-SEM path model to overcome normality issues.
For these reasons, this study assessed measurement model (reflective measurement

model) and structural model as suggested by Hair et al. (2012).
4.3 Measurement Model

For analyzing the measurement model, confirmatory factor analysis was
performed. Construct reliability was evaluated by Cronbach alpha and it is ranged
from 0.77 to 0.88 that is acceptable (Hair, 2010). For validation of measurement
model, convergent and discriminant validities are also assessed through composite
reliability (CR) and average variance extracted (AVE). The CR and AVE values
range from 0.85-0.91 and 0.55-0.69 are within acceptable criteria (Bagozzi & Yi,
1988; Fornell & Larcker, 1981). Thus, results demonstrated good convergent validity
See Table3.

The discriminant validity was checked by testing whether square root of AVE
for each measure was greater than the correlations values involving the variable. All
correlation values were acceptable with square root of the AVE for each measure
being greater than inter-construct correlation values, as shown on the diagonal in
Table 4. This demonstrated good discriminant validity (Chin, 1998). Results of CFA
represent that all variables are reliable and acceptable. Correlations are also
presented in following Table 4 that demonstrates that all study variables have strong

positive correlations with each other.
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Table 3: Confirmatory Factor Analysis

Constructs Code loadings  AVE Remm’:gm ..C.rflng‘.a;c.n
SBO6 0.74
SBO7 0.70
SBO8 0.70
. . . X SBR1 0.74
Social Bridging/Social Bonding s8R2 0.78 0.55 091 0.88
SBR3 0.76
SBR4 0.74
SBRS 0.74
PC1 0.64
_— PC2 0.79
Peer Communication 0.59 0.85 0.77
PC3 083
PC4 0.80
PEJ1 0.76
Perceived Enjoyment PEI2 0.83 0.69 0.%0 0.85
PEJ3 0.87
PEJ4 0.86
UTB1 0.82
Urge to Buy UTB2 0.84 0.69 0.87 0.77
UTB3 084
CBB1 0.78
Compulsive Buying Behavior CBB2 0.80 0.63 0.89 0.85
CBB3 0.77

Table 4: Discriminant Validity Fornell Larcker Criterion

Constructs SBR/SBO PCM PEJ UTB CBB
Social Bridging/Social Bonding 0.74

Peer Communication 0.51 0.77

Perceived Enjoyment 0.47 0.57 0.83

Urge to Buy 0.49 0.63 0.52 0.83
Compulsive Buying Behavior 0.57 070 0.62 0.68 0.79

4.4 Structural Model

The PLS analysis was performed to test the structural model. Path
analysis results are presented in Table 6 and Figure 2. As shown in Figure 2,
Social bonding/Social bridging have significant positive impact on peer
communication ie f= 0.62, p<0.00 this confirming the H;. Social
bonding/Social bridging significantly positive effect on perceived enjoyment
ie. p= 0.18, p<0.02, this represented that H, is confirmed. In H;, peer

communication is a significant determinant of perceived enjoyment i.e. B=

118



Determinants of Online Consumers’ Compulsive Buying Behavior: An S-O-R Approach in

SNS Context

0.59, p<0.00. Furthermore, perceived enjoyment is also found as positively

and significantly related to urge to buy ie. f= 0.64, p<0.00, in favor of Hy.

Urge to buy have significant impact on compulsive buying behavior i.e. B=

0.84: p<0.00 that support Hs.

pCM2
0705
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K
SBOT N
L
808 |
0
PEI PER2 PE3 PE
SBRI :
078 — '\ f /
e |+ at6e OB DBB s &
we | 580JSER 0238 o | o
a2 a0
o ——0.680—P —O0775— B3
"4 0816
SBRS paw o.mﬂ (:1-1)
P_Enj U.wlﬂw Compulsive BB i
0453 0815 gy 0836 885
PCM1 l
0636
UTB1 uTB2 uTe3

—

0.802

PCM4 Peer Comm

Figure 2: Structural Model

Table 6: Hypothesis Results and Structural Relationships

. Path Standard t P .
Hypothesis - Path Coefficient  Error  Statistics Valne Decision
Hi1 SBO_SBR-Peer_Comm 0.62 0.07 9.01 0.00  Accepted
H2  SBO SBRP Enj 0.18 0.08 226 002 Accepted
H3 Peer Comm =P _Enj 0.59 0.07 8.00 0.00  Accepted
H4 P Enj »U to Buy 0.64 0.06 1103 0.00 Accepted
H5 U _to_Buy-» CompulsiveBB 0.84 0.03 2598  0.00  Accepted

5.

Conclusion and Recommendations

5.1 Discussion

This present study aimed to model and empirically examines social and

psychological and behavioral aspects in social commerce context. Data from online

shoppers of e-shopping websites was in support of a significant model and proposed

relational paths. In general, social and psychological aspects are contributing factors

in developing response behavior. The findings of this study are aligned with the

pervious literature for instance S-O-R (Huang, 2016; Verhagen & van Dolen, 2011;

Valacich, and Wells (2009) and social capital theory perceptive (Lueg & Finney,
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2007; Song, Chung, & Koo, 2015). The findings revealed that social capital with
wide set of opportunities and plenty of information has acted as a stimulus that
drives impulsive buying. Furthermore, in line with S-O-R, the increased intensity of
peer communication acts as stimuli and evoke customers’ psychological aspects
(perceived enjoyment) that ultimately generate urge to buy and compulsive actions.
From the results, it can be elaborated that customer beliefs to acquire new
information (bridging social) and development of emotional relationship (bonding
social) are the contributing factors in developing favorable perceptions about the
enjoyment of the web site layout (Tsai & Pai, 2013). Furthermore, relationship on
social media networking websites assist peer communication, that is an important
agent of consumer socialization which also enhance the perceptions about the
enjoyment of buyers in online shopping environment. The more enjoyable web store
attracts shoppers to spend more time on shopping websites and probe into the items
they have interested. Thus, perceived enjoyment grants them a sense of confidence
and shoppers get emotionally attached towards the shopping website. Consequently,
online shoppers with high score on perceived enjoyment are more inclined towards
compulsive buying (Koufaris, 2002; Wakefield et al., 2011). The findings of the
study offer significant implications for academicians and practitioners in the context
of online impulsive buying. Based on the current model, marketer who targeted
online buyers should consider social bonding and peer communication as a stimulus
that develops perception about the usefulness and enjoyment of shopping websites
that ultimate drives impulsive actions. Managers should consider the website
characteristics and develope a website that contains exciting, imaginative,
entertaining aspects with rich amount of information to convert the web browsing

into actual online purchasing.
5.2 Future Recommendations and Limitations

Despite the fact that this research provides precious contributions; some notable
limitations should be considered before generalizing the findings. First, data were
collected from three shopping websites only that may be arguable to represent the
realistic and accurate picture of online shoppers in Pakistani context. Future research
should consider more online shopping for more generalizable results. Second, this
study is conducted in non-contrived setting and cross sectional in nature.

Experimental context (e.g. use of e-coupons; Lin & Lo, 2016) and longitudinal data
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provide more fruitful results in this context. Third, future studies may also consider
social like Facebook instead of shopping websites as consumers spend a significant
amount of time on social websites. Finally, future research can also consider some
other variables like pre-shopping tendencies, emotional aspects (e.g. trait affect) and

situation variables (money and time) to get more insight of the phenomenon.
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