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Abstract

This paper explores the concept of online impusirchasing behavioDrawing upon cognitive emotion
theory, we developed a model and sholWwed beliefs about functional convenience (onlirestmerchandise
attractiveness and ease of use) and about repatiseat delight (enjoyment and website communicastyle)
related to online impulskuying. The model was tested using survey data #afhcustomers of discount group
websites in IRAN. Our results showed significarfeefs of merchandise attractiveness, enjoyment,catide
store communication style, ease of use mediatetbbhgumers’ emotions. And all of hypothesis acceptdtis
article. And according to Freidman test the mogiantant factors that effect on emotion then in iteplbuying
is merchandise attractiveness then enjoyment, #ftsse two factors that are important in order amhsite
communication style and ease of use, so the desigifediscount group websites should attentionhiesé
factors that cause impulse buying.

1.Introduction

Impulse buying is a ubiquitous and unique aspéconsumers’ lifestyle. Retailers realize the aripnce of
this phenomenon, and through store layouts, propackaging, and in store promotions, they havel tigeget
consumers to be impulsive in stores (Dholakia 20Q@kr the years, impulse buying has also been reasier
by innovations, such as credit cards, telemarketimgl home shopping networks (Rook 1987). Conseltyien
impulse buying accounts for a large volume of poidsales every year (Hausman 2000). Because of its
prevalence, researchers from different discipliregsh as consumer behavior and psychology, haversho
interest in studying this behavior. A review ofsttiiody of knowledge indicates that impulse buyiag been
mainly studied in a traditional commerce setting.

In the last decade, rapid developments in imédion technology have substantially changed thddeape of
consumer behavior. The availability of 24-hour itetg through the Internet has brought about andase in
online retailing and inevitably, an increase in ulgg buying. With the Internet, consumers’ buying
opportunities have expanded through an increassebaibility to products and services and the irm@daase to
make purchases. Moreover, this new mode of shopteg eliminates the constraints of time and sphatare
often experienced by shoppers in a traditional cenam context (Eroglu et al. 2001). As a consequdnternet
shoppers can be more impulsive than traditionapgbs (Donthu and Garcia 1999). Indeed, theregknpinary
evidence that indicates that impulse buying is rambjin an online context (Greenfield 1999; Li et2000). The
distinct characteristic of an electronic commereeeg¢mmerce) context, in contrast to a traditior@hmerce
setting, is that information technology (IT) meéimthe relationship between the online consumettandnline
retailer. Based on the preliminary evidence thi behavior is prevalent in an online context, apartunity
exists to identify the characteristics of the weteiface that influence impulse buying.

To date, few researchers have studied onlinelsegpurchase behavior. For example,
LaRose (2001) identified the features that inflleennregulated buying behavior at popular
websites, but provided no empirical evidence fergropositions. Similarly, Koufaris and
colleagues (2001-2002) and Koufaris (2002) examimeplanned purchases on the Internet, but theurltees
were not conclusive. More recently, Dutta and @alges (2003) examined how implementation charatitsi
of online payment processes affect impulsive buyiebavior, but their findings were limited becao$a small
sample size. A common theme emerging from thesbestus a call for future research to understaedothline
impulse purchase behavior. For instance, Koufand eolleagues (2001-2002) call for further reseach
“understand how on-line environments can be bestgded to increase unplanned purchases. The current
research tries to shed some light on this behaviera first step in a program of research, thieaesh is
intended to focus on the phenomenon of online isgblying
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1-1.Defining I mpulse Buying

In the beginning, researchers were primarilgnested in understanding impulse buying. Reseaschave
invested considerable effort toward defining thmiteresting and complex phenomenon. The understarafin
impulse buying has also been greatly improved thinaihhe identification of the different types ofghiehavior.
Moreover, a distinction has been made between isepllying and other forms of unregulated buyingaim a
more in-depth understanding of this phenomenon. foébas of early studies was also on providing messu
which can be used to capture this interesting biehaw the next sections, a review of existing irge buying
literature is provided for a better understandifthe phenomenon.

1-1-1.Conceptual Definition of I mpulse Buying

Several researchers have proposed varying chradegefinitions of impulse buying (e.g., Rook 19&bok
and Hoch 1985; Weinberg and Gottwald 1982). Ro®&8T7), for example, defined it as an unplanned mseh
which occurs when a consumer experiences posiffeetavhen exposed to a stimulus. Piron (1991) coted
a review of these definitions and concluded thatenof them fully described this interesting and ptar
phenomenon. He identified thirteen dimensions whiele common across these various definitions plise
buying proposed by different researchers. Theste#n dimensions are summarized in Table 1-1.

Piron (1991) integrated these dimensions and pespascomprehensive definition of impulse buyingjohhs
as follows:

“Impulse buying is a purchase that is unplanned thsult of an exposure to a stimulus, and decwethe-
spot. After the purchase, the customer experieacegional and/or cognitive reactions”

From this definition, the first characteristi€ @n impulse buying is that it is amplanned purchaseThe
consumer decides to purchase the object on theafghe moment, not inesponse to a previously recognized
problem or an intention that was formed prior tingan theshopping environment (Piron 1991). The second
characteristic of impulse buying is tlexposure to the stimulug\ccording to the Merriam-Webster online
dictionary, a stimulus is “somethirijat rouses or incites to activity” or “an agerg ém environmental change)
that directly influences the activity of a livingganism or one of its parts” (Merriam-Webster Ond)i Thus,
the stimulus can be considered as the catalysthwiigkes the consumer be impulsive. The stimulusbeaa
piece of clothing, jewelry, or candy. Store atmasiyds, which can be considered as an importanbrfaot
predicting impulse buying, allows the marketer tsifion products in an enticing way to increase Lilep
buying (Dholakia 2000). The third characterisifdmpulse buying is thenmediatenature of the behavior. The
consumer makes a decision the spur of the moment without any evaluation @f tonsequences of making
such a purchas@iron 1991). Finally, the consumer experienegstional and/or cognitive reactionshich
caninclude guilt or disregard for future consequences.

2-1-1.Different Types of Impulse Buying

The understanding of impulse purchase was aisatly improved through the identification of thidfelrent
types of impulse purchase by Stern (1962). Accgrdiinhim, there are four distinct types of impytsgchases,
namely pure, reminder, suggestion, and planned Isepauying.Pure impulse buyingccurs when consumers
purchase products impulsively as defined aboves fye of impulse purchase is a “novelty or esqapehase
which breaks a normal buying pattern” (Stern 196259). Areminder impulse purchaseccurs when the
consumer is reminded of the need to buy a prodingnwhe or she sees it (Stern 1962). The consumgr ma
remember that he or she is running out of that ygebdr may recall an advertisement about the itémterest,
which sparks the impulse purchasuggestion impulspurchaseis when a consumer sees a product and
visualizes a need for it (Stern 1962). Finapilanned impulse buying when consumers do not plan for their
purchases, but search for and take advantage wigtians in the market (Nesbitt 1959).
The common link across these different types ofuilsg purchase is that the purchase is a result ekposure
to the stimulus (Piron 1991).

2.Measuring I mpulse Buying
An area of research on impulse buying has focusezbaceptualizing and measuring impulse buyingsaf
the most common measures used is provided in Table

The assumption behind these various measutbatisome individuals tend to be more impulsivantbthers.
Therefore, the aim of these measures has been ptureathe consumer’s tendency to be impulsive.
Consequently, these individuals who are impulsiilemost likely be the ones engaging in an imputsbuying
behavior.
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3. Modél construction and development of hypotheses
Fig3-1 shows our theoretical model, which is rooted in lterature on impulse buying and derives its

theoretical structure from Cognitive Emotion ThedGET). According to this, observing a stimulus ahd
consequent formation of evaluative perceptions esusmotions. Thus, beliefs can be assumed to meced
emotions (reisenzein, 2009)This structure has kbemwn to be robust in many consumer emotion stuahidsis
empirically favored over other views. We Furtherogosed an emotion—action tendency link, because we
expected that emotions led to impulsive action émetes and thus to impulse buying (Frijda, 2010¥wahg

the conceptualization of impulse buying in the eoner behavior literature, browsing behavior, u@éy, and

the overt impulse buying behavior were includedbasts of impulsive actions that are determine@options.

3.1. Theinfluence of online websites on emotion

Positive and negative effects are considerdd@a$ndependent basic emotions that are universalsa gender
and age groups, and can be found in all culturesddéfined positive affect as the extent to whigleeson feels
enthusiastic, excited, and inspired. Negative affeas defined as the extent to which a person feisksess,
irritation, and disturbance. The emotion terms ubede have been shown to be universal in consumptio
settings, such as online shopping (Etheir,2008)f#¢esed on the distinction between functional comsece
(merchandise attractiveness; site ease of use) repcesentational delight beliefs (enjoyment; websit
communication style) in our study; it has been ssggd that these website elements are likely td tea
impulsive buying behavior (Madhavaram, 2004). Maratise attractiveness is defined here as the pernegf
the size and attractiveness of the assortmenghsismes impressions of the number of products sitea
interesting offers, value for money, and whetherdpicts are aligned to fit the consumer’s interidtas been
suggested that this influences emotional respdnstae online context, the link between speciakoffgs and
positive emotions (i.e., excitement) has been shtawaccur in auctions (Bechere,2004).We therefogried
that websites with products that are in the consghieterests and have interesting offers are yikel create
positive emotions. Furthermore, we believed thaidgmerchandise attractiveness will produce lesathey
emotion (irritation). Therefore:

Hla. There is a positive relationship between perceived online store merchandise attractiveness and
positive affect.

H1b. Thereisa negativerelationship between perceived online store merchandise attr activeness and
negative effect.

The perceived ease experienced by online visitonavigating the store is important. Ethier [€2@06)found
that a positive evaluation of usability, includiegse of use, had a positive impact on positive iemotand a
negative impact on negative emotions. Thereforehypothesized:

H2a. Thereisa positive relationship between per ceived ease of use and positive affect.
H2b. Thereisa negativerelationship between perceived ease of use and negative affect.

Online store enjoyment can be stimulated by mirsithe background and visual fun effects; it tave a
significant effect on positive emotions. Van Dolehal(2008)showed that a fun website (i.e., one including
comic strips, cartoons, etc.) may create positiifeca In addition, they demonstrated that fun atpeould
offset negative effects. Therefore, we hypothesized

H3a. Thereisa positive relationship between per ceived shopping enjoyment and positive affect.
H3b. Thereisa negativerelationship between perceived shopping enjoyment and negative effect.

Website communication style is another imporfaotor: it is the subjective perception of thelestin which
the site communicates with and services its visit®ooted in store personnel literature (spark@R08ebsite
communication style mirrors the “kindness” of tlagproach (calm instead of assertive), its sodigntation
(friendly, building relationships), and demonswatiof expertise and competence (knowledge abiliye
argued that consumers’ evaluations are influenkeezligh exposure to a particular communication siyie to a
need for social presentation and cognitive consisteindividuals use socially induced cognitive aftective
strategies to match the style of those with whoeytinteract. However, this influence may occur with
conscious motivation. For instance individuals auagcally imitate their social environment, thegie without
deliberation through vicarious modeling. Applyinget logic of social contagion to website—consumer
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interactions, it seemed that consumers would respoa similar way to the communication style of thebsite.
Mccoll-Kennedy and Sparks (2003) indicated thatientlly and fair communication style led to moresipive
and less negative consumer evaluation. Thus, weedrthat a calm, friendly, and knowledgeable styteild
trigger positive, affective based evaluations bstomers with less distress. Therefore:

H4a. Thereisa positive relationship between per ceived website communication style and positive affect.
H4b. Thereisa negativerelationship between perceived website communication style and negative effect.
3.2. Theinfluence of emotion on browsing

Browsing is in-store examination of a retailerteerchandise for recreational and informationalppees
without an immediate intent to buy. Positive emagidiave been found to positively influence browsisgects
like spending extra time on shopping. Huang shothed different emotional dimensions impacted exion
decisions and concluded that online environmerds ¢reated pleasure encouraged exploration (HU20QR).
Furthermore, she suggested that negative emotikebodredom will drive away consumers, and consetiye
negatively influence exploration behavior. Therefowe hypothesized:
H5a. Thereisa positive relationship between positive affect and browsing.
H5b. Thereisa negativerelationship between negative affect and browsing.
3.3. Theinfluence of emotion and browsing on urgeto buy and impulse buying

Several researchers have shown that affecteinfles impulse purchasing: when one is experienuisgive
effect, one is more likely to engage in approa@nthvoidance behavior. Also the greater the pesgiviotion
felt by an individual, the greater the likelihoofl @verspending and impulse buying (verplanken,2001¢
therefore hypothesized:
H6a. Thereisa positive relationship between positive affect and urgeto buy.
H6b. Thereisa negativerelationship between negative affect and urge to buy.

The effect of browsing has been argued to besrdgral component in the unplanned buying procefss. |
consumers browse longer, they will encounter mdmeudi, increasing the likelihood of impulse buying
(Rook,1987). Therefore, we hypothesized:

H6c. Thereisa positive relationship between browsing and urgeto buy.

H6d. Thereisa positiverelationship between urgeto buy and impulse buy.

Figure3-1: the conceptual model of online impulse buying

4. Resear ch Design
4-1.Sampling Technique

Randomly sampling technique with electronic dgioesaire was used to sample 410 customers of digco
group sites in Iran.

4-2 Analytical technique

Data obtained from the administered questioenaitere analyze in LISREL software. This study is
descriptive-survey research that in the followitages to describe the relationship between knotofadhat
associated with online impulse buying in discourdugp sites in Iran. And for gathering data, we fige-item
questionnaire whit LIKERT scale. The reliability thie questionnaire is 0.886 in cronbach alpha.

Table 4-1:thereliability of our variables
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4-3.Demographic Characteristics of Consumers

Table 4-2 gives information on the demographiaracteristics of consumers. Majority of the regfmmis
were females constituting 59%, while males con&itu41%. The table also shows that majority of the
consumers were within the ages of 21 - 30 year%}j6@hile 25% representing 102 consumers were withé
ages of31-40, and 8% under 20 years, and als@2fsstbetween 41 to 50. Information on the educatibn
consumers depicts that 49% had bachelor educd&@idnhad primary school education, 37 % had postgmym
education, and 8% had Phd education, while 6.8 pa&tgraduate qualifications. and 36% of them were
employer, and 36% student, 18% had free work, 4&orw any work, and 4% were housewife and 1% were
retired, and from the view of internet using, 848¢ wlaily of internet, and 15% two or three timea ineek and
1% use of internet weekly.

Tabled-2: Demogr aphic Characteristics of Consumers

5. Hypothesis analyses
In below table, we can see the briefly namewfuariables, we use SEM model for testing our hiypsis so,
we use of LISREL software for analyses our hypaghesd according our finding all of hypothesisegated.

Tableb-1.the brief name of variables
The below figure is the final model of our reseatftdt derived from LISREL software.
Figure5-1: significance test

Figure5-2: t-value, the approval result of final model of research

The below table is the final result of our hypothdkat derived from our research. SEM was apptegstimate

the structural model and test the hypotheses. &ults indicated a good fit with the data (x2 =,99% 0.000;
CMIN/DF =444; GFI = 0.90; AGFI = 0.88; NFI = 0.9F| = 0.93; TLI = 0.92; CFIl = 0.93; RMSEA = 0.035).

The structural model showed that all of the hypeth accepted .the finding show that attractiveness

loaded significantly and strongly on positive amtyative effect. Ease of use, however, had sigmifieffects on
either emotion. The urge to buy was rather strordfgcted by positive effect, moderately by browsiand
rather weak by negative effect. Furthermore, tisailte showed that the urge to buy had a signifieant strong
influence on impulse buying. So, all of our hypdisenvere accepted according to SEM model. In taie you

can see the summarize of the final result of oyokiyesis.

Table5-2: thefinal result of hypothesis
6 .Freidman test

With Freidman test, we can prioritizing our varidland according that, we can have many suggestion
discount group websites.

Table6-1:theresult of Freidman test

According to above table, the more importanialdes in independence variable according to timgan are
merchandise attractiveness, enjoyment, websitesntonication style and then ease of use that in ottieir
means are 2.68, 3.50, 4.26 and 4.58.s0, we caresutigwebsites designer of discount group sitestention
more about merchandise attractiveness, such aantioeint and variety of their product, and the lovcerof
their product. They also should attention to enjegmaspect of their websites such as the animaedds
advertising and real pictures of product. All oéslk factors can cause impulse buying in discoubsites. Also
they should attention to ease use of their websiteb as good navigating of websites and the spekhding
their websites, also their websites should hawenfiy style of websites that can effect on custenterurge to
buy product impulsively.

Limitation and futureresearch

This study has several limitations that needbeohighlighted. The data collection took place rianl Thus,
future research with tested in other cultures, éeded to enhance the generalize ability of oudiigs.
Moreover, the study context included a wide ranfjelient of discount group sites, so we can notegalize
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ability finding of this research to other kind otérnet websites. Future work can focusing ontleraype of
websites.  Furthermore, other demographic varialslesuld be explored. This would provide a better
representation. Other dimensions of impulse cowddelplored. For instance, future studies couldunhel
situational and individual factors that effect ompulse buying.

Result

Our tests provided three important results: (19rceptual understanding of the online impulse byiyirocess,
(2) the role of consumer emotions in impulse hgythus confirming the applicability of CET in imge
buying situations, and (3) how online store belmafsy function as cognitive determinants of onlimpilse
buying. First, we provided insight into the onlingpulse buying process and used a sample of reglpgrs to
validate its theorized structure.

Second, although the importance of emotionsbie®sn demonstrated in online impulse buying in ganere
showed that emotions are crucial to online implisging. They seem to function as mediator betwedm®
store beliefs and impulse buying. To further vakdshis mediating role post hoc tests with two rakive
models were conducted. The first alternative adiiegtt influences of the four online store beliefsimpulse
buying.

Third, our research showed how and to what éxtetine store beliefs might trigger impulse buyifithe
structural model provided mixed support for our uasgtions. For the functional convenience beliefs,
merchandise attractiveness loaded significantly stndngly on both positive and negative effect. iHgva
symmetric effect on both emotions, merchandisadtitreness seemed to be a performance factor Singyi,
after that enjoyment had significant effect on @omt Computation of mean scores indicated a vergdgo
evaluation of the usability of the online

From a managerial perspective, our research segeral implications. First, we showed that the
representational delight and merchandise attrantis® were important to impulsive
buying settings. So to stimulate impulsive buyiogline retailers should create a calm, friendlyowtedgeable,
fun site with an attractive assortment; providitgasure when customers browse through it. Secbedatk of
significance of ease of use puts its relevancepetspective. Being a basic factor, it seems gaffido bring an
online store’s ease of use to an acceptable |&heis, allocating budgets to improve an online ssozase of use
requires careful consideration. Third, our findstgw, by making the shopping experience excitinghsiastic
and inspiring, positive emotions are triggered vaitissible impulsive
buying as a consequence.
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Thefigureand table:

Table 1-1: The Thirteen Dimensions of | mpulse Buying

Dimensions studies
Unplanned purchase Davidson 1966; Engel and Blatk®82;McNeal
1973
Response to stimulus Stern, 1962
Deliberately planned to benefit from offers Day @97
Thrill seeking Stern,1962
Decision made on the spur of the moment Davidsd@t 19
Result of a deliberation process McNeal 1973

Not a response to a previous problem

Engel andkiBlelt 1982

No prior buying intentions

Engel and Blackwell 1982

Sudden and spontaneous desire to act

Rook 198k, &&mbHoch 1985

State of psychological disequilibrium

Rook and HA&B5

Psychological conflict and struggle

Rook 1987; Ranokl Hoch 1985

Reduction of cognitive evaluation

Rook and Hoch3.98

No evaluation of consequences

Rook 1987; Rook aahH985

Table 2.1: Common | mpulse Buying M easur es Construct Sour ce Description

construct

source

description

Impulsive Purchase behavior

Rook and Fisher 1995

gré@eto which a subject will
make an impulsive purchase
decision based on a
scenario.

Buying Impulsiveness Scale

Rook and Fisher 1995

A consumer’s tendency to buy
spontaneously, unreflectively,
immediately, and kinetically.

Buying Impulsiveness Scale

Donthu and Gilliland 1996

Degree to which a pensononly
indicates
that he or she engages in unplani
consumer
choice, but likes to purchase in th
way.

ed

Impulse Tendency Scale Mick 1996 Extent to which a consumer is
likely to make unplanned,
immediate, and unreflective
purchases.

Consumer Impulsiveness Scale Puri 1996 Provides a measure of “people

chronic values
towards impulsiveness.”

Impulse Buying Tendency

Weun et al. 1997

Degree to which an individual is
likely to
make unintended, immediate, and

unreflective purchases.”
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Functional convenience

Merchandise

attractiveness

H1a
N——
ﬁ.
Ease of use H3a
H4a H6a
\ H5a
i Héc Hé6d
Representational delight }‘rlnrgilts‘.)ivilg
H1b' H6b
Website
communication
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figure3.1:the conceptual model of research

Table 4-1:thereliability of our variables

Urge Impulse browsing Negative Positive Websites Ease enjoyment Merchandise
to buying effect effect communication of use attractiveness Variables
buy style
0.85 0.86 0.96 0.962 0.88 0.814 0.902 0.79 0.89 Cronbach
alpha
Tabled-2: Demogr aphic Characteristics of Consumers
Demographic category percentage Count(n)
Gender Male 41% 168
Female 59% 242
AGE Under 20 8% 33
21-30 65% 246
31-40 25% 102
41-50 2% 8
Upper50 0% 0
Education Bachelor 49% 201
Primary 6% 25
school education
Post-primary education 37% 151
phd 8% 33
Career Employer 36% 148
Student 36% 148
Free work 18% 74
Housewife 4% 16
Retired 1% 4
Jobless 4% 16
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Table5-1.the brief name of variables

Brief name variables
GA Merchandise attractiveness
SE Ease of use
SA enjoyment
SEW Websites communication style
Gl Web browsing
PE Positive effect
NE Negative effect
TKN Urge for buy
KN Impulse buying
3843 GAL \\ PE1 -] 71
4049~ GA2 |~ j23 [[PE2 ]-32.15
39.14 = GAB |-=—13 70 _ [ BB Jess
3505+ GAd |=—100% '
2s6-] GAS |~ [NEL 4633
3248l SE1 | |m._ N ]~3436
3743~ SE2 —-—13? *'44.?4
3874 SE3 |54 Gl [=19.25
. 804 14 48

30.15 SA]l |=—0.39
3061 SAZ |~ 656
31.15 /
3603~ SEWL |~ .,

2927+~ SEW2 *——;gg
37 85 :’/13_13 2.15

36.04 SEwW4

)]
II

S
@
i

{hl
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Chi-Square=801.46, df=444, P-wvalue=0.00000, RMSER=0.033

Figure5-2: significance test
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Figure 5-3: t-value, the approval result of final model of research
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Table5-2: thefinal result of hypothesis
result t-value Load factor effect Hypothesis

accepted 3.87 0.33 Direct Hypothesis1
accepted 4.68 0.27 Reverse Hypothesis2
accepted 7.37 0.77 Direct Hypothesis3
accepted -5.68 -0.31 Reverse Hypothesis4
accepted 6.43 0.59 Direct Hypothesis5
accepted -6.51 -0.43 Reverse Hypothesisé
accepted 6.60 0.60 Direct Hypothesis7
accepted -5.39 -0.37 Reverse Hypothesis8
accepted 6.44 0.57 Direct Hypothesis9
accepted -3.02 -0.31 Reverse Hypothesis10
accepted 7.43 0.78 Direct Hypothesisi1
accepted -3.18 -0.17 Reverse Hypothesis12
accepted 2.86 0.87 Direct Hypothesis13
accepted 9.50 0.77 Direct Hypothesis14

variables

Table6-1:theresult of Freiddman test

Merchandise attractiveness 2.68
enjoyment 3.50

Website communication style 4.26
Ease of use 4.58

0.000
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