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ABSTRACT 
 

Electronic commerce is rapidly changing the way people do business all over the world. In the 

business-to-consumer segment, sales through the web have been increasing dramatically over the 

years. The contribution of sales for online retailers’ is not generated only from planned 

purchase but also a significant amount of sales is generated from unplanned buying. 

Consumers have been practicing unplanned purchase in online markets in their shopping 

experience. Describing consumers’ unplanned purchase behavior online is the purpose of this 

study. The data for the study was collected using interview. The result shows that customers 

only pass few stages of decision making process of unplanned purchase; they undergo need 

recognition, searching for information and purchases decision. The process is influenced by 

shopping convenience, shopping enjoyment and personalized recommendation. Lower price of 

goods is also the other factors influencing the decision making process of unplanned purchase 

in online market.  

 

Keywords: Decision Making Process, Unplanned Purchase, Shopping Convenience, 

Shopping Enjoyment, Personalized recommendation, Banner Advertizing 
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1 INTRODUCTION AND RESEARCH PROBLEM 
 

This first chapter aims to provide a background about the area of interest of the study. It provides general overview of 

the study. It includes introduction, back ground and problem discussion. 

1.1  Introduction 
 

The invention of the Internet has created a paradigm shift of the traditional way of shopping 

(Anders, Selma & Claudio, 2003). There has been tremendous growth in business to consumer 

/B2C/ market after the commercialization of internet since early 1990s. According to Internet 

world stats (2012) there were around 2.3 billion Internet users worldwide in December 2011. 

The number of Internet users worldwide is continuously rising. Joines, Scherer and Scheufele, 

(2003) have disclosed that shopping online is one of the main reasons why many people use 

Internet.  

Regardless if consumers shop online or in physical stores they go through various steps of a 

buying process and, they usually have specific products in mind when planning their purchase, 

but may still end up buying other products, unplanned. In stores, this would happen because of 

an in-store promotion that acts as a stimulus, reminder, suggestion or hedonic reasons (Inman, 

McAlister, & Hoyer, 1990). Consumers make purchasing decisions because of various factors 

that they are exposed to in the stores. According to Jennifer (1999), consumers usually make 

decision on two of every three super market purchases while they are walking through the aisles. 

Despite all the efforts made by retailers’ to influence consumers to make purchase through 

advertizing and promotion, they have understood the importance of store environment on 

many unplanned purchases (David, Daniel & George, 2011).  

While shopping trips in the physical world are often constrained by time and geographical 

location, Web consumers can buy goods or services at anytime from anywhere, possibly 

increasing the number of products they buy on impulse (Anders et al., 2003). What does this 

imply for online retailers? For example, what factors are influencing consumers’ decision to 

purchase something unplanned and what steps the buying processes involve in an online 

setting? 



2 

 

 

It is difficult for online retailers’ to bring all the experience from the real world to online 

shopping Marios, Ajit, and Priscilla (2001). For example, creating shopping enjoyment, like 

walking through the aisles in offline stores, is a big challenge to Web based stores (ibid). 

However, unplanned purchases are considered to be vital sources of profit in marketing 

activities of retailers; it contributes with considerable profit opportunities and sales for 

marketers (Beatty & Ferrell, 1998). Understanding of online consumers’ unplanned purchase 

behavior is vital for online retailers to increase their sales and profit opportunities. 

1.2 Background 
 

Literature within the field of consumer buying behavior addresses the phenomenon of 

unplanned purchase and impulse purchase. There is, however, no commonly agreed upon 

definition of these two terms, although several authors discuss some common elements such as 

caused by stimulus (e.g., Beatty & Ferrell, 1998; Inman, Winer, & Ferraro, 2009; Kollat & 

Willett, 1967).  Piron (1993, p. 341) reviewed the existing definitions and proposed impulse 

purchases to be defined as “unplanned purchases, caused by an exposure to a stimulus, and 

decided on-the-spot.” Similarly Hodge, (2004, p. 11), defines Impulse purchases to be 

unplanned, decided “on the spot”, stemming from reaction to a stimulus and involving a 

cognitive reaction, an emotional reaction, or both. These two definitions signifies that impulse 

purchases are related to the time in which consumers make a decision at the spot when they are 

exposed to the stimulus; unplanned purchases are not all made on impulse. The difference is 

that impulse purchases are decided on the- spot, when the buyer is exposed to the stimulus; 

while unplanned purchases are decided later as opposed to impulse and possibly after moving 

away from the product or stimulus (Piron, 1993). Stern (1962, p. 59), also posited that 

“planned buying behavior involved a time consuming information search followed by rational 

decision making. Unplanned buying, on the other hand, entails all purchases made without 

such advanced planning and includes impulse buying.”  

 

Engel, Kollat and Blackwell's (1978, p. 483), enriched the previous core definition of 

unplanned purchase and define unplanned purchasing “with respect to a problem” (i.e., the 

purchase was not made "in response to a previously recognized problem") or to the “location 
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where the purchasing decision was made” (i.e., the purchase was made with "no buying 

intentions formed prior to entering the store" (Ibid). Based on these two situations they have 

provided a widely recognized definition of unplanned purchasing found in most consumer 

behavior textbooks; “a buying action undertaken without a problem having been previously 

recognized or a buying intention formed prior to entering the store (p.483).” In this study the 

term “unplanned purchasing” will be used following (Engle et al., 1978) definition. In addition, 

impulse buying is considered as a part of unplanned purchasing based on the definition given 

above.  

 

Although , research in the area of consumers′ unplanned purchase behavior in online setting is 

scarce, studies conducted in the field have shown the existence of unplanned purchase of goods 

and services and identified factors influencing the decision making process of consumers’ 

unplanned purchase online (e.g., Marios et al., 2001; Ansari, Essegaier & Kohali, 2000; Cho, 

Lee, & Tharp, 2001). 

Research in the area of unplanned purchase came up with different findings about the factors 

influencing consumers unplanned purchase decision making process in online market. 

Shopping convenient, shopping enjoyment, personalized recommendation and banner 

advertizing are considered to be the major ones (e.g., Marios et al 2001; Ansari, et al., 2000; 

Beatty & Ferrell, 1998). 

Marios et al. (2001), explained that online stores cannot bring the full experience of walking 

through a store arranged by carefully chosen displays, listening to mood-enhancing and 

entertaining music, watching and touching all the products, as well as, smelling them, and 

sometimes tasting them, trying the products out, and seeing and get in contact with other 

customers making purchase.  

Other influencing factor mentioned by Cho et al. (2001), and IAB (1999), is the existence of several 

forms of advertising in online setting such as banner advertizing, pop-ups and search based links 

and according to the industry reports that the majority of online advertisements are banner 

advertisements. Dave, Fiona, Richard, and Kevin (2006), described that banner ads are 

normally used to perform a click through to access further information from another web site 

that would help consumers’ to search for goods or services. These click through sometimes end 
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up with unplanned purchase. Consumers are also making unplanned purchase decision based 

on the information they get from the retailers’ website, friends, relatives and other sources in 

the form of recommendation (Ansari et al., 2000).  

 

Shopping convenience and shopping enjoyment are also considered as factors influencing 

unplanned purchase in the online environment. Griffith, Krampf and Palmer (2001), disclosed 

that convenient and interactive website store influences the experience of consumers interacting 

with a retailer’s offerings and increase the possibility of unplanned purchase. Tonita, Benedict, 

Dellaert, and Ruyter (2004), describe that intrinsic enjoyment in online shopping can increase a 

user’s exploratory behavior, which might stimulate unplanned purchase.  

 

According Piron (1993), unplanned purchasing is not confined or specific to any particular 

product or product type. The unplanned purchases include products such as CDs, clothing, 

cosmetics, DVDs, shoes, books, toys, car air filter, computer, computer hardware, electronic 

accessories, cloth. Madhavaram and Laverie (2004), argue that if a product is being the only 

stimulus and physical proximity that encourage to unplanned purchases then it fails to account 

for unplanned purchases on the Internet; unplanned purchases exist on the Internet, and there 

are stimuli other than the product, that cause the eventual unplanned purchases  

1.3 Problem Discussion  
 

Michael (2007), noted that consumer behavior refers to the selection, purchase and 

consumption of goods and services for the satisfaction of their needs and wants. Consumer 

behavior is focusing on understanding of factors affecting consumers′ decision making process. 

Some purchase decisions are more important than others and the amount of effort consumers’ 

put in to each stages of decision making differs (Michael, 2007). Sometimes, the decision 

making process is almost automatic; it seems to make snap judgments based on very little 

information. At other times, coming to purchase decision begins to resemble a full time job and 

involve several stages to go through for making decision. This intensive decision making process 

gets even more complicated during online purchase where consumers have so many options 

and stimuli they are exposed to in their shopping experiences. (ibid)  According to Rajiv and 

Mahmood (2004), both online and offline consumer, pass through all or some of the five stages 
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to make a purchase: problem recognition, information search, evaluation and selection of 

alternatives, purchase decision, and post-purchase behavior.  

 

The distinct stages of online consumers’ decision making process are affected by controllable 

factors, which can be performed by marketers, and uncontrollable factors. These are social (e.g. 

referent groups, families, roles and status); cultural (e.g. culture, sub culture, and social class); 

personal (e.g. age, occupation, economic situation, personality and life style); and psychological 

(e.g. motivation, beliefs and attitude and perception) that are beyond the control and influence 

of retailers’ (Dibb, Simkin, Pride, & Ferrell, 2001; Jobber, 2001; Boyd, Walker, Mullins, & 

Larre, 2002); and marketing stimuli (4Ps) and web experience that can be controlled by 

marketers (Kotler, 2003).  

 

Consumers′ usually make unplanned purchases also when they are shopping online. Bearing in 

mind that unplanned purchase are vital sources for sales and profit (Betty & Ferrell, 1998), but 

more complex in online setting (Michael, 2007), online retailers need deep knowledge and clear 

understanding of online consumers′ unplanned buying behavior. Various researchers have 

identified factors that influence consumers’ decision making process regarding unplanned 

buying (Puneet, Jean, Khim & Pradeep 2004; Hostler, Yoon, Guo, Guimaraes & Fogionne, 

2011; Sylvan, 2004; Marios et al., 2001; Koufaris, 2002; Griffith et al., 2001; Rook 1978). 

However, while there is a lack of research on the buying process regarding online consumers′ 

unplanned purchase, research concerning factors affecting this process does unfortunately not 

present any comprehensive view. Therefore, describing consumers′ buying behavior concerning 

unplanned purchasing in online setting will be the focus of this study.  

1.4 Overall Purpose 
 

Based on the above discussion on online consumer′ buying process regarding unplanned 

purchase, and the major factors influencing this process, the research problem for this study 

can be identified as: 

How can online consumers’ behavior concerning unplanned purchases online be 

characterized? 
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1.5 Outline of the Study 
 

The remaining part of the thesis builds on this introductory chapter. Chapter Two, the 

literature overview, provides an overview of the previous literature relevant to the problem area 

of the thesis. Chapter Three contains the formulation of research questions and the frame of 

reference. Chapter Four outline the chosen research methodology for this thesis. Chapter Five 

presents the empirical data presentation and data analysis. Chapter six presents the result of the 

study, as well as theoretical and managerial contributions. Finally the thesis ends with 

suggestion for further research. 
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2 LITERATURE OVERVIEW 
 
This chapter presents relevant theories related to the topic of the research area to make the research more clear and 

what pervious researches in the area have contributed. The main objective of this chapter is to present key concepts, 

findings and general ideas related to the research area under the study. 

2.1 Consumer Buying Behavior 
  

Interests of consumers to involve in online shopping activities include both utilitarian and 

hedonic dimensions (Tonita et al. 2004, citing Hirschman & Holbrook, 1997 and Babin et al. 

1994) Internet shoppers can be described as “problem solvers” (i.e. utility) others are seeking 

“fun, fantasy, arousal, sensory stimulation, and enjoyment” (i.e. hedonic). The problem solvers 

simply shop online so as to acquire a specific product or service, and considered to be “an 

errand” or “work” their major purpose is to purchase products in an efficient and timely 

manner to achieve their goals. In contrast, the second category considers online shopping as 

“enjoyment” and seeks for the potential entertainment resulting from the fun and play arising 

from the Internet shopping experience. They appreciate only the online shopping experience 

for its own sake, apart from any other consequence like, for example, completing a given 

purchase of goods or services (Holbrook, 1994). 

 

It is well established in marketing and consumer behavior literature that the consumer purchase 

decision process is the most important part for studying consumers’ behavior (Constantinides, 

2004). The consumers’ buying behavior has always been a popular marketing topic and issue, 

widely studied since many years’ back while no recently published marketing textbook is 

complete without a chapter devoted to consumers’ behavior (ibid). The major approach, 

explaining the fundamentals of consumer behavior, describes the consumer buying process 

(Jobber, 2001; Boyd et al., 2002.) According to most researchers the buying process of online 

consumers is affected by various factors such as demographic, social, economic, cultural, 

psychological and other personal factors that are beyond the control and influence of retailers’ 

(Dibb et al., 2001; Jobber, 2001; Boyd et al., 2002; Kotler 2003); and marketing stimuli and 

web experience that can be controlled by marketers (Constantinides, 2004).  
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Apart from other factors marketers can influence consumers’ buying behavior by making use of 

various marketing tools; the most commonly used are the 4Ps: product, price, place and 

promotion (Constantinides, 2006). In the case of online environment, Constantinides, (2004) 

also disclosed that online marketers can influence the decision making process of the online 

customers by engaging traditional, physical marketing tools but mainly by creating and 

delivering the proper online experience, the Web experience. It is a combination of online 

functionality, information, emotions, cues, stimuli and products/ services, in other words a 

complex mix of elements going beyond the 4Ps of the traditional marketing mix (ibid). Online 

consumers buying behavior is affected by one additional factor, the Web experience.  

 

Lohse and Spiller, (1998) depicted the difficulty of bringing all the physical buying 

experiences to the online context and discussed that consumer-purchases decisions are mainly 

relay on the information from the cyberspace appearance such as pictures, images, quality 

information, promotion, and video clips of the product. 

2.1.1 Consumers’ Decision making Process 
 

The major approach, explaining the basics of consumer behavior, describes the consumers’ 

buying process as learning, information-processing and decision-making activity divided in five 

major stages: (1) Problem identification; (2) Information search; (3) Alternatives evaluation; (4) 

Purchasing decision; (5) Post-purchase behavior (Jobber, 2001; Boyd et al., 2002; Kotler, 2003). 

In the actual buying activity, consumers pass through all or some of these stages, depending on 

the buyer’s perceived purchasing risks (Mowen, 1988 & Constantinides, 2004). Consumers 

don’t always pass through all five stages while purchasing. They may skip or reverse some stages. 

For example, when consumer buys his/her regular brand of tooth paste he/she goes directly 

from the problem identification to the purchase decision, skipping information search and 

evaluation (Kotler, 2003). 

 

In the online environment, consumers are often unable to deeply evaluate all available 

alternatives and, thus, they tend to follow two-stage processes when purchasing online (Gerald 

& Valerie, 2000). At the first stage, consumers typically screen a large set of available products 

and identify a subset of the most promising alternatives. In the second stage, they evaluate the 
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alternatives in more depth, perform relative comparisons across products on important 

attributes, and make a purchase decision. Given the different tasks to be performed in such a 

two-stage process, interactive tools that provide support to consumers is vital (ibid). Similar to 

offline consumers, online consumers will also pass through all or some of these distinctive 

stages, while purchasing (Rajiv et al., 2004).  

 

All these stages in the decision making process generally signify how consumers undergo a given 

purchase of goods or services. The question is what are the stages signifying unplanned 

purchase online?  

2.2 Unplanned Purchase 
 

According to Stern (1962), there are four types of unplanned purchases: 

• (1) Pure impulse: These are purchases that are made for purely hedonic reasons and are 

usually characterized by; (a) spontaneity; (b) power, compulsion, and intensity; (c) 

excitement and stimulation; (d) disregard for consequences (Rook, 1987).  

• (2) Reminder effect: A stimulus reminds the consumer to buy a product he needs.  

• (3) Suggestion effect: The customer purchases a product because of a promotion. 

• (4) Planned impulse: The customer shops without any specific product(s) in mind. 

 

Mattila and Wirtz (2006) conclude that with nine out of ten people making unplanned 

purchases when shopping such kind of buying will increase the profit for online retailers. 

Consumer buying habit studies also explained that unplanned purchase is not related to any 

specific product category or retail setting (Kollat & Willet, 1967 & Stern, 1962).  Unplanned 

purchase includes products such as durable goods like jewelry, wearing apparel, hardware items, 

furniture, drugs and toiletries and grocery products (Rook, 1987). In addition, to the different 

products unplanned purchase behavior has been found to happen  in settings such as 

drugstores,  supermarkets, department stores, and variety and specialty stores including gift 

shops, florists, book, barber, hardware, auto supply, lumber and furniture stores (ibid). 

 

David  and Geoff  (2009), describe different types, or sub-markets, depending on the type of 

product and consumer purchase; Fast moving Consumer Goods Market where customers are 
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purchasing products, which generally involve relatively low financial outlays, are bought 

frequently and are generally non-durable. Buyers will spend relatively little time searching for 

information and evaluating between different product offerings. Semi-durable consumer goods 

markets include products such as clothing and shoes, soft furnishings, jewellery, and so on 

which are bought less frequently than FMCG products, last longer, and require more time 

choosing between different competitive offerings. Durable consumer goods include products 

such as refrigerators, cars, computers, and so on which are made less frequently; often involve 

considerable outlays, and will often take considerable care in choosing between different 

product offerings (ibid). For different categories of goods consumers usually put different level 

of effort to make a final purchasing decision (Michael, 2007).  

2.2.1 Factors influencing online consumers’ unplanned purchase 
 

Unplanned purchasing on the online market are claimed to be different as compared to 

planned purchase and also more complex (Koufaris, 2002). Rook and Fisher (1995), asserts that 

consumers’ unplanned buying behavior often stimulus driven and affected by both internal and 

external factors.  

2.2.1.1 External Factors (Controllable) 
 

External factors are those factors that can be controllable by the marketers. External factors 

have all the potential to stimulate consumers to engage in unplanned buying behavior, and 

these are opportunities for retailers to play a part in encouraging unplanned buying behavior 

(Youn & Faber, 2000). Dawson and Kim (2009), further support the idea and state that online 

consumers are more impulsive due to the stimuli to which they are frequently exposed to; the 

stimuli may be an image, a description in an email, a banner advertisement, a recommendation 

of product, graphics, text, pop-up windows, search engine configuration, audio, color, streaming 

video, an article, or a sign. Rook and Fisher (1995), have repeated exposure to certain external 

stimuli increase the likelihood of unplanned buying.  

 

Previous research highlights shopping convenience, banner advertizing and personalized 

recommendation as the major external factors influencing unplanned purchasing in online 

market (Szymanski & Hise, 2000; Postma & Brookke, 2002 & Puneet, 2004). 
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Shopping Conveniences  

 
 
According to Szymanski and Hise (2000), online shopping is thought to be convenient, 

satisfying and user friendly when the retailer’s site is fast, uncluttered, easy-to-navigate; 

accessible, ease to use and holds the necessary information. Web based stores with such features 

have the potential to stimulate consumers’ to make unplanned buying (ibid). Griffith et al. 

(2001); Chung and Young (2003), as well as Moon and Kim (2001),  also disclosed that user 

friendly website influences the experience of consumers interacting with a retailer’s offerings 

and increase the time of navigation through the site and increase the possibility of unplanned 

purchase. Consumers require relevant information to make decision; the availability of 

information not only refers to the product information, but also convenience of the site to raise 

the intention of the buyer to make unplanned purchase (ibid).  In addition, a well-designed web 

store reduces consumers’ cost of searching for the information and the time required for the 

purchase process (Griffith et al., 2001). This makes shopping more convenient for consumers 

and encouraging them to navigate through the sites so as to conduct unplanned purchase (ibid).  

 

Madhavaram and Laverie, (2004) also noted the conveniences of shopping online by explaining 

the emergence of new way of marketing products and services. The ever increased possibilities 

of interaction such as credit cards, cash machines, instant credit, 24 hours retailing, home 

shopping net works, and telemarketing that encourage consumers’ to purchase things on 

impulse or unplanned (ibid). 

 

Oppenheim and Ward (2006) identified and explained following convenient factors of retailers’ 

websites; page load speed, accessibility; navigation, ease of use and information are considered 

to be the major ones. Slow loading times will reduce the number of pages that consumers visit, 

on the site which negatively affect unplanned purchase. If consumers cannot use or access the 

website easily, it serves no purpose for online shoppers. Consumers’ usually want to be able to 

navigate through the website to find what they are looking for. Being user-friendly means 

providing consumers simple and intuitive navigation. Ease of use is the consumer’s perception 

that shopping on the Internet will involve a minimum of effort. Online buyers are coming to 
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the online retailers’ sites for a reason. Whatever the reason may be, the retailers’ sites should 

provide them all the necessary information with what they are searching for. (ibid) 

 

Recommendation 

 
Another factor that is claimed to influence unplanned purchasing is recommendations of 

various kinds. According to Senecal and Nantel (2002), there are three broad categories of 

online recommendation sources: (1) other consumers (e.g., relatives, friends and 

acquaintances), (2) human experts (e.g., salespersons, independent experts), and (3) expert 

systems such as recommender systems. Personalized recommendation provides retailers with 

two major benefits; to provide accurate and up-to-date information to their return customers to 

make decision while purchasing online and it often generates additional sales by increasing the 

possibility of unplanned purchase (Postma & Brookke, 2002). The installation of the 

Recommender system in online retailers’ shops is common practice to offer alternative or cross 

selling products to customers which is claimed to dramatically increase unplanned purchase of 

consumers’ (Abbas, Sanaz  & Nima, 2008). According to Hostler at el. (2011), with a limited 

effort to acquire more relevant product information by the help of recommender system, 

consumers′ efficiency of decision making is improved. This in turn, increases the consumers’ 

satisfaction with the retailers’ website, as well as substantially raises the likelihood and 

magnitude of impulsive purchases.  

 
Abbas et al. (2008), state that Recommender System provides natural motivation to attract 

customers’ attention; it increases sales cross sales as well as the number of customers for the 

online companies. Hostler at el. (2011), also indicated that the use of personalized 

recommendation enhances online consumers’ satisfaction and provides a vehicle for better 

product promotion, a more effective product search process, and increases consumers’ 

unplanned purchases.  

West, Ariely, and Bellman (1999), disclosed that a recommendation source providing 

personalized information to consumers (e.g., recommender system) is more influential than a 

recommendation source providing non-personalized information (e.g., other consumers and 

human experts). Senecal (2004), also noted that the recommender system used by online 
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retailers’ is the most influential recommendation source for consumers even if it is perceived as 

possessing less expertise than human experts and as being less trustworthy than other 

consumers. 

 
Online Marketing Promotion 

Also online marketing promotion is stated to have a major influence on unplanned purchasing 

(Inman et al., 1990; Tonita et al., 2004; Dreze & Hussherr, 2003). Dynamic and interactive 

advertisements  were  found  to  be  more  effective  than  static  ads  in  producing  positive 

consumer responses in online environment (Coyle & Thorson, 2001). According to Assael 

(1992) and Puneet et al. (2004), exposure to marketing promotions such as banner advertizing 

has a significant effect on consumers purchasing behavior which increases unplanned 

purchases. Banner advertisement is defined by Puneet et al. (2004 p. 1), as “a section of on-line 

advertising space that is generally 480 x 60 pixels in size. It typically consists of a combination of 

graphic and textual content and contains a link to the advertiser’s website via a click-through 

URL (Uniform Resource Locator), which acts as a web address.” 

 

Koufaris (2002), noted that consumers who are not paying full attention to the contents of 

online promotion when buying online, they are less likely to notice products that they might 

buy unplanned. Tonita et al. (2004), as well as Seounmi and Ronald (2000),  underline that if 

online consumers are exposed initially to pleasing and arousing promotion or stimuli, during 

their shopping experience, they are more likely to engage in subsequent shopping behavior: 

they will browse  and navigate more. 

To click on banner ads and be transported right away to the store, in front of the product 

advertised would facilitate unplanned purchaseing (Koufaris, 2002). Dreze and Hussherr (2003) 

further supported the effectiveness of banner advertising in terms of changing purchase 

probabilities of consumers and hence increase the profitability of retailers.  

Since most Web companies allow customers to go directly to their products, without being 

exposed to marketing promotions, the effect may be a reduction in unplanned purchases 

(Raman, 1995). Customers have unprecedented control over what they see and do online. In 
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addition, they have more choices over the information they view and the advertising and 

marketing communications they are exposed to (Marios et al., 2001; Raman, 1995).  

2.2.1.2 Internal Factors (Uncontrollable) 
 

Besides previously discussed external factors, unplanned purchasing is claimed to be influenced 

also by various internal factors, which are beyond the control of the marketers (Blakney & 

Sekely, 1994). Internal factors of impulse buying focus directly on the individual, examining the 

internal cues and characteristics of the individual that make him/her engage in unplanned 

buying behavior (Dawson & Kim, 2009 and Blakney & Sekely, 1994). Internal factors involve a 

consumer’s personality traits such as emotional states, the consumer’s normative evaluation of 

impulse buying engagement, and demographic factors (Kacen & Lee, 2002). Agarwal and 

Karahanna (2000), as well as, Moon and Kim (2001), disclosed that enjoyment, entertainment, 

and humor are important dimensions of forming online consumers’ attitude and behavioral 

intention toward visiting a site. These dimensions enhance consumers’ interest to take time and 

navigate through the site to make extended browsing which result in unplanned purchase 

(ibid). 

 
Shopping Enjoyment 

 
Tonita et al. (2004), describe that “shopping enjoyment” results from the entertaining and 

playfulness of the online shopping experience of consumers, rather than from shopping task 

completion. They further describe that intrinsic enjoyment while making online purchasing; 

can increase a user’s exploratory behavior which might stimulate unplanned purchase. 

 
According to Blakney and Sekely (1994), shopping experiences of consumer can go beyond the 

practical experience of fulfilling their product or service needs; it can go further to alleviate 

loneliness, eliminate boredom, fulfill fantasies, or escape from everyday life.  Youn and Faber 

(2000), disclosed that the purchase of goods may be incidental to the experience of online 

shopping; thus, “enjoyment” reflects consumers’ perceptions regarding the potential 

entertainment of Internet shopping.  
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Childers, Carr, Peck, and Carson (2001) also found “enjoyment” to be a reliable and strong 

predictor of attitude toward online shopping. If consumers enjoy their online shopping 

experience, they have a more positive attitude toward making purchase, which might be 

unplanned. Menon and Kahn (2002) as well as Mathwick, Malhotra, and Rigdon, (2002) describe 

three latent dimensions of the “enjoyment” construct, including “escapism”, “pleasure”, and 

“arousal”; “Escapism” is reflected in the enjoyment that comes from engaging in activities that 

are absorbing, to the point of offering an escape from the demands of the day-to-day world and 

activities. “Pleasure” is the degree to which a person feels good, joyful, happy, or satisfied in 

online shopping, whereas “arousal” is the degree to which a person feels stimulated, active or 

alert during the online shopping experience (ibid). 

 

Beatty and Ferrel (1998) noted that in-store browsing behavior might increase the interest to 

buy impulsively. If online consumers enjoy their shopping experience and activities, they might 

take more time and engage themselves in more exploratory browsing in the Web store, leading 

to more unplanned purchases (ibid). Ghani and Deshpande (1994) also supported that intrinsic 

enjoyment, while making online purchasing, can increase a user’s exploratory behavior. 

However, other authors (e.g. Marios et al., 2001) opposed the idea of extended search in 

relation to unplanned purchase. The ability to search more products, services, and information 

may lead to more time consuming purchasing decisions process with a negative impact on 

unplanned purchases (ibid). On the other hand, in some situations on the Web, conditions 

that enable a consumer to save time could lead to more unplanned purchases (ibid). Marios et 

al. (2001), and Koufaris (2002), have found that neither perceived control nor shopping 

enjoyment have any significant impact on unplanned purchases. 

 

Table 2.1 shows major influencing factors of unplanned purchasing decision making process 
that have been identified by authors.  
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Table 2.1 Summarized Literatures on factors influencing online consumers’ unplanned purchase 

 
Factors influencing 

online unplanned 

purchasing 

External 

(Controllable) 

Internal 

(controllable) 

Sources 

Online marketing 
Promotion /Banner 
advertizing/ 

���� ���� Coyle &Thorson, (2001); Puneet et al. 
(2004); Assael (1992); Koufaris (2002); 
Dreze & Hussherr (2003); Raman (1995): 
Marios et al.,(2001). 

Recommendation 
/Personalized 
Recommendation/ 

���� ���� Hostler at el. (2011); Sylvain Senecal 
(2004); Senecal & Nantel (2002); 
(Postma & Brookke, 2002); Abbas et 
al., (2008); West et al., (1999) 

Shopping Convenience ���� ���� Dawson & Kim (2009); Griffith etal., 
(2001); Koufaris (2002); Chung ,(2003), 
Oppenheim & Ward (2006); Dennis W. 
(2004); Sylvan Senecal (2004); Szymanski 
& Hise, (2000); (1994); Blakney & 
Sekely (1994) 

Shopping Enjoyment ���� ���� Blakney, & Sekely, (1994); Childers et al. 
(2001); Beatty & Ferrel (1998); Agarwal & 
Karahanna, (2000); Moon & Kim, (2001); 
Ghani & Deshpande (1994)  

Extended Browsing  ���� ���� Tonita et al., (2004); Koufaris (2002);  
Beatty & Ferrel (1998); Blakney & 
Sekely (1994) 
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3 RESEARCH QUESTIONS AND FRAME OF REFERENCE 
 

Chapter One outlined the background of the problem of Online consumers’ unplanned buying 

behavior and problem discussion. Chapter Two then presented an overview of previous 

research related to the stated problem. Based on the problem discussion and the literature 

review this third chapter will formulate the research questions and ends with a frame of 

reference. 

3.1 Research Questions 
 

In chapter one the research problem was formulated as: 

 

How can consumers’ behavior concerning unplanned purchasing online be characterized?  

The study of consumers’ behavior basically focuses on the consumers’ decision making process 

and the factors affecting the decision process (Constantinides, 2004; Kotler, 2003). Mowen 

(1988), explained that the decision making perspective holds that buying behavior results from 

consumers’ engaging in a problem solving task in which they move through a series of stages. In 

consumer decision making process model both in offline and online markets, the consumer 

passes through all or some of the five stages (need recognition, searching for information, 

alternative offers, purchasing decision and post purchase behavior) before making a 

consumption decision (Kotler, 2003 and Rajiv et al., 2004). Each of these stages takes place 

with a goal in mind and the need for that goal defines how and to what extent it will occur 

(ibid). In understanding these important stages and how consumers have undergone the 

decision making process behavior of unplanned purchase will be assessed against the model in 

this study.  

 

A wide variety of both external (controllable) and internal (uncontrollable) factors will influence 

consumers’ buying decision process (Kotler, 2003; Seounmi & Ronald, 2000). Some of these 

factors also influence unplanned purchasing on the Internet. Seounmi and Ronald (2000), 

further mentioned that marketing mix cues such as point of purchase, displays, promotions, 

and advertisements affect the desire of consumer to buy something unplanned. Blakney and 

Sekely (1994), explain that shopping can be intrinsically enjoyable and enjoyment of the 
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shopping experience is an important determinant of consumers′ intention to make unplanned 

purchases. Constantinides (2004), has indicated that online consumer behavior is different in a 

certain aspect in decision making process from traditional consumer behavior, the Web 

experience a new, additional input in the traditional buying behavior frameworks and it has 

been added as a factor influencing the online consumer decision making process.  

 

In order to describe consumers′ unplanned buying behavior, and based on the above 

discussion, two major points need to be covered: the decision making process related to 

unplanned purchase and the major factors, influencing this process.  

Thus two research questions have emerged: 

RQ1. How can consumers’ decision making process of unplanned purchasing online be described? 

 

RQ2. How can the major influencing factors of consumers’ unplanned purchasing online be 
described? 

3.1.1 Decision making process of unplanned purchasing online 
 

RQ1. How can consumers’ decision making process of unplanned purchasing online be 
described? 

Seounmi and Ronald (2000), describe that traditionally, consumer researchers have approached 

decision making process from a rational perspective. This dominant school of thought views 

consumers as being cognitive (i.e., problem-solving) and, to some but a lesser degree, emotional. 

Such a view is reflected in the stage model of a typical buying process.  When consumers 

purchase a product or a service, they must go through a number of decision making steps. 

According to Rajiv et al. (2004), online consumers’ will also pass through all or some of these 

distinctive stages while conducting purchasing. They further noted that E-commerce supports 

some parts of the consumers' decision-making process better than others. Thus, it is important 

for businesses to understand consumers' unplanned buying decision-making steps, how 

consumers’ pass through the steps while conducting unplanned purchase.  
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In this research the concern is unplanned purchase where consumers’ decision making process 

is believed to be fast, because consumers make decision of unplanned purchase at the spot 

while they are shopping online without taking long time to analyze things to make a decision. 

The question here is how consumers pass through the stages to make a decision of unplanned 

buying of a given good? The conceptual definitions related to the decision making process, used 

in this study is summarized in table 3.1. The definitions of concepts specific to decision making 

process are based on the famous marketing professionals (Jobber, 2001; Boyd et al., 2002; Kotler, 

2003). 

Table 3.1 Conceptualization of RQ1 

Conceptual Area Concept Conceptual definition  Measurement used 
 Unplanned Purchase A buying action undertaken 

without a problem having been 
previously recognized or a buying 
intention formed prior to 
entering the store.  Engel et al., 
(1978) 

Consumers’ self reported 
frequency of unplanned 
purchase online in their 
shopping experiences 

 
 
 
 
 
 
 
 
 
 
 
Decision making 
process 

Need recognition The buyer recognizes a problem 
or need triggered by internal or 
external stimuli. (Jobber, 2001; 
Boyd et al., 2002; Kotler, 2003) 

 
 
 
 
 
 
 
 
 
Consumers’ description of 
the decision making 
process of unplanned 
online, purchasing. 

Searching for 
Information 

Gathering information, the 
consumer learns more about 
some brands that compete in the 
market and their features and 
characteristics. (Jobber, 2001; 
Boyd et al., 2002; Kotler, 2003) 

Evaluation and 
selection of 
alternatives 

A process of satisfying a need, 
looking for certain benefits from 
the product solution and, sees 
each product as a bundle of 
attributes with varying abilities to 
deliver the benefits. (Jobber, 
2001; Boyd et al., 2002; Kotler, 
2003) 

Purchases Decision  Following selection of the best 
alternative, the consumer is 
ready for the purchase act. 
(Jobber, 2001; Boyd et al., 2002; 
Kotler, 2003) 

Post-Purchases 
behavior  

After a purchase, the consumer 
frequently is involved with either 
further purchases or re-
evaluation(Jobber, 2001; Boyd et 
al., 2002; Kotler, 2003) 
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3.1.2 Factors Influencing Consumers′′′′ Unplanned purchasing online 
 

RQ2. How can the major influencing factors of consumers’ unplanned purchasing online be 
described? 

In order to fully understand consumers’ online buying, behavior different factors that influence 

consumers′ decision making process have to be taken into account (Kotler, 2003). A wide 

variety of both controllable and uncontrollable factors that can have influence on consumers’ 

buying behavior (ibid). But for the purpose of this study, unplanned purchase on the Internet, 

the focus will be on major factors that affect consumers unplanned buying decision making 

process, both external (controllable) and internal (uncontrollable).  

 

In previous research (e.g. Puneet et al., 2004; Dreze & Hussherr 2003; Hostler at el., 2011; 

Senecal, 2004; David  & Geoff  2009; Marios et al., 2001; Koufaris, 2002, Beatty &Ferrell, 

1998; Blakney &  Sekely 1994,  Griffith et al., 2001, Rook, 1978) various factors have been 

identified as influencing consumers’ decision making process of unplanned purchasing. 

Shopping conveniences, shopping enjoyments, banner advertizing; personalized 

recommendation, product characteristics, personality traits and the emergence of new way of 

marketing products and services were identified.  

 

Ghani and Deshpande (1994), Tonita et al. (2004), and Beatty and Ferrel (1998), describe that 

intrinsic enjoyment while making online purchasing; can increase a user’s exploratory behavior 

which might stimulate unplanned purchase. Dave C. et al., (2006) described that ban ad is 

normally used to perform a click through to access further information from another web site 

that would help consumers to make further search for goods or services and sometimes to 

conduct unplanned purchase. 

 

 

The conceptual definitions of the major influencing factors of unplanned purchase decision 

making process are summarized on Table 3.2  
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Table 3.2 Conceptualization of RQ2 

Conceptual area concepts Conceptual definition Measurement used 

Online Promotion  Banner 
Advertising  

 

A section of on-line advertising 
space; a combination of graphic 
and textual content and contains a 
link to the advertiser’s website via 
a click-through URL which acts as 
a web address. (Cho et al., 2001; 

IAB, 1999: Puneet et al., 2004, 
Coyle and Thorson (2001)). 

Consumers’ self reported 
frequency of clicking on 
banner ads for visiting 
retailers’ sites and 
purchasing.  

Online 
Recommendation 

Personalized 
Recommendati
on 

 

Impersonal information sources 
that provide personalized 
information on time for return 
online consumers.  (Ansari, 
Essegaier and Kohli, 2000; 
Senecal, 2004). 
 

Consumers’ self reported 
frequency of clicking on 
the links for reading 
personalized 
recommendations and 
make purchase. 

 

 

 

 

 

 

 

 

 

Shopping 
Conveniences 

 
 

Uncluttered Not embedded by too many 
objects detailed and elements. 
(Szymanski and Hise, 2000) 

 
 
 
 
 
 
 
 
 
consumers’ perception of  
what features of retailers 
websites make online 
shopping convenience  
 

Page load 

speed 

The speed at which the website 
loads the required information on 
the page. 
(Oppenheim & Ward, 2006). 

Accessibility 
 

Able to be easily obtained, used, 
understood or appreciated. (Kim 
& Park1,991) 

Navigation The possibility to move through 
the website to find what is 
required. (Szymanski & Hise, 
2000) 

 

Ease of use 

Consumer’s perception that 
shopping on the Internet will 
involve a minimum of effort. 
Oppenheim &Ward (2006). 

Information Information sufficiently meets the 
expectations of consumers’. 
(Oppenheim &Ward 2006). 

 
 
 
 

Escapism Engaging in activities that are 
absorbing, to the point of offering 
an escape from the demands of the 
day-to-day world.  (Menon & 
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Shopping 
Enjoyment 

Kahn, 2002 and Mathwick et al., 

2001: Beatty &Ferrell) 
Consumers’ self reported 
explanation and 
description of  their  
personal feelings and 
attitudes about shopping 
online  
 

Pleasure The degree to which a person feels 
good, joyful, happy, or satisfied in 
online shopping. (Menon & 
Kahn, 2002 ; Mathwick et al., 
2001) 

Arousal The degree to which a person feels 
stimulated, active or alert during 
the online shopping experience. 
(Menon &Kahn, 2002;  Mathwick 
et al., 2001) 

 

3.2 Emerged Conceptual Framework 
 

Internet has developed to a very competitive market, where the competition over the consumer 

among marketers is fierce and the ever changing behavior of consumers is a challenging aspect 

to manage (Constantinides, 2004). Consumers’ usually pass through different distinct stages to 

complete a given purchase.  Since online customers usually get in contact with the Web-based 

computer system and have not the opportunity physically touch, taste or feel the actual goods 

they want to buy, and simply they make decisions based on the information provided 

electronically by online stores to make either planned or unplanned purchase (Chung & 

Young, 2003). The emerged conceptual frame work is summarized and presented in Figure 3.1 
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Figure 3.1 Emerged conceptual framework 

           Factors influencing online consumers’ unplanned purchase 

 

Adopted from P. Kotler′s framework (2003) 

Online marketing 
Promotion 

• Banner Advertizing 
• Personalized 

Recommendation 

Post Purchase 
Decision 

Purchase Decision 

Alternative offers 

Information search 

Need Recognition 

Personal and Environmental 
Uncontrollable Factors 

• Shopping Enjoyment 
  (Escapism, Pleasure and Arousal) 

Web Experiences  
• Shopping Convenience  

(Uncluttered, Page load speed, 
Accessibility, Navigation, Ease 
of use and Information) 
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3.3 Delimitation  
 

Consumers usually buy almost all kinds of goods and services online. Goods and services are 

different in their way of marketing, as service has its own unique characteristics it requires 

different ways, strategies and techniques for marketing. Goods and services have to be managed 

differently when it comes to marketing. Studying unplanned purchasing of both goods and 

services at the same time would make the research so complex and possibly result in wrong 

conclusion. Therefore, this thesis will focus on unplanned purchasing of goods in online 

shopping. 
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4 METHODOLOGY 
 

This chapter presents and describes the procedure and the methods that had been used to 

conduct this work. The research purpose, research approach, and the research strategy used in 

this thesis are also described and justified. Furthermore, the data collection, sample selection, 

the ways to evaluate the validity and reliability of the obtained results will be discussed. 

 

4.1 Research Purpose 

There are three different ways of conducting a research or study namely, Exploratory, 

Descriptive or Explanatory. Based on the research problem formulated and how the research 

questions are designed one of the purposes will suit best. A research can also use a combination 

of any of these purposes to attain its objective (Saunders, Lewis, & Thornhill, 2009). An 

Exploratory study is used in order to understand what is happening in a given situation and to 

seek new insights of the problem. It will help to get a clear understanding of the area under the 

study (ibid).  Further, exploratory research aims to gather as much information as possible in 

the field of the study to increase the knowledge and understanding of the particular 

phenomena. Methods for collecting the information in exploratory research could be literature 

research, interviews, focus groups and case studies (ibid).  

Descriptive design aims to describe exact profile of persons, events or situations” (Robson, 

1993). When doing a descriptive research study it is important to have a good understanding of 

the phenomena under the study (Saunders et al., 2009).  

Explanatory research purpose is used to explain the relationships between variables (Saunders et 

al., 2009).  Since explanatory research requires a high level of control, one must often use 

experimental designs to achieve a sophisticated level of control where the researchers are the 

controller of the independent variables and observes the outcome affected by the manipulation 

of the independent variables (Miller & Salkind, 2002).  

This study is intended to describe the process and factors of unplanned purchasing to gain 

increased understanding of consumer unplanned buying behavior online. The purpose of this 

research is mainly descriptive and to some extent exploratory. 
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4.2 Research Approach 
 

There are different ways of looking at the research approach; inductive and deductive, 

qualitative and quantitative approaches. 

4.2.1 Inductive or deductive research approach 
 

With the inductive approach the research starts off with collection of data, a theory is then 

developed as a result of the data analysis. If the deductive approach is chosen the research 

begins with the development of theory and hypotheses. Then a research design is made to test 

the hypotheses. (Saunders et al., 2009)  

A deductive approach is commonly seen as a scientific research and it is a highly structured 

approach compared to the inductive approach. When choosing which research approach to use 

the nature of the research itself is important. If the area of research is unexplored and there is a 

lack of relevant literature, an inductive research approach will be preferable. If the area of 

research holds a wealth of literature that can help to define theory and hypotheses, a good 

choice is to use a deductive research approach. (Saunders et al., 2009)  

For the reasons given above a deductive research approach is appropriate for this study.  

4.2.2 Quantitative or Qualitative research approach 
 

The other two approaches for collecting data are; qualitative and quantitative data collection. 

Quantitative data refers to data that is based on numerical observations. It can range from 

simple data such as the frequency of occurrences too more complex data such as test scores or 

prices Qualitative data on the other hand is based on meanings expressed through words. In 

other words a quantitative research is more concerned with numbers, and measurements to 

answer the research problem where as a qualitative research instead focus on value and 

uniqueness and the research will try to answer the problem by creating an understanding. A 

qualitative research will try to see the phenomena as a whole, within the existing context (ibid). 

In this research a qualitative research approach is used to answer the research questions and 

problem to create understanding of a complex phenomenon of online unplanned purchasing. 

(Saunders et al., 2009) 
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4.3 Research Strategy 
 

Saunders et al. (2009), describe different research strategies (i.e., Case studies, Surveys, 

Experiments and Archival studies). The choice of appropriate strategy should be based on the 

research questions and objectives related to the specific research project (ibid.). 

 

The case study strategy normally involves a qualitative approach for the investigations of the 

phenomenon. It allows the researcher to gain rich understanding of a particular occurrence and 

its context. Case studies can help generate answers to the questions why, what, and how. A 

Case study strategy can either be of single or multiply dimension. A single case study can be 

applicable when representing an extreme or unique case. A multiple case study is preferable if 

there is a need to generalize the findings. Case studies can also be divided into Holistic and 

Embedded which refers to the unit of analysis. (Saunders et al., 2009) 

To decide which research strategy that would be relevant to this study there is a need to look at 

the research questions, purpose and approach of the research (Saunders et al., 2009). It seems 

that case study is the appropriate strategy for the purpose of this research. It will make use of 

how and why questions to identify the factors affecting consumers′ decision making process of 

unplanned purchase online. Besides, the fact that choosing case study strategy would not cost so 

much time and resource as other strategy (e.g. survey based).  

4.4 Sample Selection 
 

In the previous part of the discussion an appropriate research strategy was selected. Under this 

part the best sample selection techniques for the research is selected. A sample is a subset of a 

population and sampling is the process of choosing an appropriate number of this population 

in order to make it possible to do generalizations for the study (Sekaran, 2000). To use a sample 

rather than examining an entire population is according to (Sekaran, 2000) fairly obvious 

regarding time, cost and human resources. Samples are divided into two main types; probability 

and non-probability samples. 
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4.4.1  Probability Sampling  
 

Probability sampling is used when people or objects in a population have a known chance of 

being singled out as subjects in the sample. Advantages of this approach are that a 

representative cross section of the population has been selected and that the researcher is able 

to be confident that the findings can be generalized Probability sampling can be either 

unrestricted; where samples are selected on a known and equal base or restricted; where the 

efficiency to the sample is improved with more information added to the selection. Probability 

sampling includes for example simple random sampling, systematic sampling, stratified random 

sampling and cluster sampling. (Sekaran, 2000) 

4.4.2  Non-Probability Samples  
 

When elements in a population have no probabilities connected to being singled out in a 

sample, the approach is to use non-probability sampling (Sekaran, 2000). This way of selecting a 

sample implicates that findings from the study cannot be generalized to the entire population to 

the same degree of certainty as with the probability sample but on the other hand it is usually a 

less time consuming and a less costly approach (ibid). The non-probability sampling techniques 

do also give the researcher the possibility to select his or her sample more purposely and from 

that reach specific members of the population. There are many different non-probability 

techniques for example convenience sampling, judgment sampling, purposive sampling, quotas 

sampling and snowball sampling (Saunders et al., 2009).  

Sample selection preferred for this study is a non probability sampling and will be a mix of 

judgmental and convenience sampling. Judgmental sampling is, according to Sekaran (2000), 

when informants are selected on the basis of their expertise in the subject investigated. In this 

study eight students that have online purchasing experiences were selected as respondents. The 

study also took consideration on convenience sampling design when choosing the students 

from Luleå University of Technology.  
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4.5 Data Collection Methods 
 

Based on the techniques identified the data collection methods will be chosen to fit the 

research. There are two types of data collection methods Primary and secondary data 

collection methods and discussed in the following paragraphs (Saunders et al., 2009). 

4.5.1 Primary data Collection  
 

In primary data collection there are three main types of methods, interview, questionnaire and 

observation. Observation is used when we are concerned what people actually are doing, 

because you are actually watching them. Questionnaires are often used when a survey strategy is 

used, and some of the main advantages are that it can handle large sample sizes and it is 

possible to generalize the result into a population. An interview is a discussion with a purpose, 

between at least two people. An interview can be helpful because it will facilitate to get valid 

and reliable data. (Saunders et al., 2009)  

4.5.2 Secondary Data Collection 
 

Secondary data is data that already has been collected for others purposes than what it is used 

for. It is very common that companies and organizations store their data for supporting their 

operations. And when the answers on the research questions are available in that sort of data it 

is secondary data that is used. There can also be data that is stored on the Internet or in 

libraries.  (Saunders et al., 2009)  

 
For this research, primary data collection method is selected and data was collected through 

semi structured interview. The purpose of using interview in this research was to gain detailed 

information about buying behavior of an individual as people may not truly speak out about 

their buying behavior in group with regard to unplanned purchase. An interview guide for the 

discussion was developed based on the research problem and the conceptual framework. The 

discussion was non-standardized discussion and it gave mostly qualitative data. An interview 

guide was built with a list of themes and questions to be covered. This kind of discussion helps 

to get relevant data for the study.  
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4.6 Data Analysis 
 

According to Saunders et al. (2009), “The process of qualitative analysis generally involves the 

development of data categories, allocating units of studies’ original data to appropriate 

categories, recognizing relationships within and between categories of data, and developing and testing 

hypotheses to produce well-grounded conclusions”. 

 

Although there were no clear guidelines, every case study should start with a general analytic 

strategy and there are in general three strategies according to (Yin2003). 

 

Relying on theoretical propositions is the most common and used one. The result is the 

collection of data based on research questions taken from previous studies. When using this 

strategy the findings of the study will be compared to previous studies. 

 

Thinking about rival explanations tries to define and test rival explanations and can be related 

to the first strategy, in that the original theoretical propositions might have included rival 

hypotheses. It is relevant even in the absence of such theoretical propositions and is especially 

useful in doing case study evaluations. 

 

Developing a case description can be used as a strategy as well, but this is less favorable and it 

should only be used when little previous research has been done (Yin2003). 

 

A researcher can analyze data in two analytic ways, namely within-case analysis and cross-case 

analysis. Within-case analysis means that the collected data from the case study is compared 

with existing theories and a cross-case analysis is appropriate if data are collected from more 

than one case. In the cross-case analysis data are not only compared to theory, but also to the 

data from the other cases. (Eriksson and Wiedersheim-Paul 1999) 

 

The general analytical strategy decided for this case study is relied on theoretical propositions. 

This strategy is appropriate since the research questions are taken from previous theory and also 

as the aim is to compare the empirical data against the results in existing theories. Due to the 
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fact that data has been collected from eight respondents, within-case analysis together with a 

cross-case analysis were the most suitable to use in this study. The three strategies described by 

Yin (2003), are the basis for the data analysis. Data are reduced for the research questions in a 

within-case analysis. In the within-case analysis empirical findings are compared to the 

conceptualized theories. The cross-case analysis additionally reduces and displays data. The 

different findings are compared to each other in the cross-case analysis. In the final chapter, a 

contribution to conclusion drawing and verification is provided. 

4.7 Quality Standard 
 

In this part of the document the validity and reliability of the research will be discussed and the 

strengths and weaknesses in the research will be highlighted and pointed out. 

4.7.1  Reliability  
 

Saunders, et al. (2009), defines reliability as the extent to which data collection technique(s) will 

yield consistent findings. Robson (2002), states four threats to reliability. These threats are: 

subject or participant error, subject or participant bias, observer error, and observer bias. 

Subject or participant error considers how the respondent or informant is set for the research 

(Saunders et al., 2009). Subject or participant bias implicates that the interviewees might have 

said what they thought their leaders wanted them to say. Observer error discusses about the 

problem when for example more than one researcher conducts study. This leads to the 

potential for two or more ways to ask the same question. This might also lead to the possibility 

of interpreting the answers in two or more ways, which is observer bias. Observer error and bias 

get reduced by a high degree of structure on the study (ibid.). 

By conducting semi structured interview with individual it was possible to reduce the risk of 

understanding questions and interpreting answers. Because of this it was possible to reduce 

losing information through observer error and bias of the collected data. The interviewer 

repeated the questions in other form and raise related questions to ensure that it was clearly 

understood. To improve further the reliability of data at the end of the discussion a short 

summary was made to make sure if something missed during the discussion.   
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Since the interview was conducted in individual level interviewees had all the opportunity to 

speak freely to share their online unplanned purchase experiences.  This reduced the subject or 

participant bias to certain level.  

4.7.2  Validity  
 

Validity is the “degree to which instruments truly measure the constructs that they are intended 

to measure” (Peter, 1979, p. 6). Judging by the content of this particular study there are three 

major types of validity that must be taken into account: content, criterion and construct 

validity. 

Content validity refers to the sufficiency of the coverage of the content in the measurable 

components (Saunders et al., 2009). Criterion validity refers to whether a particular measure 

performs as expected in relation to other variables, also meaning a construct’s ability to estimate 

other constructs (Blumberg, Cooper, & Schindler, 2005). Construct validity refers to “the 

extent to which an operationalization measures the concept it is supposed to measure” (Bagozzi, 

Youjae, & Philips, p. 421). 

A problem with the validity in this study could be that the instrument used in the research may 

not provide all the necessary information as it was only based on the interview to collect the 

data. This might be the method problem that the research faces. However; with all the effort 

the interview guide was designed to incorporate all the issues on the frame of reference planned 

to be measured.   

 

 

 

 

 

 

 

 

 



 

5 EMPIRICAL DATA PRESENTATION AND ANALYSIS
 

This chapter is devoted to data presentation and analysis. The data is presented and analyzed based on the frame 
reference in order to answer all the research questions. The 
integrated and analyzed together to provide a clear understanding of the 

5.1  Respondents′′′′ Personal Profile
 

A total of eight students were interviewed to collect 

selected based on their overall 

female students and the remaining five participants were male. Out

five of them were masters’ students and the remaining three were undergraduate students of 

Lulea University of Technology in different departments. The average age of the interviewees is 

25 years old and all of them have exper

Figur 5.1 depicts the general personal profiles of respondents

 

Figure 5.1 Personal profiles of the interviewees
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EMPIRICAL DATA PRESENTATION AND ANALYSIS

This chapter is devoted to data presentation and analysis. The data is presented and analyzed based on the frame 
reference in order to answer all the research questions. The response of the respondents

to provide a clear understanding of the topic. 

Personal Profiles 

A total of eight students were interviewed to collect data for this study. The respondents were 

based on their overall experience of online shopping. Three of the interviewees were 

female students and the remaining five participants were male. Out of the interviewees selected 

five of them were masters’ students and the remaining three were undergraduate students of 

Lulea University of Technology in different departments. The average age of the interviewees is 

25 years old and all of them have experience and ability to make purchase in online markets

Figur 5.1 depicts the general personal profiles of respondents 

 

Figure 5.1 Personal profiles of the interviewees 

Undergraduate

EMPIRICAL DATA PRESENTATION AND ANALYSIS 

This chapter is devoted to data presentation and analysis. The data is presented and analyzed based on the frame of 
respondents on a specific issue is 

data for this study. The respondents were 

Three of the interviewees were 

of the interviewees selected 

five of them were masters’ students and the remaining three were undergraduate students of 

Lulea University of Technology in different departments. The average age of the interviewees is 

make purchase in online markets. 

 

Female

Male



 

5.2  Online Shopping experiences
 

All respondents have indicated their 

figure 5.2 below and the majority of them have similar online shopping experiences..

 

Figure 5.2 

As shown on Figure 5.2 most of the 

seven of the respondents purchase online at least frequently, only one conducts

Thus a majority of the respondents have 

developed the ability to make any kind of p

involving in online shopping.  

As summarized in Table 5.1 the respondents usually 

shoes, cosmetics, jewelry, mobiles, 

cares as well as kitchen and dining goods.

goods one of the respondents rarely
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Online Shopping experiences 

indicated their experience of buying both goods and services online

below and the majority of them have similar online shopping experiences..

Figure 5.2 Respondents′′′′ online shopping experience 

of the respondents conduct online purchasing frequently. While 

seven of the respondents purchase online at least frequently, only one conducts

respondents have similar online shopping experience 

developed the ability to make any kind of purchase from retailers’ sites as they are frequently 

 

he respondents usually buy goods online such as books, clothes, 

shoes, cosmetics, jewelry, mobiles, computer and electronic accessories, health

kitchen and dining goods. While all respondents buy FMCG and semi durable 

rarely buys durable goods such as car online.  

Occassinally, 
1

Frequently, 5

Very Ferequently, 2

goods and services online in 

below and the majority of them have similar online shopping experiences..  

 

purchasing frequently. While 

seven of the respondents purchase online at least frequently, only one conducts occasionally. 

similar online shopping experience and they have 

urchase from retailers’ sites as they are frequently 

buy goods online such as books, clothes, 

computer and electronic accessories, health and personal 

While all respondents buy FMCG and semi durable 
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Table5.1 Kinds of goods respondents buy online from retailers’ sites. 

Product FMCG Semi-Durable 

goods 

Durable Goods Number of interviewees 

buying 

Books  ����   8 

Cloth   ����  7 

Computer accessories   ����  4 

Shoes   ����  4 

Electronics  ����  3 

Cosmetics ����   3 

Mobile phones  ����  2 

Kitchen and dining 

goods (Micro oven) 

 ����  1 

Health and personal 

care 

����   1 

Jewelry  ����  1 

car   ���� 1 

 

The respondents mentioned several reasons for preferring online over offline shopping.  They 

clearly pointed out the convenience, simplicity to make purchase without exerting a lot of 

effort, and its suitability to make purchase at any time and place and the availability of different 

alternatives to compare among are the major reasons why they prefer online shopping as it is 

depicted on Table 5.2. 

Table 5.2 Respondents’ reasons for shopping online 

Reason for shopping Online Number of Interviewees 

Convenience 8 

Suitability  5 

Availability of alternatives 6 
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 All respondents describe that they, at least frequently, have a plan to purchase a product or 

have a list of products in their mind before entering retailer’s sites for shopping. However most 

of the respondents (seven) pointed out that they also browse occasionally in retailers websites 

without a plan to purchase any specific product.  

Table 5.3 Plan of Purchase before involving in to online shopping 

To what extent participants plan before 

entering into online shopping 

 

No. Of Interviewees  

Always 1 

Very Frequently 2 

Frequently 5 

Occasionally 0 
Rarely 0 

Never 0 

 

 

In line with previous findings consumers’ involvement in online shopping activities include 

both utilitarian and hedonic dimensions, Tonita, et al. (2004), described some Internet 

shoppers as “problem solvers” while others can be termed seeking for “fun, fantasy, arousal, 

sensory stimulation, and enjoyment.” Both kinds of online buyers were also identified from the 

empirical data. All the respondents at least frequently involve in online shopping with a plan or 

a list of products in their mind to purchase. Thus, they would be considered as problem solvers 

because they have some problem to address when they get into online shopping. And the same 

consumers at least occasionally, brows into such sites just for “fun, fantasy, arousal, sensory 

stimulation and enjoyment” and they can be considered as consumers seeking fun. 

 

Most of the respondents described that they at least sometimes purchase goods which they had 

no plan to buy before entering the retailers’ sites.  Figure 5.3 illustrates the frequency of such 

unplanned purchase.  

 

Engel et al. (1978), expressed unplanned purchasing as a buying action undertaken without 

either a problem having been previously recognized or a buying intention formed prior to 

entering the store. Similarly empirical data shows that respondents were involved in unplanned 



 

purchase either without a problem previously recognized or a buying intention formed before 

getting to online shopping. The majority of the 

kind of goods to purchase while navigating through online retail

(Jennifer 1999).  

 

As shown in Figure 5.3 most respondents conduct unplanned purchase

the respondents (seven), at least 

respondents rarely conducted unplanned purchase

experience of practicing unplanned purchase

Figure 5.3 Respondents

According to Stern (1962), customers 

often end up with making unplanned purchases. Similarly

sometimes conducted unplanned purchasing

consumers undergo unplanne

reminder effect, or suggestion effect or a mix of these

Table 5.4 and Table 5.5) that

effect (e.g. respondents one, three and five made because of product as reminder effect)

suggestion effect (e.g. respondent six made because of 

respondents showed unplanned buying because of pure 
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purchase either without a problem previously recognized or a buying intention formed before 

The majority of the respondents had also sometimes

kind of goods to purchase while navigating through online retailers’ sites as 

As shown in Figure 5.3 most respondents conduct unplanned purchases. While t

at least sometimes made unplanned purchase online

conducted unplanned purchase. Thus, all respondents 

cing unplanned purchase.  

Respondents’ frequency of unplanned purchase 

customers that enter a store planning to make specific purchases, 

with making unplanned purchases. Similarly, all the respondents 

conducted unplanned purchasing, although at various magnitude

unplanned purchase because of either in the form of 

reminder effect, or suggestion effect or a mix of these (ibid). Similarly empirical data shows 

) that respondents made unplanned purchase because of reminder

(e.g. respondents one, three and five made because of product as reminder effect)

respondent six made because of recommendation). However 

owed unplanned buying because of pure impulse. 

Rarely, 1

Sometimes, 5

Very Often, 2

purchase either without a problem previously recognized or a buying intention formed before 

had also sometimes decided what 

sites as suggested by 

. While the majority of 

made unplanned purchase online only one of the 

respondents had at least some 

 

 

enter a store planning to make specific purchases, 

respondents at least 

although at various magnitude. Online 

d purchase because of either in the form of pure impulse, 

Similarly empirical data shows (see 

respondents made unplanned purchase because of reminder 

(e.g. respondents one, three and five made because of product as reminder effect) and 

However none of the 



38 

 

As David and Geoff (2009), explained customers usually buy different goods online ranging 

from the least expensive FMCG (Fast Moving Consumers Goods) to the highly expensive ones 

durable goods such as car. The empirical data on Table 5.4 illustrates the kind of goods bought 

unplanned are categorized under FMCG and Semi durable goods.  

5.3 Customer Decision Making Process of Unplanned Purchasing 
 

The respondents were asked to think about, and describe, a typical unplanned buying situation 

or incidence, in their online shopping experience. They mentioned the steps they have 

undergone and the kind of goods they bought by providing examples from their online 

shopping experiences. Table 5.4 illustrates a typical incident that respondents went online 

shopping and bought goods unplanned. 

Table 5.4 A typical incident or situation respondents went online shopping and kind of goods they 
bought unplanned. 

Respondents Reasons why he/she went online Goods bought unplanned 

1 To buy storage media Bought  Camera Lens too 

2 No reason simply for browsing  Bought computer bag 

3 To buy palmtop battery Bought Stylus too 

4 To buy shoes Bought cloth 

5 To buy Micro oven Bought Coffee machines too 

6 To Buy a specific Book Bought another book too 

7 To Buy Cosmetics Bought Jewelry 

8 No reason  making browsing Bought Cosmetics 

 

As shown on table 5.4 the majority (six) of the respondents had a plan or a specific product to 

buy during this specific purchase and the remaining two had no plan to buy any specific goods 

for this incidence. Table 5.5 also depicts the steps that respondents went to make the purchase. 
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Table 5.5 Unplanned buying decision making process of a specific incidence 

Resp. Need recognition Information search Comparing 

Alternatives  

Purchase 

decision 

PPB 

1 Recognized an old 

need of buying lens 

I had information 

about the lens  I 

found it with lower 

price 

 

No 

Bought at 

the spot 

Didn’t show 

any PP behavior 

2 Recognized new need 

the moment looking 

at the photos of the 

bag from different 

angles  

 

No 

 

No 

Bought at 

the spot 

Didn’t show 

any PP behavior 

3 Recognized new need 

the moment exposed 

to the product the 

stylus while searching 

for the battery 

Searching for different 

information about 

Stylus  

Search for other 

alternative 

offers on price 

Bought at 

the spot 

Didn’t show 

any PP behavior 

4 Recognized new need 

while searching for 

shoes and attracted 

by the design of the 

cloth 

 

No 

 

No 

Bought at 

the spot 

Didn’t show 

any PP behavior 

5 Reminded an old 

need at the moment 

exposed for coffee 

machine 

I had information 

about the product 

brand and quality 

 

No 

Bought at 

the spot 

Didn’t show 

any PP behavior  

 

6 

Recognizing new 

need while reading 

the Recommendation 

 

No 

 

No 

Bought 

on the 

spot 

Didn’t show 

any PP behavior 

7 Recognizing new 

need the moment 

exposed to the 

jewelry about the 

 

No  

 

No 

 

Bought 

on the 

spot 

Went back on 

the site and 

bought another 

Jewelry 
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design, color 

8 New need 

recognition the 

moment exposed to 

the description of the 

content of the 

cosmetics 

 

No 

 

No 

Bought 

on the 

spot 

Didn’t show 

any PP behavior 

 

Table 5.5 indicates two different experiences of unplanned purchases of goods of this 

incidence. Concerning a specific incidence explained by the respondents the majority (six) of 

the respondents recognized the new need and only two of the respondents recognized the old 

need at the moment they were exposed to stimuli such as product quality, design and 

recommendation.  

 

In the case of new need recognition the large majority of respondents (six) moved to purchase 

decision by jumping over the preceding two stages. In case of recognizing the old need while 

exposed to stimulus two of the respondents had undergone internal information scanning and 

made purchase decision.  

In the actual buying activity, as described by Constantinides (2004), consumers pass through all 

or some of the five stages. The empirical data depict that none of the respondents had passed 

through all the five decision making stages as suggested by Kotler (2003), while conducting this 

typical purchase. According to Michael (2007), the amount of effort the buyers put into each 

stages differs and sometimes the decision making process is almost automatic. In line with this, 

the empirical data signify all the respondents only passed few stages to make unplanned 

purchases.  

Only one of the respondents who recognized new need when exposed to a stimulus, in addition 

to both internal and external information scanning, went further to search for other alternative 

offers in other places to make the final purchase decision.  

In both kinds of experiences (recognizing old or new need) as depicted in Table 5.5 the large 

majority (seven) of the respondents’ did not pass through the third stages of decision making 

process stages for comparing alternative offerings. They did not also show any kind of post 
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purchase behavior in the form of feedback, complain, comments etc for the purchase they 

conducted; only one of the respondents went back to the same retailers’ site and bought other 

goods again.  

5.3. Factors Influencing Unplanned Purchasing 
 

Respondents explained various factors influencing them to make unplanned purchase while 

shopping on retailers’ online stores. Shopping conveniences, personalized recommendation, 

banner ads and shopping enjoyment were mentioned as factors that had an impact on 

customers’ unplanned purchase. 

5.3.1 Shopping Convenience 
 
As shown in Table 5.3, all the respondents stated that they prefer online shopping over offline 

because of its conveniences, its simplicity to make purchase and the availability of different 

alternatives to make the right decision as Anders et al. (2003), suggested. Table 5.6 shows what 

respondents perceive to be convenient features of retailers′ website. 

 

Table 5.6 Respondents’ identified convenient features of retailers’ websites 
 

 

Respondents 

Convenient features of retailers websites 

Uncluttered  Page load 

speed 

Accessibility. Navigation. Ease of 

use 

Information 

1  ����  ���� ���� ���� 

2 ���� ���� ����  ���� ���� 

3 ���� ���� ���� ����  ���� 

4  ����  ���� ���� ���� 

5 ���� ����    ���� 

6 ���� ���� ���� ���� ���� ���� 

7 ���� ����  ����  ���� 

8 ���� ���� ����  ���� ���� 

No. of 

respondents 

6 8 4 5 5 8 
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As shown in Table 5.6 two of the Respondents pointed out Page load speed, information, ease 

of use and easy to navigate are the major convenient features of a given retailers sites.  The 

other two respondents described uncluttered website, page load speed, navigation and 

information are the convenient features of a given retailers site. Four respondents identified 

being uncluttered, page load speed, accessibility, ease of use and information are the major 

convenient features of online retailers’ site. 

According to Szymanski and Hise (2000), online shopping is thought to be convenient, 

satisfying and user friendly when the retailer’s site is fast, uncluttered, easy-to-navigate; 

accessible, ease of use and holds the necessary information. All the respondents indicated in 

Table 5.6 that information on retailers’ sites can be considered as the major convenient features 

of retailers’ sites to make purchase decision as Szymanski and Hise (2000), suggested. The large 

majority (six) of the respondents considered being uncluttered, not embedded by too many 

objects, detailed and elements, as the other important features of retailers’ sites as Szymanski 

and Hise (2000), explained. More than half of the respondents (5) also pointed out navigation, 

the possibility to move through the website to find what is required, and ease of use, 

consumer’s perception that shopping on the Internet will involve a minimum of effort, are the 

other major convenient features of retailers’ sites suggested by Szymanski and Hise (2000), and 

Oppenheim and Ward (2006), respectively. Half of the respondents (4) considered accessibility, 

the ability to be easily obtained, used, understood or appreciated, as the important convenient 

features for a given online retailers’ website matched with the idea of (Park & Kim,1991).  

 

The large majority (seven) of the respondents in Table 5.8 described that they occasionally 

entering online shopping to make extended browsing without having any specific product to 

buy. Any kind of purchase happened during this time is considered to be unplanned as Engel et 

al. (1978), described.  According to Griffith et al. (2001), Chung, and Young (2003), and Moon 

and Kim (2001), convenient website influences the experience of consumers interacting with a 

retailer’s offerings, and increase the time of navigation to find what they are looking for and 

enhance the possibility of unplanned purchase.  Similarly the empirical data shows that if 

respondents find the retailers’ site convenient they take longer time to navigate through and 

exposed to different stimuli so as to make unplanned purchase. It is also suggested by Dawson 
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and Kim (2009), online consumers are more impulsive due to the stimuli to which they are 

frequently exposed to.  

According to Marios et al. (2001), the ability to search more products, services, and information 

may lead to longer purchasing decisions with a negative impact on unplanned purchases. 

However the empirical data depicted the opposite where the majority (seven) of the respondents 

made unplanned purchasing during the time they had made extended search in retailers’ sites.  

With regard to the identified convenient features of retailers web sites the respondents pointed 

out the relative importance of these features in the decision making process of unplanned 

purchase on Table 5.7 

Table 5.7 Convenient features and their relative importance on consumer decision making process 

 

Decision 
making 
stages 

Convenient features of retailers’ websites 

Uncluttered  Page load 
speed 

Accessibility Navigation Ease of 
use 

Information 

Need 
recognition 

 
…………. 

 
………..... 

 
………….. 

Important 
(5 people) 

 
………… 

Very 
Important  
(8 people) 

Search for 
information 

Important 
(2 people) 

Important  
(5 people) 

…………. Important 
(7 people) 

………… Important 
(6 people) 

Alternative 
offerings 

 
………… 

 
…………. 

Moderately 
important 
(2 people) 

 
……….... 

 
………… 

Moderately 
important  
(2 people) 

Purchase 
Decision 

……….. …………. Important  
(2 people) 

………….. Important 
(2 people) 

………… 

Post Purchase 
behavior 

……….. ……… ………….. ………….. Important 
(2 people) 

…………. 

 

As illustrated on Table 5.7 all respondents perceive information and five of the respondents 

navigation, as very important and important features of retailers’ sites respectively for need 

recognition stage of decision making process. Two of the respondents perceive, being 

uncluttered; five of the respondents, page load speed; six of the respondents navigation and 

information as important features for information search stage of the decision making process. 

Only two of the respondents perceive accessibility and information as moderately important 

features for alternative offerings stage of decision making process. And two of the respondents 
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also perceive accessibility and ease of use as important features for purchase decision stage. 

Only one of the respondents perceive ease of use as important feature for post purchase 

behavior. 

5.3.2 Shopping Enjoyment  

 

As shown in Table 5.8 Respondent’s Involvement in online shopping the majority (six), of the 

respondents sometimes entered into online shopping just for having interest in searching for 

new information, products and services. They easily absorbed and considered online shopping 

as an enjoyment. The other respondent occasionally visits online retailers′ sites with a plan to 

buy a specific good but rarely used to get online shopping just for fun. Respondent six always 

went into online shopping only with a plan and noted that “I only get in to online retailers 

shop when I have a plan to buy a specific product I don’t really remember the time I got in to 

online shopping for simply searching or browsing.”  

Table 5.8 Respondent’s involvement in online shopping 

Respondents Experiences of online shopping involvement 

1 Involved in online shopping rarely whenever there is free time 
2 I love and enjoying browsing in online shopping. Sometimes I get involved 

in online retailers shop just to make myself relax. 

3 Sometimes I spend my time in searching for new information in online 
retailers sites  and  I love navigating through 

4 Sometimes I love navigating through online retailers sites just to search for 
information and to make myself a bit relaxed  

5 That is why sometimes I found myself in online retailers’ site even if I have 
nothing in my mind to buy. 

6 I only get in to online retailers shop when I have a plan to buy a specific 
product I don’t really remember the time I got in to online shopping for 
simply searching or browsing 

7 I feel shopping online for me is a kind of entertainment; sometimes I am 
easily taken and navigating through and looking for different products and 
services. 

8 I am frequently get online shopping having a specific product to  buy but 
Sometimes I also get in to it just for fun 
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Menon and Kahn (2002), and Mathwick et al. (2002), considered online shopping as an 

enjoyment and the empirical data also proved that the majority of the respondents (seven) are 

easily absorbed in online shopping and engaged in to online retailers’ sites without having a 

specific product to buy.  

According to Blakney and Sekely (1994), shopping experiences of consumer can go beyond the 

practical experience of fulfilling their product or services needs; “it can go further to alleviate 

loneliness, eliminate boredom, fulfill fantasies, or escape from everyday life.” Similarly the 

empirical data also indicates that the majority (seven) of the respondents were involved in 

online retailers’ sites without having a plan to buy a specific product to fulfill their product or 

service needs.  

 
According to Ghani and Deshpande (1994), Tonita et al. (2004), and Beatty and Ferrel (1998), 

intrinsic enjoyment can increase a user’s exploratory behavior and result in unplanned 

purchasing. The empirical data also shows that the majority of the respondents (seven) were 

occasionally went online shopping just for enjoyment without having a plan to accomplish a 

given purchase but end up with making unplanned purchase. Table 5.9 shows respondents 

feeling about online shopping and their arousal during online shopping. 

Table 5.9 Respondents’ feelings about online shopping and during shopping 
 

Respondent

s 

Feeling about online  shopping Arousal during online 

shopping 

Unplanned purchased 

because of enjoyment 

1 Happy, feel good Active and alert Yes 

2 Feel good and Joyful Alert Yes 

3 I feel good and happy to spend time on 

searching for new products   

Active and alert Yes 

4 Joyful, Satisfying, happy  Stimulated and alert Yes 

5 I feel happy and satisfied  Stimulated and very 

active 

Yes 

6 I feel good about it if I get in to it once 

and I made extended search 

Alert and active  No 

7 I usually feel good, joyful Stimulated and alert Yes 

8 I am so happy and joyful Stimulated, active, and 

alert 

Yes 
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As shown in Table 5.9 all the respondents have good feeling and they are happy about online 

shopping. They also become more active and alert while making online shopping and navigate 

through online retailers shop to make search or conduct purchase. 

 

According to  Childers et al. (2001), when consumers are active and alert while shopping online 

they easily get involved in extended search and absorbed by different stimuli, and encouraged to 

make unplanned purchase. Similarly, the empirical data shows that the respondents were active, 

stimulated or alert while making online shopping or navigating through retailers’ sites that 

stimulate them to make unplanned purchase.  

 
The empirical data shows that the large majority of respondents (seven) had made unplanned 

purchase because of shopping enjoyment as opposed to the idea of Koufaris (2002), that 

shopping enjoyment has no relationship with unplanned purchase. Table 5.9 illustrates the 

importance of shopping enjoyment and decision making process stages.  

 

Table 5.10 illustrates the importance of shopping enjoyment and decision- making process stages 
 

 

Respondents 

Decision making stages 

Need 

recognition 

Search for 

information 

Alternatives 

offerings 

Purchase 

decision 

Post purchase 

behavior 

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

No. Of 

respondents 

8 8        3 0 0 

 



 

As shown in table 5.10 all respondents p

need recognition and searching for information, 

shopping enjoyment as important 

making process of unplanned purchase

shopping enjoyment for the last two stages of decision making process; purchase decision and 

post purchase behavior. 

5.3.3 Personalized Recommendation
 

Respondents depicted their experience of reading or watching personalized recommendation 

on retailers′ sites on Figure 5.4. 

personalized recommendation sometimes, two of them very often and one rarely.  

 

Figure 5.4 Frequency of watching or reading Personalized Recommendation

All respondents had also mentioned about 

table 5.11.  According to Park 

recommendation helps customers find the products they would like to purchase by producing a 

list of recommended products for each given customer. Similarly

all the respondents’ observed 

purchasing and searching history

Sometimes, 5

47 

ll respondents perceive shopping enjoyment as important

need recognition and searching for information, while only three of the respondents

important factor for comparing alternative offerings

making process of unplanned purchase. None of the respondents indicates the importance of 

shopping enjoyment for the last two stages of decision making process; purchase decision and 

Personalized Recommendation 

d their experience of reading or watching personalized recommendation 

sites on Figure 5.4. The majority of the respondents (five) of them read or watch 

personalized recommendation sometimes, two of them very often and one rarely.  

5.4 Frequency of watching or reading Personalized Recommendation

mentioned about the situation of personalized recommendation

Park and Kim (2002), and Hostler at el. (2011)

helps customers find the products they would like to purchase by producing a 

list of recommended products for each given customer. Similarly, the empirical data shows that 

 lists of different products on retailers sits 

history. 

Very often, 2

Sometimes, 5

Rarely, 1

important factor for 

respondents perceive 

for comparing alternative offerings of the decision 

None of the respondents indicates the importance of 

shopping enjoyment for the last two stages of decision making process; purchase decision and 

d their experience of reading or watching personalized recommendation 

The majority of the respondents (five) of them read or watch 

personalized recommendation sometimes, two of them very often and one rarely.   

 

5.4 Frequency of watching or reading Personalized Recommendation 

the situation of personalized recommendation on 

(2011), personalized 

helps customers find the products they would like to purchase by producing a 

the empirical data shows that 

 based on previous 
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Table 5.11 Respondents Perception on Personalized Recommendation 

Respondents Respondents perception on PR 

1 It is important as long as it is short and clear it will help you in finding information 

about new product  

2 It is good for product information but the problem is the trust issue I doubt about it 

3 I don’t see the need of it I don’t think it is convincing I don’t trust it 

4 It is sometimes good for me to know about a given product and it helps me in providing 

complementary goods while searching for other goods 

5 It is quite good because it helps to make you aware about a certain products and 

reducing time for searching and has to be trustworthy 

6 It provides a marketing choice among a large number of possible alternatives as far as it 

is from trusted sources 

7 It is good in  informing people about the goods that they are looking for and helps to 

recommend you complementary products  

8 It is help full as long as it is from trusted sources and helps you to find a product that 

you may not know before 

 

All interviewees express their perception about personalized recommendation and seven of 

them have a positive perception about it and explained its importance in product information 

and recommendation as Hostler at el. (2011), suggested. Only one of the respondents 

(Respondent three) had doubt about the importance of personalized recommendation and 

disclosed that “I don’t see the need of personalized recommendation and I don’t think it is convincing 

and I don’t trust it”.  

According to Senecal (2004), recommender system used by online retailers’ is the most 

influential recommendation source for consumers. The empirical data shows that five of the 

respondents have a problem related to trust issue and they are only willing to read and watch 

personalized recommendation from retailers they trust. They read or watch personalized 

recommendation sometimes as long as the source of the recommendation is from reliable and 

trusted retailers’ stores because it provides them the relevant product information. 

 



 

 

Figure 5.5 illustrate about unplanned purchase conducted 

recommendation.  

Figure 5.5 Unplanned purchases made because

Two of the respondents had never made unplanned buying of any goods because of 

personalized recommendation; however the majority of the 

unplanned purchase of goods because of reading 

their shopping experiences apart from the specific incidences they have mentioned 

According to Abbas et al. (2008)

customers’ attention so as to conduct unplanned purchase. Similarly

that the majority of respondents

sometimes and six of them made unplanned 

recommendation.  

 

 

 

Never, 2
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Figure 5.5 illustrate about unplanned purchase conducted because of personalized 

Figure 5.5 Unplanned purchases made because of personalized recommendation

had never made unplanned buying of any goods because of 

personalized recommendation; however the majority of the respondents

unplanned purchase of goods because of reading or watching personalized recommendation in 

experiences apart from the specific incidences they have mentioned 

et al. (2008), recommendation provides natural motivation to attract 

customers’ attention so as to conduct unplanned purchase. Similarly, the empirical dat

majority of respondents (seven) at least visited personalized recommendation

and six of them made unplanned purchase because of 

Yes, 6

because of personalized 

 

of personalized recommendation 

had never made unplanned buying of any goods because of 

respondents (six) had made 

personalized recommendation in 

experiences apart from the specific incidences they have mentioned in Table 5.4. 

motivation to attract 

the empirical data signify 

personalized recommendation 

purchase because of personalized 



 

Figure 5.6 shows respondents frequency of buying unplanned because of personalized 

recommendation. 

Figure 5.6 Respondents′ unplanned buying frequency

As shown on figure 5.6 concerning the frequency of unplanned buying 

recommendation five of the 

personalized recommendation 

Respondents were also asked to explain and identify the importance 

recommendation in each stage of decision making process

depicts the importance of personalized recommendation in decision making process.

Table 5. 12 The importance of personalized recommendation in decision making process

 
Respondents Need 

recognition 
1 ���� 

2 ���� 

3 ���� 

4 ���� 

5 ���� 

6 ���� 

7 ���� 

8 ���� 

No. of 
respondents 

8 
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shows respondents frequency of buying unplanned because of personalized 

unplanned buying frequency because of personalized

As shown on figure 5.6 concerning the frequency of unplanned buying because of personalized 

ive of the respondents sometimes made unplanned purchase

personalized recommendation and one had rarely and the remaining two had never

were also asked to explain and identify the importance 

recommendation in each stage of decision making process of unplanned buying

depicts the importance of personalized recommendation in decision making process.

The importance of personalized recommendation in decision making process

Decision making process stages 

Search for 
information 

Alternatives 
offerings 

Purchase 
decision

���� ���� � 
 ���� � 
���� ���� � 
���� ���� � 
���� ���� � 
����  � 
���� ���� � 
���� ���� � 
7 7 0 

Rarely, 1

Sometimes, 5

Never, 2

shows respondents frequency of buying unplanned because of personalized 

  

personalized recommendation 

because of personalized 

unplanned purchase because of 

rarely and the remaining two had never.  

were also asked to explain and identify the importance of personalized 

unplanned buying. Table 5.12 

depicts the importance of personalized recommendation in decision making process. 

The importance of personalized recommendation in decision making process 

Purchase 
decision 

Post purchase 
behavior 
� 
� 

� 
� 
� 
� 

� 
� 
0 



 

As shown in table 5.12 all respondents

factor for need recognition, 

personalized recommendation in the second 

searching for information and alternative offerings

personalized recommendation as important factors for the

process.   

5.3.4 Banner Advertizing
 

Only two of the respondents

respondents (six) of them had only 

shows how often respondents click

 

Figure 5.7 Respondents 

According to Raman (1995), consumers have more choice over the material they view and the 

advertising and marketing communications they are exposed

control over what they are watching on the internet. Similarly the empirical data 

majority of respondents (six) were only interested to 

unprecedented control over 

illustrates respondents’ perception 

Sometimes, 2
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respondents perceive personalized recommendation 

 seven of the respondents also perceive the importance of 

personalized recommendation in the second and third stages of decision making process, 

and alternative offerings. None of the respondents perceive 

personalized recommendation as important factors for the last two stages 

Banner Advertizing 

respondents clicked on banner ads sometimes while the majority of the 

of them had only clicked rarely when they go or shop online.

often respondents click on banner ads. 

Respondents Frequency of clicking on Banner ads

consumers have more choice over the material they view and the 

advertising and marketing communications they are exposed because they have unprecedented 

control over what they are watching on the internet. Similarly the empirical data 

were only interested to click on banner ads 

unprecedented control over what they are watching or reading on internet.

perception on banner ads. 

Rarely, 6

Sometimes, 2

personalized recommendation as important 

the importance of 

of decision making process, 

None of the respondents perceive 

 of decision making 

the majority of the 

online.  Figure 5.7 

 

r ads 

consumers have more choice over the material they view and the 

because they have unprecedented 

control over what they are watching on the internet. Similarly the empirical data shows that the 

 rarely as they have 

they are watching or reading on internet. Table 5.13 
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Table 5. 13 Respondents perception on Banner Ads 

Respondent Perception on Banner ads. 

1 It is  useful and gives you information but sometimes it is really annoying it destructs 

your concentration 

2 It is good for product recommendation but the problem is the trust issue and it 

distracts from your way 

3 I don’t have any problem with it as long as it is so creative and interactive but 

sometimes annoying 

4 I really luck trust about the ban. Adv and that is why I rarely click on it. It will take you 

to other site which you may lose your way. 

5 It is good especially the creative once because it provides you some information about 

the product and price info. I only click when I want  

6 It is quite good for promotion because it is helpful that marketers are using it but 

sometimes I feel it is annoying and disturbing while doing something else. 

7 Sometimes it is good to get new product information  by the help of banner advertizing 

even though there is a trust issues  

8 I don’t have any problem about it I only click on when I want; it is quite important in 

providing information about product, design, but sometimes it is distracting my 

attention 

 

All the respondents seem to have a good perception about banner ads that it provides them 

with relevant information however only few of the respondents (two) were willing to click on 

banner advertizing sometimes. According to Coyle and Thorson (2001), dynamic and 

interactive advertisements such as banner advertisings are found to be more effective in 

producing positive consumer responses but the empirical data didn’t prove this because the 

majority (six) of the respondents clicked on banner ads rarely.  

Concerning unplanned purchase of goods because of banner ads only two of the respondents 

were able to confirm that they conducted unplanned purchase in their online shopping 

experience. The majority (six) of the respondents had only clicked on banner ads rarely and 

never conducted any kind of unplanned purchase because of banner advertizing. Figure 5.8 

illustrates unplanned purchase because of banner ads. 



 

Figure 5.8 Unplanned purchases

As shown on figure 5.9 the frequency of buying unplanned purchase because of banner ads 

only two of the respondents rarely made and the majority (six) had never made. 

Figure 5.9 Respondents’ frequency of unplanned buy

According Puneet et al. (2004)

Internet purchase behavior and has a positive effect on 

empirical data shows that the large 

adverting while shopping or getting 

conducted unplanned purchase because of 

Dreze and Hussherr (2003), 

changing purchase probabilities of consumers

Never, 6

Never, 6

53 

Figure 5.8 Unplanned purchases made because of banner advertizing

As shown on figure 5.9 the frequency of buying unplanned purchase because of banner ads 

only two of the respondents rarely made and the majority (six) had never made. 

frequency of unplanned buying because of banner advertizing

Puneet et al. (2004), exposure to banner advertising has a significant effect on 

Internet purchase behavior and has a positive effect on unplanned purchase

empirical data shows that the large majority of respondents (six) were exposed to a banner 

or getting online but they only clicked on banner ads 

conducted unplanned purchase because of it.  

supported the effectiveness of banner advertising in terms of 

changing purchase probabilities of consumers. However the empirical data shows that all the 

Yes, 2

Never, 6

Rarely, 2

Never, 6

 

made because of banner advertizing 

As shown on figure 5.9 the frequency of buying unplanned purchase because of banner ads 

only two of the respondents rarely made and the majority (six) had never made.  

 

ing because of banner advertizing 

exposure to banner advertising has a significant effect on 

unplanned purchase. However the 

exposed to a banner 

banner ads rarely and never 

supported the effectiveness of banner advertising in terms of 

empirical data shows that all the 
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respondents have a positive perception about banner ads with limited experiences of clicking 

on it and six of them didn’t make any kind of unplanned purchase because banner ads. 

 

According to Koufaris (2002), consumers who are not paying full attention to the contents of 

online promotion when buying online, they are less likely to notice products that they might 

buy on unplanned. Similarly, the empirical data shows that all respondents did not frequently 

click on banner ads and less likely to expose to products they may buy unplanned. Table 5.14 

depicts the importance of banner ads on the decision making process of unplanned purchase.  

Table 5.14 The importance of banner advertizing in decision making process of 

unplanned buying 

 
Respondents 

Decision making stages 

Need 
recognition 

Search for 
information 

Alternatives 
offerings 

Purchase 
decision 

Post purchase 
behavior 

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

No of 
respondents 

8 2            0 0 0 

 

As shown in table 5.14  while the large majority of respondents (six) even though they didn’t 

make any kind of unplanned purchase because of banner ads in their shopping experiences 

they perceive banner ads is important for need recognition and only two of them perceive 

banner ads as  important feature for information search of the decision making process. None 

of the interviewees had perceived the importance of banner advertizing in the remaining three 

parts of consumers’ decision making process stages purchase decision, alternative offerings and 

post purchase behavior. 

 



55 

 

5.3.5 Other Factors Influencing on Unplanned Purchasing 
 

The respondents were also asked to elaborate on other factors stimulating them to conduct 

unplanned buying online. Almost all (seven) of the respondents describe lower price as one of 

the factors that usually stimulate them to make unplanned purchase. Respondents had strongly 

pointed out that they had conducted unplanned purchase quite many times because of the 

lower price compared to the previous price knowledge they had about the good.  

More than half of the respondents were attracted and influenced by the design, color, shape 

and packaging of the products to make unplanned purchase in online market to a certain 

extent.  
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6 FINDINGS, DISCUSSION AND CONCLUSION 
 

This part of the paper includes the final part of the document and it explains the findings, conclusion drawn, 

managerial and theoretical implication and area of researches to be further investigated based on the gap and the 

limitation observed in this research. 

6.1 Research Problem and Research Question 
 

The research problem of this thesis was how can consumers’ behavior concerning unplanned 
purchasing online be characterized?  

This research problem was then developed in to the following two research questions: 

RQ1. How can consumers’ decision making process of unplanned purchasing online be 

described? 

 

RQ2. How can the major influencing factors of consumers’ unplanned purchasing online be 

described? 

 

The following sections will discuss findings, discussions and conclusions as regards to the 

research questions formulated in the thesis.  

6.1.1    How can consumers’ decision making process of unplanned purchasing online be 
described? 

 

The decision making process of the five stages model described by researchers (Jobber, 2001; 

Boyd et al., 2002; Kotler, 2003) is not applicable to describe the decision making process of 

unplanned purchase. The findings of this study depicted three different models of consumers’ 

decision making process of unplanned purchases online.  

Old need recognition  

When consumers sometimes exposed to a certain stimuli they remind an old need that they 

had developed before entering to online shopping. In the case of old need recognition 

respondents pass only three stages of decision making process of unplanned purchases. The 

stages consumers pass to make purchase in such kind of situation are described in Figure 6.1.  
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Figure 6.1 Respondents old need recognition of decision making process of unplanned purchase 

In this kind of decision making process consumers recognized old need when they were 

exposed to a certain stimulus such as product, price and recommendation. Then they further 

moved to internal information scanning because they already had previous information about 

the product quality, price and brand they are exposed to and finally made purchase decision 

because of the information they had. Such decision making process doesn’t include the last two 

stages of decision making process, alternative offerings and post purchase behavior.  

New Need Recognition 

In the case of new need recognition consumers only pass two stages of decision making process 

to make the final unplanned purchase and these stages are described in Figure 6.2.  

 

 

 

Figure 6.2 Respondents new need recognition of decision making process unplanned purchase  

At the beginning consumers recognized a new need at the moment exposed to a stimulus and 

then without going through to the next two decision making process stages they moved to 

purchase decision. In such kind of purchase consumers did not go through information search, 

alternative offerings and post purchase behavior stages of decision making process. The reason 

for this may be the short time that unplanned purchase made and consumers do not have 

enough time to go through all the stages. The other reason is the goods they bought unplanned 

Old need 
Recognition 

Scanning Internal 
Information 

Purchase 
Decision 

New need 
Recognition 

 
Purchase decision 
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are categorized under FMCG and semi durable goods that require relatively less time, 

information and resource compared to durable goods.  

 Decision making process 

The other decision making process identified in the study is the only respondent passes all the 

decision making process stages except the last stage post purchase behavior and this process is 

described in Figure 6.3. 

 

 

 

 

Figure 6.3 Decision making process of unplanned purchase of a special situation 

This kind of unplanned purchase seems very different as the buyer passes almost all the stage 

like planned purchase. It is uncommon to find such kind of consumers who pass all the stages 

to make unplanned purchase as unplanned purchase happens in short time it might be difficult 

for consumers to take longer time to pass all the stages to make unplanned purchase. As the 

buyer getting to another retailer’s site to compare the price or quality or brand of a product the 

kind of purchasing may be changed to plan purchase. This kind of decision making process of 

unplanned purchase might be considered as a special case that happens rarely.   

In general in the case of unplanned purchase consumers only pass fewer stages to make the 

final purchase decision. This is because unplanned purchase is completed in a short time that 

consumers don’t have time to pass through all the stages and the other reason is the kinds of 

goods consumers buy unplanned require less financial outlay and information compared to 

Durable goods.   

 

 

New Need 
Recognition 

Purchase 
Decision 

Alternative 
offerings 

Searching for 
Information 
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6.1.2    How can the major influencing factors of consumers’ unplanned purchasing online 
be described? 

 

The findings in this study also indicate the major influencing factors of online consumers’ 

unplanned purchase decision making process. Shopping conveniences, shopping enjoyments 

and Personalized recommendation are proved to be the major influencing factors of decision 

making process of unplanned purchasing.  

 

Consumers who found online retailers’ site convenient and who get involved in online 

shopping for fun or fantasy usually engaged in extended browsing to navigate through the 

retailers’ sites and exposed to different stimuli. The extended browsing and exposure to 

different stimuli will stimulate consumers to make unplanned purchase. When consumers 

exposed to different stimuli they start recognizing need and in the mean time they search for 

information that encourage them to make a quick decision. The more frequent customers were 

shopping online, the more they made unplanned purchase, probably because the increased 

exposure to various situations and stimuli. 

 

The most dominant convenient features of online retailers site is the availability of information 

and the page load speed of the site. These two features are strongly supported by all consumers. 

Consumers are highly influenced by information on the retailers’ site in the form of pictures, 

images, description, product, recommendation to make unplanned purchase. However some 

consumers didn’t consider ease of use and being accessible as convenient feature this might be 

due to the rapid expansion of the internet technologies that retailers’ have made their sites 

simple to use and accessible and these features are no longer considered as a problem for some 

online buyers.  

Consumers sometimes get into online retailers’ websites without having planned for buying any 
specific goods. In this regard, the buyers´ indicate hedonic motives for shopping. They 
appreciate only online shopping experience for its own sake, seeking fun, fantasy or enjoyment 
from the shopping experience. In such situations, customers are stimulated to buy goods 
unplanned since they are exposed to different stimuli while navigating through the site. 
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Personalized recommendation from trusted retailers, especially in the form of cross- selling is 

the other factors influencing consumers unplanned purchase decision making process. This is 

because personalized recommendation from trusted sources usually provides consumers with 

genuine and reliable product information and product alternatives to compare among and 

complementary products in the form of cross selling to support their decision making process. 

 

Shopping convenience and shopping enjoyment are important factors in influencing the first 

two stages of consumers’ unplanned buying decision making process; need recognition and 

searching for information. Whereas, personalized recommendation has an influence on the 

first three stages of decision making process of unplanned purchase, need recognition, 

searching for information and comparing alternative offerings. It is because of the available 

information and navigation through the retailers’ sites that consumers exposed for different 

stimuli to create new or remind old needs for a product. Page load speed, navigation, and 

information are also convenient features for searching information. However, all the 

convenient features of retailers’ sites seem to have a weak  relationship with the rest of the 

decision making process such as comparing alternative offerings, purchase decision and post 

purchase behavior.  

 

The more consumers search for goods or services, and navigate through the websites, the more 

consumers are exposed to different stimuli that encourage them to recognize need, search for 

information and look for alternative offerings to make quick decision.Extended browsing is one 

of the reasons why consumers developed need, search for information and compare among 

alternatives so as to make quick decision to make unplanned purchase online.  

 

The influence of banner advertizing in unplanned purchase is not clearly observed in this study 

that buyers rarely click on it and never conducted unplanned purchase of goods; but it might 

have a better influence on planned purchase by creating new need for future purchase. The 

reason for consumers not clicking on banner advertizing may be its distractive nature and the 

nature of taking buyers to other sites while engaging in some activities online.  
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The result of this study indicates that low price of goods is a factor influencing unplanned 

purchases. A price of a good that is lower than consumer’s expectation appears to increase the 

probability of unplanned purchases. However, this finding is probably because the sample for 

the study was students who, due to limited financial sources, tend to be price sensitive. 

Therefore, exposure to goods with lower price than consumer expectation appears to stimulate 

unplanned purchase. 

6.2 Conclusion  
 

The importance of describing the process of unplanned purchase and identifying major factors 

that consumers consider while making unplanned buying is important for online marketers. 

The decision process and the factors affecting the decision process need to be identified and 

taken into account by online retailers in order to stimulate consumer unplanned purchase 

which would be considered as a significant part of their profit.  

6.2.1 How can consumers’ decision making process of unplanned purchasing online be 
described? 

 
The decision making process of unplanned purchase is not applicable with the existing model 

of the five stages of decision making process as many researchers in the area of marketing 

described. The study identifies three different models of decision making process; three stages 

in the case of old need recognition and two stages in the case of new need recognition and four 

stags in special case.  With limited sample of respondents getting such different result, indicates 

that unplanned purchase is a quite complex phenomenon. 

6.2.2 How can the major influencing factors of consumers’ unplanned purchasing online 
be described? 

 
Web stores have been implementing different techniques so as to attract and get the attention 

of their consumers’ to stimulate unplanned purchase. Consumers who found online retailers’ 

site convenient and who get involved in online shopping for fun or fantasy usually engaged in 

extended browsing to navigate through the retailers’ sites and were exposed to different stimuli. 

The extended browsing and exposure to different stimuli enhance consumers to make 

unplanned purchase. Personalized recommendation from trusted retailers, especially in the 
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form of cross- selling is the other factor influencing consumers to make unplanned purchase. 

The lower prices of a product also stimulate consumers to make unplanned purchase.  

 

Shopping convenience and shopping enjoyment have a strong influence on the first two stages 

of decision making process of unplanned purchase; need recognition and search for 

information. Whereas, personalized recommendation has further influence on alternative 

offerings of the decision making process in addition to the first two stages. For encouraging 

online customers’ to make unplanned purchasing, providing the relevant information and 

increasing the page load speed so as to navigate through the site to create shopping enjoyment 

is important. 

 
In general online customers are different in many ways as they are different in their culture, age, 

sex, experience, income, education level etc. Because of the difference that exists among 

customers online retailers should consider different factors and implement appropriate 

strategies for different groups of customers they are targeting. Online retailers have to make 

sure to create conducive environment and implement best strategies for encouraging customers 

to conduct unplanned purchase. 

6.3 Managerial Implications 
 

Retailing today is more complex and competitive than ever before; generating profit is not a 

simple task; the competition in the online market is getting so strong that retailers are expected 

to increase their sales by understanding the needs of their customers and identifying the sources 

of profit. Selling on the internet and becoming successful in the fierce competition, requires 

understanding of online consumers’ unplanned buying behavior.  

As the decision lasts for short time all the available and important information should be in 

place for customers to pass through the first three stages of decision making process. If retailers 

fail to do so it may result in reduction in unplanned purchase.  

 
The web stores must provide customers with an enjoyable experience so as to encourage them 

to navigate through the sites.  
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Managers of retailers’ website need to think about providing genuine recommendation for their 

customers. So, online retailers must develop efficient recommender system that would provide 

reliable recommendation for customers.  

 
As buyers are price sensitive in online shopping for conducting unplanned purchasing of goods 

the managers must give due consideration in communicating the price of goods on time using 

whatever means whenever they make a discount. Online shopping is a recent phenomenon that 

needs to be explored more; at least online retailers should give some consideration for the 

findings of such kinds of researches. 

6.4 Theoretical Implication 
 

The decision making process of unplanned purchase is short and consumers only pass fewer 

stages to complete purchase as opposed to the five stages mentioned by (Jobber, 2001; Boyd et 

al., 2002; Kotler, 2003). The study found that consumers pass need recognition and purchase 

decision if they recognized new need and further go to information scanning for old need.    

Quite few research findings in the area of unplanned purchase online such as by Marios et al. 

(2001), the idea of extended search for more products, services, and information may lead to 

longer purchasing decisions with a negative impact on unplanned purchases may need further 

investigation because the result of this study did not signifies this.  The finding of this study 

also have proved the strong relationship of shopping enjoyment and unplanned purchase in the 

retailers’ website as opposed to Marios et al. (2001), and Koufaris (2002), suggestion. 

With regard to banner advertizing as Assael (1992), Dave C. et al. (2006), Inman et al. (1990), 

and Tonita et al. (2004), disclosed the relationship of banner advertizing and unplanned 

purchase in different ways but it was not possible to prove the relationship between unplanned 

purchase and banner advertizing in this study and needs further investigation.  

6.5 Future research 
 

Online shopping is a relatively new phenomenon and the existing studies are very limited so 

further research is required on the area. The research basically lacks triangulation as the data 

was collected only using interview. The results presented in this study are based on a small 
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sample of students who have limited financial sources. The research is only based on qualitative 

study that may be difficult to generalize so further research is required based on quantitative 

research to generalize the findings in the context of online shopping.  

 

Another limitation of this research is samples involved in the research are customers buying 

different goods from various online retailers’ sites; so the result might be very different if the 

research was conducted on specific goods such as fashion. Future researches are also required 

on specific goods or services or industries. How convenient features of retailers’ site can be 

more attractive for consumers; how to increase consumers shopping enjoyment online and how 

online environment can be best designed to increase unplanned purchases are some of the 

areas to be investigated. 
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Appendix A – Interview guide 
 

Respondent´s demographics  

• What level of education are you attending in the university? 

• How old are you? 

• Gender 

Shopping online – general questions 

1. To what extent do you buy goods online? 

2. What categories or kinds of goods do you usually buy online?  

3. Elaborate on the reasons why you buy online (instead of in-store) 

4. Do you usually make extended browsing on retailers’ websites? Please, elaborate further?  

5. Do you usually have a plan to purchase goods before entering online retailers’ websites to make 

purchase? If not why? 

6. Have you ever bought goods online that you did not have a plan to buy when you went online? 

How often has that happened? 

 

Decision making process for unplanned buying online 

 

Think of an occasion /a typical situation/ when you ended up buying a product, without having 

planned to do so when you went online: 

7. Describe what made you go to the retailer´s website.  

8. Describe when and how you recognized that you needed/wanted that particular product. 

9. Did you search or scan for other information about the goods you bought unplanned? Please, 

elaborate further.  

10.  Did you look for other alternatives to compare the goods you bought unplanned before making a 

decision to purchase? Elaborate further 

11.  Have you ever provided your comments or feedbacks to online retailers’ about the goods you 

bought unplanned? Elaborate further 

12.  Have you ever regretted /or felt uncomfortable afterwards with/ an unplanned purchase? 

Elaborate further 
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Factors influencing the decision making process for unplanned buying online 

13. What do you consider to be the most important features of an online retailer´s website for it to 

be convenient for shopping? You have mentioned …... features that make online retailers sites 

convenient. Elaborate on how important you perceive these features to be for: 

a) recognizing that you need/want the goods 

1) Very Important 2) Important 3) Moderately Important 4) of little importance 5) unimportant 

b) information search about the goods 

1) Very Important 2) Important 3) Moderately Important 4) of little importance 5) unimportant 

c) evaluation and selection of alternatives 

          1) Very Important 2) Important 3) Moderately Important 4) of little importance 5) unimportant 

d) Your decision to buy a product.  

         1) Very Important 2) Important 3) Moderately Important 4) of little importance 5) unimportant 

e) The likelihood for further purchases from the same retailer.  

         1) Very Important 2) Important 3) Moderately Important 4) of little importance 5) unimportant 

14. Describe what feelings you encounter during the online shopping experience? (e.g., feel good, 

joyful, happy, satisfactory, stimulated, active, alert) 

15. Do you easily “get absorbed” by the online shopping experience? Elaborate on how important 

you perceive shopping enjoyment to you in 

a) Recognizing your need/want of the goods? 

b) Information search about the goods? 

c) Evaluation and selection of alternatives? 

d) Your decision to buy a product? 

e) The likelihood of further purchases from the same retailer or providing any 

comments? 

16. Do you read personalized recommendation online on retailers’ websites? How often? 

17. What is your view on personalized recommendation on online retailers’ websites? Please, 

elaborate further 

18.  Have you ever made an unplanned purchase based on personalized recommendation? How 

important is Personalized recommendation  for you to 

a) Recognizing the needs for the goods? 

b) Information search about the goods? 

c) Evaluation and selection of alternatives? 

d) Your decision to buy a product?  
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e) The likelihood for further purchases from the same retailer or providing comments 

or claims? 

19. Do you read or watch banner advertising on internet and retailers’ websites? How often? 

20. What is your view on banner advertizing on online retailers’ websites? Please, elaborate further 

21. Have you ever made an unplanned purchase based on the information you get from Banner 

advertisement? How important banner advertizing for you to  

a) Recognizing the needs for the goods 

b) Information search about the goods 

c) Evaluation and selection of alternatives 

d) Your decision to buy a product.  

e) The likelihood for further purchases from the same retailer or providing comments 

or claims? 

22. You have mentioned that …………………………………. Are there any other things or features on the 

Internet that could influence you to purchase unplanned? Please, elaborate further. 

 
 
 


