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ABSTRACT 
 

 Today's dynamic environment requires an increasing awareness about consumption 

activities of the buyers who require both utilitarian and hedonic components to emphasize 

the fulfillment of their desired satisfaction. Consequently, customers' rationality is 

appealed through utilitarian consumption activities to induce their logical shopping 

experience, which can only be achieved in the context of hedonic consumption activities. 

Building on Expectation Disconfirmation Theory (EDT), this study examines the 

mediating role of hedonic consumption tendency on the con notation amid to shopping 

motivation and impulse buying behaviour with the moderating effect of time pressure 

among hedonic consumption and impulse buying behaviour. For this purpose, data was 

collected from 262 respondents and tested through a hierarchical regression model in 

SPSS which reveals that shopping motives have a positive impact on the con notation 

amid to hedonic consumption tendency and impulse buying behavior. The moderation 

impact of time pressure is insignificant on the link between hedonic consumption and 

impulse buying behavior in the Pakistani context. The study suggested a positive sagacity 

which confirms the expectation disconfirmation about the purchasing made under time 

pressure and hedonic consumption. It introduced transactional frequency which affects 

not only how customers form hedonic expectations but also how they evaluate the 

functional and esthetic performances under impulse buying behavior created through time 

pressure, hedonic consumption and impulse buying behavior. This study has great 

empirical contribution towards the marketing managers' decision making the construction 

of which can be based on our study and its subsequent pragmatic authentication. 
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INTRODUCTION 
 

 The consumption pattern of the buyers is changing rapidly for the sake of time around 

the globe because they have to buy more in lesser time. The feelings, emotions and 

attitudes towards buying have been changing as the customer needs are changing 
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(Czarnecka & Schivinski, 2019). To find out the changes in the purchasing behaviour of 

the consumers, researchers have a keen interest in findings of impulse buying for the last 

sixty years (Clover, 1950; Peck, 2006; Pawar & Belaga, 2020) and trying to find out the 

reasons for changes in buying behaviour of consumers. Zhao et al. (2019) finds that 

impulse buying behaviour has much interest to retailers and manufacturers in 

supermarkets worldwide. Products and purchase intentions are being investigated for 

decades, whereas knowledge about consumer traits is still new in research. Hence, the 

researchers are more interested to know about consumer’s behaviour more closely as the 

combined effect of shopping motivation, hedonic consumption and time pressure on 

consumer's impulse buying behaviour because of time constraints consumers (Yi-jun & 

Yi-chun, 2019). 
 

 It is noticed that the organizations are eager to enhance their sales volume and for this 

purpose, firms are using several multi-channel retailing techniques to increase the number 

of impulse buying and make it more habitual (Dawson and Kim, 2014). It is a widely 

discussed research topic since its development in the early 80s (Hausman, 2000). The 

managers now take keen interest in this concept because it helps them to increase the 

sales levels. Henceforth, it has also become a favourite research area for the social 

science researchers. In urban areas of Pakistan, buying and consumption pattern of the 

buyers is rapidly changing as the shopping from big malls and stores is going to be 

considered a social value and status for the majority of the buyers (Astuti & Sudarsono, 

2017). Since, women are believed to be consumers while marketers are assumed to be 

men (Beetles A., 2005; Sanny et al., 2020), but now the trend changing (Ratten, 2017), 

and today's marketers are catering both male and female customers. For successful 

marketing, the marketers must conduct a strong SWOT analysis to become aware of the 

strategies of the competitors so that a successful marketing campaign could be carried 

out. Consumer purchase behaviour is a well-known phenomenon that accounts for nearly 

80% of purchases in various categories (Dawes et al., 2021), which states that most 

purchases are made on impulse rather than planned purchases (Sfiligoj, 1996; 

Aragoncillo & Orus, 2018). Most of the buyings are made in big stores as shoppers 

capitulate to their desired likings. Other elements that influence buying chances include; 

technological advancements, internet development, the convenience of purchasing and 

contingencies. Consumers are more likely to make impulse purchases when exposed to 

an impulse buying stimulus and later recognize it to be an appropriate purchase (O'Guinn, 

1989; Iyer et al., 2021). Impulse buying behaviour has an immense impact on consumer 

behaviour that is considered an important area of improvement (Bayley, 1998; Hausman, 

2000). According to Sispa and Nurdin (2019), purchase intention is significantly under 

time pressure, creating biases in the consumer market. Further, the purchase of low 

involvement products lead to prejudices in determining the purchase intention. 
 

 This study examines consumers’ traits more closely as shopping motivation, hedonic 

consumption, and time constraint have a significant combined effect on consumer's 

impulse buying behaviour. This study is conducted in the Pakistani market with societal 

and behavioural gaps compared to other countries consumer markets. This research aims 

to add to the existing literature in two ways; first, extending the viability of Expectation 

Disconfirmation Theory by examining the association between shopping motivation and 

impulse buying behaviour by using hedonic consumption tendency as mediating variable. 
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Second, it uses time pressure as moderating variable on the relationship between hedonic 

consumption tendency and impulse buying behaviour. This research has comprehensively 

explained how customers' hedonic disconfirmations manifest the granular dissonance 

between their expectations and performance evaluations. 

 

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT 
 

 Oliver (1977) stated that Expectation Disconfirmation Theory is a framework for 

understanding the process of expectation disconfirmation in a consumer market. 

Customer expectation is used to determine the happiness related to the performance of a 

product or service. This effect is then arbitrated by positive or negative disconfirmation 

of consumer expectations through product or service performance. If expectations fall 

below expectations, it is negatively disconfirmed. When it performs as predicted, it is 

established and motivates others, and when it outperforms expectations, it is positively 

disconfirmed, which forbids the others. Although the EDT was developed to study 

physical items, it is now being used for a wide range of technology-related events, 

indicating that it can understand and predict consumers' reactions to technological 

artefacts in general (Deng et al., 2010). Still, the EDT is being used to infer user pleasure 

as the confirmation of pre-acceptance based on the performance of technological systems 

(Lankton et al., 2014). EDT refers to a person's responses after experiencing something, 

such as shopping or using a product. Satisfaction refers to a sentimental situation 

representing demonstrative feedback to an offering (Qazi, et al., 2017). This theory is 

based on three interconnected associations: disconfirmations and satisfaction are caused 

by the direct impact of perceived performance on customer contentment and the influence 

of expectations on perceived performance (Gillison & Reynolds, 2018). Expectations are 

used to judge fulfillment, which can be satisfied or untaken based on clear presentation 

and can be evaluated using emotions classified in every evaluation category (Gillison & 

Reynolds, 2018). According to previous researches, higher expectations lead to better 

results, and lesser expectations lead to poor results because high expectations are difficult 

to meet, even if the effort put out is likewise high, the likelihood of negative discounting 

increases (Grimmelikhuijsen & Porumbescu, 2017; Qazi et al., 2017). When expectations 

are lower, however, customers are more likely to experience pleasant satisfaction (Zhang 

et al., 2021) and this satisfaction lead to creating hedonic values among consumers, 

which establish a sort of entertaining shopping practice because of the preference they 

obtain (Deb, 2012; Atulkar & Kesari, 2017). Hedonic shopping tendency is linked to the 

expressive and sensual assistances that shoppers experience while spending and revisions 

have shown that hedonic shopping rate rises as a result of consumer purchases (Jones  

et al., 2006; Gillison & Reynolds, 2018) and motivates the consumers positively in 

creating buying intention. 
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Figure 1: Research Model Assimilating Variables of the Study 

 

 Shopping Motivation is one of the key concepts in research on consumer shopping 

behaviour which is widely discussed. It is an unusual reaction of anxiety, stress and 

excitement. Usually, when people are not doing anything, they are always ready for 

shopping and eating as these are the most popular activities with almost every individual 

(Geuens, 2004). There are various exotic stimuli and baits provided by marketers to 

engage consumers and lead them to hedonic consumption and impulse buying.  
 

 The reasons for motivation needs could be loosely grouped according to Maslow's 

hierarchy of needs (Maslow, 1968). Most often, consumers shop to get personal 

satisfaction or fulfill social needs. Other reasons can be self-actualization or psychology. 

Whatever the reason may be behind shopping, it results in more impulse buying.  
 

H1: Shopping motivation will have a positive impact on hedonic consumption 

tendency. 
 

 Generally, people buy products not only for what they can do but also for what they 

mean (Gardner and Levy, 1955) is the best example of hedonic consumption. Hedonic 

consumption emphasizes consumer behaviour that pursues sensual preferences through 

interactions with goods or services. The components of consumer behaviour that transmit 

to multisensory, fantasy, and affective features of one's encounter with products and 

considered the qualities that are influenced by factors such as how much fun it is to use 

the product and how appealing it is to look at (Hirschman & Holbrook, 1982; Khalid & 

Helander, 2006; McLean & Wilson, 2019). Impulse buying behavior of the consumer is a 

reason which fulfils the hedonic needs in resonance through hedonic consumption (Piron, 

1991; Hausman, 2000). Researchers discovered that impulse purchase addressed hedonic 

or emotional requirements for amusement, social engagement, and gratification in general 

(Hausman, 2000; Pang, 2021). This situation depicts that hedonic consumption and 

emotional elements of individual consumers drive them towards impulse purchase. 

Despite its aesthetic appeal, there is a solid reason to consider hedonic consumption as a 

significant motivator among non-economic factors (Seo, 2020). Hedonic consumption is 

viewed as a recreational pastime (Kruger, 2009). As a result, the quality of the shopping 

experience is linked to the intention to buy (Wakefield, 1998). Furthermore, hedonic 

motives are linked to in-store experiences and client happiness (Arnold, 2003). As  
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a result, when people go shopping, they buy things they didn't intend to acquire (Chen  

et al., 2018). 
 

H2: Hedonic consumption will positively affect Impulse buying. 
 

 Time pressure is often a situational component that influences consumer purchasing 

behaviour in a store setting (Iyer, 1989; Kenhove, 2005; Steenburg & Naderi, 2020). 

Impulse buying is when a buyer purchases without planning and has a short time to 

respond to a specific situation. The amount of time available to make a decision is 

frequently limited. This decision-making process is time-consuming, putting consumers 

under stress. If they have enough time, decision-makers can look for viable solutions to 

problems (Martin G, 2006; Callaghan et al., 2020). As a result, time pressure may be a 

significant factor in impulse purchases. On the other hand, if consumers have lots of time 

to respond, hours can pass without notice (Kowinsky, 1985; Bahrainizad & Ragabi, 

2018). So, we can deduce that time constraints have an impact on impulse purchases. The 

level of time pressure has a substantial influence on shopping pleasure, which influences 

shopping intention (Kim, 2008; Barainizad & Ragabi, 2018). As a result, it can be 

concluded that time constraints have a moderating effect on shopping incentives and 

impulse purchases which gives rise to the following hypotheses: 
 

H3: Time pressure has a substantial moderation influence on the link amid to 

hedonic consumption tendency and impulse buying behaviour. 
 

 Impulsive Buying refers to a purchase made on the spur of the moment and without 

prior planning (McGoldrick, 1990). Impulsive buying deals with the purchase of goods or 

rendering of services without any planned intention (Rook, 1987; Peck, 2006; Baghi & 

Antonetti, 2017). Retailers regard impulse buying as a significant phenomenon in their 

industry, and they continue to employ various marketing strategies to encourage 

spontaneous purchases (Wood, 1998). There are exotic stimuli and situations provided 

for impulse buying, which serve as shopping motivations. There may be a desire to get 

satisfied personally or socially. Often, ally impulse buying is linked to negative emotions 

(Silvera, 2008) but may serve as a way to alleviate adverse effects (Verplanken, 

2005).Consumer buying behaviour usually alters when they are out of their homes and in 

an exciting environment. Impulse purchase behaviour differs significantly as a result of 

varied experiences and normative qualities. Customers are more prone to impulse 

purchases for a variety of reasons. Consumers with high demand and shopping 

motivation for touch are more prone to impulse purchases (Peck, 2006; De Canio & 

Fuentes-Blasco, 2021), and women are more likely to fall into this category (Zhao, 2021). 

This type of thinking often leads to purchasing various things out of fun and excitement 

only, called hedonic consumption. 
 

H4: Impulse buying behaviour will be positively influenced by shopping 

motivation. 

 

METHODS 
 

3.1 Participants and Procedure 

 This study is based on a survey conducted in person and online among the business 

students studying at the University of the Punjab, Lahore, Pakistan because business 
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students from a relatively homogeneous sample have a better sense of controls for 

extraneous factors (Lankton et al., 2014). For this purpose, a convenient sampling 

technique is used based on item response theory, and 280 questionnaires were circulated 

and evaluated for the required study. Out of these questionnaires, 262 instruments with 

93.6% were found suitable for analysis after treating the missing values and outliers. The 

respondents were requested to be very fair and honest in giving responses. They were 

assured that their responses would be kept confidential and will be used only for this 

study and research purpose. Out of 280 respondents, 97 were males, and 162 were 

females. The majority of the respondents were aged between 20 to 30 years. 

 

3.2 Measure 

 Measurement items for the study constructs were drawn based on previous studies, 

and a few were reworded to fit the desired scenario in a local context. A pilot study was 

conducted, and the pilot study results showed the scale reliability using Cronbach alpha 

coefficients for all items higher than 0.7 (70%).The study used 5 points Likert scale, 

ranging from "1-Strongly Disagree to 5-Strongly Agree" for each construct item.  
 

Shopping Motivation: It was assessed based on fourteen items scale, which was 

adapted from previous studies done (Aalto-Setälä & Halonen, 2004; Chang, 

2006). 
 

Hedonic Consumption Tendency: A three-point Likert scale used to measure the 

hedonic consumption tendency in a consumer market adopted from (Hausman, 

2000).  
 

Time Pressure: Time pressure was measured with a three-item scale (Herrington, 

1995 and Oppewal & Holyoake 2004).  
 

Impulse Buying Behavior: The impulse buying behaviour was measured by a nine-

item scale (Hoch and Loewenstein, 1991; Omar & Kent, 2001; Rook D.W., 1995 

& Thomas, 1997). 
 

 The consistency of the measures is determined through Cronbach's alpha (Haier et al., 

2006; 2010; Cortina; 1993), which shows 0.89, 0.67, 0.81 and 0.76 for shopping motives, 

hedonic consumption tendency, time pressure and impulse buying behaviour, 

respectively. 

 

3.3 Data Reliability and Analysis  

 The effect of shopping motivation on hedonic consumption tendency and impulse 

buying behaviour with moderating effect of time pressure,a hierarchical regression model 

in SPSS 22 was used. Table 1 shows the mean, standard deviation, and value of Cronbach 

alpha for the given variables. 

 

RESULTS 
 

 The study was instigated with the preliminary analysis i.e.inserting the data in SPSS 

software, treating missing values and outliers through series mean and stem and leave 

graph respectively, then normality and reliability through P-Plot and Histogram (Hair et 

https://www.emerald.com/insight/search?q=Ogenyi%20Omar
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al., 2006; Graham, 2009; Cousineau & Chartier, 2010).All the results testify to the 

normality and reliability of the instruments in the given study setting.  

 

4.1 Preliminary Analysis  

 In descriptive statistics, the means of all the variableswere estimated, which are in the 

acceptable range (SM:3.87, HCT:3.82, TP:3.73, IBB:3.58). The mean values show that 

respondents were agreed regarding shopping motivation, hedonic consumption tendency 

and time pressure. At the same time, the respondents were almostnear agreeing 

onimpulse buying behaviour.  

 

Table 1 

Mean, Reliability, Correlation Table 

Variables Mean S. D. Cronbach Alpha SM HCT TP IBB 

SM 3.87 0.55 0.89** 1    

HCT 3.82 0.63 0.67** 0.69** 1   

TP 3.73 0.93 0.81** 0.48** 0.5** 1  

IBB 3.58 0.64 0.76** 0.44** 0.53** 0.56** 1 

Note: (SM = shopping motivation, HCT = hedonic consumption tendency,  

TP = time pressure, IBB = impulse buying behavior;  

**= ρ < 0.01 i.e significance level is 99%) 

 

 Alongwith this, the values of Cronbach's α were found to be above the standard value 

of 0.7 except for hedonic consumption tendency, which was 0.67 (see Table 1).A general 

rule is that an α of 0.6-0.7 indicates an acceptable level, whereas reliability of 0.8 or more 

seems a good level. However, values greater than 0.9 are not considered good as they 

might indicate a certain level of redundancy (Hulin, 2001).  
 

 The values of the table show that shopping motivation has a positive impact 

onhedonic consumption tendency (r = 0.52, P < 0.01), time pressure (r = 0.33, P < 0.01) 

and impulse buying behavior (r = 0.54, P < 0.01). In addition, hedonic consumption 

tendency is clearlyassociated with shopping motivation (r = 0.52, P < 0.01). Time 

pressure also has a positive relationshipwithshopping motivation (r = 0.33, P < 0.01) and 

hedonic consumption tendency (r = 0.27, P < 0.01). Whereas impulse buying behavior is 

positively associated with shopping motivation (r = 0.54, P < 0.01 ), hedonic 

consumption tendency (r = 0.45, P < 0.01 ) and time pressure (r = 0.37, P <0.01).  

 

4.2 Hypotheses Testing 

 The structural model of the study was examined for the proposed hypotheses and the 

results were found in line with the literature for the proposed model. The values of the 

standardized estimates in Table 2 show that shopping motivation is positively associated 

with impulse buying behavior ( β = 0.62, P <0.01) and hedonic consumption tendency  

(β = 0.44, P <0.01) whereas hedonic consumption tendency is further associated 

withimpulse buying behavior (β = 0.44, P <0.01). The table mentioned below shows that 

all the hypotheses are supported.  
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Table 2 

Regression Analysis 

Relations R-square β P Result 

SM → HCT 0.27 0.62 0.01 Supported 

HCT → IBB 0.20 0.44 0.01 Supported 

SM → IBB 0.29 0.63 0.05 Supported 

Note: (SM = Shopping Motivation, HCT = Hedonic Consumption Tendency,  

TP = Time Pressure, IBB = Impulse Buying Behavior)  

(** = ρ < 0.01 i.e. significance level is 99%) 

 

 Regarding the mediating effect of hedonic consumption tendency, the study used 

hierarchical regression to examine its role between shopping motivation and impulse 

buying behavior. The models were examined for three steps.First, shopping motivation 

was regressed with impulse buying behavior which showed a postive impact of shopping 

motivationi. Second, shopping motivation retreated with hedonic consumption tendency 

and an eminents impact was found.Third, hedonic consumption tendency was regressed 

with impulse buying behavior to check its connotation. These steps confirmed all basic 

assumptions for this study.In the hierarchical regression model, in the first step, 

demographic variables were used as controlled variables, andshopping motivation was 

used a independent vaiable to evalute its significance which was evaluated as (β = 0.62,  

P < 0.01). Hedonic consumption tendency was tested as a mediating variable which 

depicts that it significantly moderates the relationship between shopping motivation and 

impluse buying behaviour (β = 0.63, P < 0.01) which changed the direction of the 

shopping in the specific consumer market. The impact of hedonic consumption tendency 

on impulse buying behavior was also noted positive (β = 0.44, P < 0.05) which showed a 

positve but less signficant link. This show that hedonic consumption tendency partially 

mediates the association between shopping motivation and impulse buying behaviour.  

 

4.3 Moderation Analysis 
 

Table 3 

Moderation Analysis 

Predictor M1 (β) M2 (β) 

Model-1   
 Step-1   
  HCT 0.05* 0.06 

  TP 0.05 0.29 

  R² 0.26  
 Step-2   
  HCTxTP  0.07 

  R²  0.27 

  Δ R²   0.01 

Note: (HCT = hedonic consumption tendency, TP = time pressure,  

HCTxTP = Interactional Term) 
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 This study used hierarchical regression model to analyze the moderating effect of 

time pressure on the relationship between shopping motivation and impulse buying 

behaviour. The results in Table 2 show a significant impact of HCT on TP (β = 0.06  

& 0.29), and these values were used as the standard for moderating analysis. Then an 

interactional term (HCTxTP) was computed for moderation analysis. This interactional 

term was regressed with HCT and TP and the results (β = 0.04 & 0.07, ρ > 0.05) shows 

that time pressure does not moderate the relationship between hedonic consumption 

tendency and impulse buying behavior. The change in R square value is 0.01 (0.27-0.26) 

which is insignificant. So the hypothesis 4 which was established to check the moderation 

effect of time pressure on the link between shopping motivation and impulse buying 

behavior is rejected for this study. 

 

DISCUSSION 
 

 This study aims to find out the impact of shopping motivation on impulse buying 

behavior through the mediating role of hedonic consumption tendency and the 

moderating role of time pressure. For this purpose, five hypotheses were developed 

which were used to justify the proposed model. Generally, retailers offer different baits to 

customers which lure them into shopping motivations. Sometimes they offer special 

offers and prices, also they sometimes offer quality products to meet the needs of the 

shoppers. So shoppers who stay in a crowded store that has a limited number of items on 

sale or have discounted prices may experience a strong buying tendency. Bian and 

Forsythe (2012) states that retailers can deliver a feeling of fun, pleasure and excitement 

i.e. hedonic consumption tendency to shoppers by assorting the products rightly and 

creating an upscale ambiance i.e shopping motivations, thus leading to impulse buying. It 

holds for almost 80% of purchases in certain categories (Abrahamas, 1997). It has been 

suggested that most purchases are the result of impulse purchases rather than prior 

purchases (Sfiligoj, 1996). Further, this study establishes both time pressure and impulse 

buying behavior as relevant constructs for understanding the shoppers' behavior at any 

mall or any other place. Time plays a key role for shoppers.If they are having plenty of 

time, decision-makers can search for all possible strategies to solve problems (Martin G, 

2006). Thus, time pressure may be an important cause of impulse buying. On the other 

hand, hours pass without notice if the consumers have plenty of time to respond 

(Kowinsky, 1985). Thus, it is concluded that shopping motivation and hedonic 

consumption tendency play a key role in defining impulse buying behavior but according 

to the results of this study, moderating effect of time pressure is not supported. 

 

IMPLICATIONS, LIMITATIONS AND FUTURE CALL 
 

 The study contributes to the existing literature but there are still some limitations that 

should be taken into account by future researchers. This study was conducted in a 

particular setting with a particular sample at a specific location, i.e Lahore. And the 

people here show a very thriving consumer culture. Our findings may change relative to 

other consumers' cultural settings i.e. less consumer-oriented culture or other participants 

such as older shoppers.  
 

 A second limitation that concerns our findings is that usually, gender also plays a role 

in impulse buying. It is assumed that women are more impulse buyers as compared to 
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men. But the behaviour of men can also be examined regarding this. Coley (2003) states 

that women tend to impulse shop on fashion, whereas men do so for electronics. So 

future researchers can also give it a shot to find out some remarkable results. Lastly, 

product categories can also be considered to determine impulse buying behaviour 

regarding specific products only.  
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