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Abstract

This paper explores the impact of product diversity on consumers’ online
impulse purchase intentions in the context of e-commerce development, and
finds that product diversity has a significant negative impact on consumers’
online impulse buying intentions. Compared with the great product diversity,
consumers have higher online impulse buying willingness when they do not
have many choices. Further, we found that this effect is regulated by different
shopping objects (oneself vs. intimate others). At the same time, information
processing fluency plays a mediating role in this effect.
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1. Introduction

With the advent of the “Internet +” and “Big Data” era, consumers’ shopping
mode is gradually shifting from traditional physical store shopping to online
shopping. Online shopping has become an indispensable part of consumer’s
daily life, and even gradually began to replace the original dominant entity con-
sumption. More businesses and scholars begin to pay attention to online shop-
ping, especially online impulse buying. Due to the convenience of the network,
online products are becoming more various, and 50% - 80% of online shopping
comes from impulse buying. However, in the case of consistent prices and other
conditions, will the diversity of products affect consumers’ online impulses to
purchase the product? At the same time, many people have such experience that

when they are browsing on the Internet to buy something for themselves, sud-
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denly they browse a product and feel that the product is very suitable for their
family or good friends, in the case of price and quality assurance, they would
place an order for their family or friends immediately. In the real business envi-
ronment, the e-commerce marketing activities are mainly to stimulate consum-
ers to buy for themselves, and every special festival such as Mother’s Day,
Children’s Day and other festivals, online businesses will do a series of targeted
promotional and thematic activities to attract customers to buy products or gifts
for mothers, children, etc., to stimulate sales of specific products or seasonal
products. Therefore, will different shopping objects (buying for themselves, or
for intimate others such as family and good friends) have different impulse dif-
ferences in online shopping? If there are differences, what are the causes of the
difference? Many of the above phenomena and problems are subject to further
research.

At present, there are abundant studies on consumers’ online impulsive buy-
ing, but most of them are from the perspectives of cultural differences, remote-
ness, expected regret, product type, price promotion, online store image, and
consumer traits. And few people pay attention to product diversity and whether
they purchase for themselves or for intimate others (Hausman, Siekpe, 2009;
Parboteeah, 2009) [1] [2]. It is widely believed that the more products available,
the more likely consumers are to buy (Broniarczyk, Hoyer & McAlister, 1998)
[3], and most studies generally default to people buy things for themselves. But
in actual online shopping, individuals not only buy items for themselves but also
for family and friends, intimate others (Dunn, Aknin, Norton, 2008) [4]. At the
same time, studies have found that there are more products to choose from,
consumers do not buy immediately, but there is a phenomenon of delayed selec-
tion (Polman, 2012) [5]. Based on the above situation, this research is mainly
from the perspective of product diversity, and then the mechanism of consum-
ers’ online impulsive purchase intention is discussed. At the same time, this ar-
ticle also explores whether consumers’ impulse purchase intention varies when
they buy for themselves or for intimate others. From the perspective of product
diversity and shopping objects (oneself-intimate others), this study explores the
impact of both on online impulse purchase intentions, the theory of product di-
versity, online impulse purchases, and self-decision decisions would be enriched,
and new research perspectives for online impulse buying are also being pro-
vided.

At the same time, in the actual life, the research conclusions of this study also
enable online merchants and enterprises to make full use of the research results
in marketing and promotion, and the businesses and enterprises could adopt
practical product mix and promotion plan for different shopping objects, in or-
der to promote consumers’ online impulse buying behavior, and obtain more
profits and benefits. Based on the above summary, this article is dedicated to cla-
rifying the following issues:

1) When consumers shop online, they often face different product choices. So,

if other factors such as price remain unchanged, will the diversity of products
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affect consumers’ willingness to buy online? Will there be any difference in
product diversity? If so, what is the difference?

2) Exploring the mediating role of information processing fluency. This article
mainly explores the mediating effect of information processing fluency on
product diversity and consumers’ online impulse buying.

3) Exploring the adjustment role of shopping objects (oneself-intimate oth-
ers). By manipulating the shopping objects, its influence on the fluency of con-
sumer information processing would be explored, and then in the context of
purchasing for oneself or intimate others, the differences of consumers’ online

impulse buying willingness would also be explored.

2. Theoretical Framework

2.1. Product Diversity and Online Impulse Purchase Intention

According to classical economics theory, if consumers have more choices, con-
sumers will find more satisfied with the product. In the field of psychology, some
scholars believe that the more choices consumers have, the more self-control
they need, which will make consumers pay more attention to their inner desires
and satisfaction. Traditional marketing believes that the more choices a mer-
chant offers to a customer, the better the effect, because they believe that the
higher the diversity of the goods, the more sensitive the consumer needs, the
quicker choice (Kahn, Wansink, 2004) [6], from the many choices When judg-
ing, I feel more autonomy, and the diversified needs are more satisfied when
making choices (Ratner, 2002) [7]. One of the important interests of consumers
is that they are free to make choices that satisfy themselves in a wide range of
products. The more product options consumers face, the more likely they are to
buy the ideal product (Broniarczyk, 1998) [3], the easier it is to buy the product.
However, the reality is not always the case. Some scholars have found that when
consumers have too many options, it is very difficult to choose the most satis-
factory products and purchase them. At this time, consumers are more willing to
delay or not choose. At the same time, consumers generate more negative emo-
tions (Schwartz, 1983; Chernev, 2003; Iyengar, 2000) [8] [9] [10], while negative
emotions can inhibit consumer buying behavior; at the same time, some scholars
find that during the sales process Properly reducing the number of products in
the selection set will lead to an increase in performance (Boatwright, Nunes,
2001) [11]. Studies have shown that as the number of alternative products in-
creases, there is a phenomenon of “select overload” (Chernev, 2003; Schwartz,
2004) [9] [12]. “Selecting overload” means that the more choices are offered to
consumers, the easier it is for consumers to experience the difficulty of choice,
leading to delayed decision making or even no decision making, and reduced
consumer satisfaction and more likely to produce regrets (Iyengar, 2000) [10].
Consumers often face different product options when they shop online, rang-
ing from products with low diversity of only two options to products with more

than a dozen options. It is also easier to motivate impulse buying behavior in on-
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line shopping situations. When the diversity of products offered online is low,
consumers are faced with fewer products to choose from, and it is easier to
process product information, and the trade-offs and comparisons are less diffi-
cult (Iyengar, Lepper, 2000) [10]. Easy to make choices. At the same time, when
it is easier to choose, the satisfaction of choice is higher, which leads to positive
emotions, and positive emotions will enhance consumers’ willingness to pur-
chase. Since online stores break through the limitations of the time and space of
physical store shelves, most online stores tend to offer consumers a richer range
of products. When the degree of product diversity is higher, that is, the more
products that consumers can choose, the consumers face too much product in-
formation, and spend more time and energy on product information processing
and trade-off comparison (Iyengar, Lepper, 2000) [10], paying more cognitive
efforts, greatly increasing the difficulty for consumers to compare and select the
final product (Chernev, 2003) [9], may reduce consumer satisfaction, lead to
more regrets (Madhavaram, 2004) [13], thereby reducing the impulses and de-
sires of consumers to buy. On the other hand, the higher the product diversity,
the more difficult it is to choose, the more likely it is to trigger consumer nega-
tive emotions and reduce the self-confidence of consumer choice (Chernev,
2003) [9]. Negative emotions and low self-confidence also have a certain inhibi-
tory effect on consumers’ willingness to buy online impulses (Floh, Madlberger,
2013) [14]. Therefore, this study proposes the hypothesis:

H1: Product diversity has a significant direct impact on consumers’ wil-
lingness to online impulse purchase intention. Consumers have a higher
willingness to purchase online impulses when product diversity is low.

2.2. Information Processing Fluency

The online purchase decision refers to the process in which consumers select
and purchase satisfactory products from two or more items on the network
platform. The essence is that the consumer processes the information of the
product and eventually converts it into a process of buying or abandoning the
purchase. Information processing fluency refers to the ease of how people feel
when processing information (Jacoby, Dallas, 1981) [15]. Products that match
people’s hobbies and things that match lifestyles, or that are easy to identify and
process, are more likely to motivate their preference for products or to enhance
the perception of something, and then to streamline products or information.
Processing. The influence of fluency on individuals is not only reflected in the
cognitive aspect, but also has an effect on the individual’s attitude towards and
follow-up behavior. In the study of purchasing behavior, the fluency of product
information processing will affect the impulse buying behavior, that is, the high-
er the fluency, the stronger the willingness to purchase. On the one hand, when
people’s information processing is relatively smooth, there will be a relatively
easy and smooth feeling, which will produce a pleasant experience, which will

stimulate a more positive mood. Consumers will attribute this more positive
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feeling to the information processing object they face, and will make a simple
and emotional treatment of the object, resulting in more positive behavior and a
stronger preference for information processing objects. (Schwarz, 2004) [12], it
is easier to generate impulsive buying intentions (Strack, 2004) [16]. On the oth-
er hand, when individuals feel that the information is easier and smoother, they
tend to think that their behavior is “correct”, and the behavior associated with
the thing or the subsequent behavior tends to increase (Avnet, Higgins, 2006)
[17]. When individuals feel that the information they receive is not so easy to
understand and that information processing is difficult, they are committed to
finding reasons to reduce difficulties, paying more time and energy to think and
compare, and making it easier to postpone decisions (Novemsky, Dhar, Schwarz,
& Simonson, 2007) [18].

In this study, consumers need to process information on products offered by
online stores when making online purchase decisions. When the degree of
product diversity is low, the product information is relatively small, the
processing and processing of product information is easier, and the products can
be compared relatively quickly (Iyengar, Lepper, 2000) [10], at this time, a rela-
tively high experience will be experienced. Information processing is fluent and
produces positive emotions. At this time, consumers tend to attribute this posi-
tive emotion to the product itself, and then have a strong preference for the
product (Schwarz, 2004) [12], with a stronger impulse to buy (Strack, 2004) [16].
When the degree of product diversity is high, the amount of product informa-
tion is large, consumers need more processing information, and the difficulty of
trade-offs and comparisons increases (Iyengar, Lepper, 2000) [10]. Consumers
need to pay more cognitive efforts. (Gourville, Soman, 2005; Greifeneder, Schei-
behenne & Kleber, 2010) [19] [20], which greatly increases the difficulty for
consumers to choose the final product (Chernev, 2003) [9], making it easier for
consumers to postpone decision making (Novemsky, Dhar, Schwarz, & Simon-
son, 2007) [18], impulsive purchase intention is reduced. Therefore, this study
proposes the hypothesis:

H2: Information processing fluency mediates between product diversity

and online impulse purchase intention.

2.3. Shopping Object

When individuals face the exact same buying scenario (decision issues), there
are certain decision differences or deviations between buying for themselves
(making decisions for themselves) and buying for others (making decisions for
others) (Lu, Xie, Xu, 2013) [21]. In theory, if the individual is completely ration-
al, then whether it is for himself or for others to make purchasing decisions, it
should be the same, there will be no deviation. However, in reality, it is impossi-
ble for people to make decisions that are completely rational. According to
Bounded Rationality theory, individuals’ own experiences, knowledge, and limi-

tations of the external environment can influence individual decision-making,

DOI: 10.4236/ajibm.2019.93046

684 American Journal of Industrial and Business Management


https://doi.org/10.4236/ajibm.2019.93046

Y.Y.Wuetal.

making it impossible for people to make completely rational decisions in deci-
sion-making, not to mention the need to transform roles for themselves or oth-
ers. Make a choice.

This article studies whether to buy for intimate others or to buy for yourself,
which is essential for making decisions for themselves or for others. Studies
have shown that there are certain differences in the weight of the attributes of
things for their own decisions and for others. The study found that consumers
are more likely to indulge in hedonic consumption when buying for others, and
more inclined to cautious practical consumption when buying for themselves,
and the reason for this difference is the change of expected guilt caused by he-
donic consumption (Lu, Liu & Fang, 2016) [21]. Novak think individual when
making purchase decisions, you need to consider the psychological state of
change, the need of interests and benefits, the main purpose of the purchase
products, etc. So they explored the differences between different online pur-
chase behavior [22]. When individuals make decisions for themselves, they will
pay more attention to the detailed local features (workplaces, house features,
etc.) at the edge of things, and pay more attention to the specific implementa-
tion process of the final state of things, preferring simple and easy options.
When making decisions for others, they will not consciously pay more atten-
tion to the core information characteristics related to the target (such as work
pay, etc.), and care about the ultimate state of things. In the shopping situation,
individuals are more accustomed to considering the factors affecting the prod-
uct’s multiple angles (such as quality, size, color, and others’ evaluation) when
purchasing products for themselves. They believe that each factor is equally
important and should be equal. Consider, choose the highest score for each
factor. When purchasing products for intimate people, they tend to identify an
important attribute (such as quality) based on the “others” preference or based
on their own understanding of “others”, and select the best in this dimension.
(Kray, 2000) [23]. There are also differences in the choice of overload between
yourself and others. Consistent with previous research, Polman (2010; 2016)
[24] [25] found that when individuals make decisions for themselves, there is
an option overload effect, which is reversed when making decisions for others.
That is, when making decisions for others, the more options you have, the more
satisfied you are. A 2008 study found that people feel happier when shopping
for others and shopping for others (Dunn, Aknin, & Norton, 2008) [5], making
it easier to buy.

The difference in processing process proposed by Pollai and Kirchler (2012)
[26]. Further illustrates the differences in information processing between indi-
viduals in their decision-making for themselves and for others. When making
decisions for themselves, individuals tend to focus on a variety of information
(Laran, 2010) [27], which will take into account multiple factors, give equal
weight to all aspects, weigh the comparison, choose the best, and pay more rec-

ognition. Knowing to work on information processing (Greifeneder, 2010) [20].
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When making decisions for others, more attention is paid to an important di-
mension (Laran, 2010) [27]. The best choice for this dimension is less informa-
tion processing and less cognitive effort. Based on the above analysis, this study
believes that when shopping online, when consumers buy products for them-
selves, consumers tend to pay attention to a variety of information (Laran, 2010)
[27], pay more attention to the edge characteristics of things (Liviatan, 2008)
[28], when product diversity When the relevant information changes, the degree
of information processing changes, when the product diversity is high, the de-
gree of information processing increases, and more cognitive efforts are required
(Greifeneder, 2010) [20], making it easier to postpone decision making (No-
vemsky, Dhar, Schwarz &Simonson, 2007) [18], impulse purchase intentions are
reduced. At the same time, according to the choice of overload effect, the more
choices, the consumers face excessive information processing and trade-off
comparison, the information processing fluency is lower, the satisfaction of
choice is decreased (Polman, 2012) [29], more willing Delayed selection (No-
vemsky, Dhar, Schwarz, & Simonson, 2007) [18], impulsive purchase intentions
are reduced. When purchasing products for intimate others, consumers tend to
respond to products according to a certain dimension (such as other people’s
preferences) (Laran, 2010) [27], less product information processing, higher in-
formation processing fluency, and easier for consumers to make. Positive deci-
sion-making, impulsive purchase will be stronger. At the same time, when shop-
ping for others, individuals will perceive more happiness, which in turn will
generate positive emotions, while positive emotions will enhance consumers’
online impulse purchase intention. Therefore, this study proposes the following
assumptions:

H3: Shopping objects has moderate effect on the impact of product diversity
on consumers’ online impulse purchase intention. When purchasing products
for Intimate Others, There is no significant effect of product diversity on con-
sumers’ impulse purchase intention. However, when purchasing products for
themselves, product diversity effects negatively on consumers’ impulse purchase

intention.

3. Study 1

Study 1 was conducted to test hypotheses 1 and 2. We test the impact of product
diversity on consumers’ online impulse purchase intention, and test the mediat-

ing role of information processing fluency.

3.1. Subjects and Procedure

The experimental scene of this study was set in the online shopping environ-
ment. The young people group was selected as the test sample, where most of
them come from universities. The study will focus on consumers mainly consist
of students, and have online shopping experience between the ages of 18 and 30.
Therefore, the first experiment is going to distribute questionnaires online by
sending links, and invite students to participate in it. For the choice of sample,
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We selected 12 college students in Guangzhou who have more than 8 years of
rich online shopping experience and have shopping greater than 15 categories
for interviews and questionnaires. The most frequently mentioned products
were USB, clothes, stationery, digital electronics, shoes, food and daily necessi-
ties. In the pre-test, we conducted the screening process of the experimental
products, and found that USB is a product for daily use compared with clothing
and other products, and the subjects have no greater preference for USB, which
is more suitable for the experiment to control other influencing factors for better
manipulation. So we chose one popular USB as the experimental object.

The Experiment 1 was a 2 (product diversity: high vs. low) single factor group
design. Participants were randomly assigned with two different questionnaires,
products with high diversity group and low diversity. The experimental ques-
tionnaire consists of four parts, including introduction, experimental scenarios
and variable measurement and basic information of the participants. The expe-
rimental scenario mainly refers to the impulsive study of Rook & Fisher (1995)
[30], Rook and Fisher using the scenario hypothesis. In order to comply with the
thinking habits of Chinese online shopping consumers, this study has made ap-
propriate modifications.

The specific experimental scenario is: You are browsing an online store online
and planning to buy a mouse. When browsing this store, you stumbled upon a
promotion of an USB in it, and found that the quality of this USB is guaranteed,
the design and style are very novel, which is the type you like, and the price is
very suitable.

The manipulation of product diversity is mainly reflected by displaying dif-
ferent numbers of product images on the product selection page. After reading
the scenario described above, they were asked to choose from the following op-
tions (experimental questionnaire): I have a strong desire to have this USB; I
have a strong desire to buy this USB; If I do not buy this USB, I will not be satis-
fied; I am more likely to buy this USB; I really want to get this USB. Finally, the
basic information survey of the participants included gender, age, education,
monthly expenses, and online shopping frequency.

Referring to the previous research on online impulse purchase, there are many
factors influencing consumers’ online impulse purchase. This study carried out
related treatments during the experiment. First, select the USB with the same
gender acceptance as the experimental stimulator, and exclude the influence of
gender on the experimental results. The online browsing does not involve the
description of the shopping page and the specific product brand, and controls
the website design and brand results. Second, in the description of the product
does not involve price, promotion, etc., the study will control price factors and
the impact of promotion on experimental results; third, the study will carry out
basic statistics such as gender, age, shopping frequency. At the same time, the
effects of gender, age, shopping frequency, etc. on the experimental results were

excluded.
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3.2. Results

The experimental samples of Experiment 1 were divided into 2 groups, 40 sam-
ples in each group, a total of 80 questionnaires were distributed, and 72 samples
were actually recovered. There are 69 valid questionnaires in total after remov-
ing the failed questionnaires. The effective rate of the questionnaire was 95.83%.

The Cronbach’s alpha of online impulse purchase intention is 0.93 (agpp; = 0.93).

The Cronbach’s alpha of product diversity is 0.81 (@yoquct diversity = 0-81). AND the
Cronbach’s alpha of the information processing fluency is 0.85 (iugormation processing

fluency = 0.85).

Manipulation Check. A one-way ANOVA showed that the product diversity
when the product option was 10 was significantly higher than the product op-
tion of 4 (Mygh product diversity = 3-77> SD = 1.09, Mig, product diversiey = 499 SD = 0.97, F
(1, 68) = 23.68, p < 0.05). Therefore, product diversity is effective in the mani-
pulation of online impulse purchase intention.

Hypothesis Check. The impact of product diversity on online impulse pur-
chase intention. A one-way ANOVA, product diversity as an independent varia-
ble and consumers’ online impulse purchase intention as a dependent variable,
showed that product diversity on consumers’ online impulse purchase intention
is significant (F (1, 68) = 35.65, p < 0.05), Consumers with low product diversity
have more willingness to impulses purchase than high product diversity group
(Migw product diversity = 4-61, SD = 1.26; Myigp, product diversity = 2-85, SD = 1.18), so it is as-
sumed that H1 is verified showing in Figure 1.

First, we tested the significance of cin Equation (1) (8= -0.59, t(c) = =5.97, p
< 0.01). Second, We tested the significance of a in Equation (2) (f= -0.52, t(a) =
—4.92, p < 0.01), indicating that the independent variable has a significant influ-
ence on the mediator variable; Third, We tested the significance of b in Equation
(3) (B =0.52, t(b) = 5.30, p < 0.01), indicating that the fluency of information
processing has a significant mediating effect on product diversity on consumers’
online impulses purchase intention. Then we test ¢ of the equation (8 = —0.32,
t(c’) = =3.34, p < 0.05), indicating that the complete mediating effect of informa-
tion processing fluency is not established, so there is a partial mediating effect.
Using Bootstrap analysis in the 95% confidence interval, the results showed that
the confidence interval of the mediation of information processing fluency
(LLCI = -1.2537, ULCI = -0.4507) does not contain 0, which shows that infor-
mation processing fluency has played a mediating role in product diversity and
consumer online impulse purchase intention. So hypothesis H2 has been vali-
dated.

Discussion. Providing support for hypotheses 1 and 2, study 1 demonstrated
that when product diversity is low, consumers’ online impulse purchase inten-
tion is higher than that of product diversity is high; information processing flu-
ency has played a mediating role in product diversity and consumer online im-

pulse purchase intention.
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Online Impulse Purchase Intention

5 4.61

-

Product Diversity Low Product Diversity High

The main effect of product diversity

Figure 1. Study 1 results.

4. Study 2

Study 2 was conducted to test hypotheses 1, 2 and 3. We test the impact of
product diversity on consumers’ online impulse purchase intention, and test the
mediating role of information processing fluency. We also examined the mod-

erating role of shopping objects.

4.1. Subjects and Procedure

The experimental scene of this study was set in the online shopping environ-
ment. The young people group was selected as the test sample, where most of
them come from universities. The study will focus on consumers mainly consist
of students, and have online shopping experience between the ages of 18 and 30.
Experiment 2 was conducted in the laboratory. We explained the purpose of the
experiment and some considerations to the participants. The experimental re-
sults will be used for academic research. Four questionnaires were randomly
distributed to the participants. For the choice of sample, we interviewed 12 uni-
versity students in Guangzhou, where the most frequently mentioned products
were clothes, stationery, digital electronics, shoes, food and daily necessities, so
we chose pens as the experimental object.

The Experiment 2 design is a 2 (product diversity: high vs. low) x 2 (shopping
Objects: Oneself vs. Intimate Others). Participants were randomly assigned with
4 different questionnaires, products with high diversity group and low diversity.
The experimental questionnaire consists of four parts, including introduction,

experimental scenarios and variable measurement and basic information of the
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participants. The experimental scenario mainly refers to the impulsive study of
Rook & Fisher (1995) [29], Rook and Fisher used the scenario hypothesis. In or-
der to comply with the thinking habits of Chinese online shopping consumers,
this study has made appropriate modifications. The specific experimental scena-
rio is:

Recently, you/your good friend Julia is about to have a birthday, and you plan
to buy a CD online as a birthday gift for yourself/her. However, you accidentally
found a pen while browsing the web. You find that the quality of this pen is very
good. Its style belongs to your friends’ favorite style, and the price is very suita-
ble. You can accept its price. At the same time, You/You remembered Julia have
been paying attention to the brand and like its classic series.

The manipulation of product diversity is mainly reflected by displaying dif-
ferent numbers of product images on the product selection page. After reading
the scenario described above, they were asked to choose from the following op-
tions: I have a strong desire to have this pen; I have a strong desire to buy this
pen; If I do not buy this pen, I will not be satisfied; I am more likely to buy this
pen; I really want to get this pen. Finally, the basic information survey of the
participants included gender, age, education, monthly expenses, and online
shopping frequency.

Referring to the previous research on online impulse purchase, there are many
factors influencing consumers’ online impulse purchase. This study carried out
related treatments during the experiment. First, select the pen with the same
gender acceptance as the experimental stimulator, and exclude the influence of
gender on the experimental results, We only indicated that the identity or rela-
tionship between them is “self or intimate others”. The online browsing does not
involve the description of the shopping page and the specific product brand, and
controls the website design and brand results. Second, in the description of the
product does not involve price, promotion, etc., The study will control price
factors and the impact of promotion on experimental results; third, the study
will carry out basic statistics such as gender, age, shopping frequency. At the
same time, the effects of gender, age, shopping frequency, etc. on the experi-

mental results were excluded.

4.2. Results

The experimental samples of Experiment 2 were divided into 4 groups, 45 sam-
ples in each group, a total of 180 questionnaires were distributed, and 178 sam-
ples were actually recovered. There are 161 valid questionnaires in total after
removing the failed questionnaires. The effective rate of the questionnaire was
90.45%. The Cronbach’s alpha of online impulse purchase intention is 0.91 (a
OIPI = 0.91). The Cronbach’s alpha of product diversity is 0.84 (a product di-
versity = 0.84). And the Cronbach’s alpha of the information processing fluency
is 0.80 (a information processing fluency = 0.80).

Manipulation Check A ANOVA showed that the product diversity when the
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product option was 10 was significantly higher than the product option of 4 (M
high product diversity = 3.11, SD = 1.77, M low product diversity = 5.79, SD =
1.07, F (1, 68) = 24.63, p < 0.05). Therefore, product diversity is effective in the
manipulation of online impulse purchase intention.

Hypothesis Check. The impact of product diversity on online impulse pur-
chase intention. An ANOVA, product diversity as an independent variable and
consumers’ online impulse purchase intention as a dependent variable, showed
that product diversity on consumers’ online impulse purchase intention is sig-
nificant (F = 34.19, df = 160, p < 0.05), Consumers with low product diversity
have more willingness to impulses purchase than high product diversity group
(Migy product diversity = 4-745 SD = 0.56; Myigh, product diversity = 394, SD = 1.09), so it is as-
sumed that H1 is verified.

Mediation Analysis for information processing fluency. In order to test the
mediating effect of information processing fluency, we draw on the mediation
effect test procedures and methods proposed by Wen (2004; 2006) [31] [32]. The
independent variable is product diversity (X), the dependent variable is the con-
sumer’s online impulse purchase intention (Y), and the mediator variable is in-

formation processing fluency (M). The following equation is constructed to test:

Y=cX +el (1)
M =aX +e2 (2)
Y =X +bM +¢3 (3)

First, we tested the significance of ¢ in Equation (1) (8= -0.80, t(c) = —5.85, p
< 0.01). Second, we tested the significance of a in Equation (2). (= —-0.83, t(a) =
—5.45, p < 0.01), indicating that the independent variable has a significant influ-
ence on the mediator variable; Third, We tested the significance of b in Equation
(3) (B =0.74, t(b) = 18.41, p < 0.01), indicating that the fluency of information
processing has a significant mediating effect on product diversity on consumers’
online impulses purchase intention. Then we test ¢ of the equation (£ = i-0.18,
t(c’) = -2.19, p < 0.05), indicating that the complete mediating effect of informa-
tion processing fluency is not established, so there is a partial mediating effect.
Using Bootstrap analysis in the 95% confidence interval, the results showed that
the confidence interval of the mediation of information processing fluency
(LLCI = —-0.8378, ULCI = -0.3901) does not contain 0, which shows that infor-
mation processing Fluency has played a mediating role in product diversity and
consumer online impulse purchase intention. So hypothesis H2 has been vali-
dated.

Shopping Objects (Oneself vs. Intimate Others). In order to test the role of
shopping objects role, the general linearity is used for analysis. Taking consum-
ers’ online impulse purchase intention as a dependent variable, product diversity
(high product diversity = 2, low product diversity = 1) and shopping objects (in-
timate others = 2, self = 1) were analyzed as independent variables. The results of
the analysis were consistent with expectations, and the interaction between

product diversity and the shopping object (self-intimate) was significant (F (I,
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157) = 155.47, p < 0.001). In addition, product diversity also had a significant
impact on consumers’ willingness to purchase online impulses (F (1, 157) =
109.85, p < 0.001). Because the interaction between product diversity and shop-
ping objects (oneself-intimate others) is significant, we further carry out simple
effect analysis. When purchasing products for intimate others, there is no signif-
icant difference in the impact of product diversity on consumers’ online impulse
purchase intention (Myg, product diversity = 4-92> Mioy product diversity = 4-76, F < 1). When
purchasing products for themselves, the consumer have more willingness to
purchase (Mo, product diversity = 4-72) is significantly higher than the consumer’s
impulsive purchase intention when the product diversity is high (Mg product diversity
=2.91), F =122.94, p < 0.001). Therefore, hypothesis H3 is verified.

Discussion. In Experiment 2, we verified hypothesisl, 2 and 3. Shopping ob-
jects (oneself-intimate others) play a moderating role in the impact of product
diversity on consumers’ online impulse purchase intention. Specifically, when
purchasing for itself, the diversity of products adversely affects the fluency of in-
formation processing of consumers, which in turn adversely affects consumers’
willingness to purchase online; and when purchasing for intimate others, there is
no significant difference in the impact of consumer online impulse purchase in-

tention.

5. General Discussion

5.1. Conclusions or Findings

This study focuses on the issue of “the impact of product diversity on consum-
ers’ online impulse purchase intention in a network context”. The results show
that on the product selection page, consumers have a stronger online impulse
purchase intention when the product diversity degree is lower, and the fluency
of information processing plays a mediating role. Shopping objects (oneself vs.
intimate others) regulate the impact of product diversity on online impulse
purchase intention. When consumers buy products for themselves, the diversity
of products has a significant negative impact on consumers’ intention of online
impulse purchase: the higher the degree of product diversity, the lower intention
of online impulse purchase. When consumers buy for intimate others, the con-
sumers’ online impulse purchase intention is higher, and the degree of product
diversity has no significant impact on the consumers’ intention of online im-
pulse purchase.

In the context of online shopping, when consumers face diversified products
on the product selection page, the more the products are diversified, the more
choices that customers are facing. In this situation, customers tend to be delayed
to make choices, and therefore they are less likely to be impulsive. When con-
sumers face products with a high degree of diversity, the difficulty of processing
product information and comparing the choice of the final product will increase
(Iyengar & Lepper, 2000; Chernev, 2003) [9] [10]. Under those circumstances,

consumers prefer fewer choices out there; so if there are more choices, the inten-

DOI: 10.4236/ajibm.2019.93046

692 American Journal of Industrial and Business Management


https://doi.org/10.4236/ajibm.2019.93046

Y.Y.Wuetal.

tion of impulsive is lower. For online suppliers, it is not wise to blindly provide
consumers with a variety of product options without any careful thinking. The
number of products has already large enough to capture the needs of consumers.
The thing is whether the consumers’ needs are captured. If the diversity level of
products provided is low, the differences among each product tend to be large
and therefore consumers could compare the products relatively easily when they
are processing the information, and the products can be weighed relatively
quickly. Consumers tend to attribute this positive experience to the products
they are buying, therefore their preference of buying these products will strongly
increase, and then they will make decision quickly and submit the order imme-
diately. When consumers face a high diversity of products, the products are
highly similar with each other, and there is a more need to process the informa-
tion. Consumers need to pay more cognitive efforts to make the final choice on
products (Iyengar, Lepper, 2000; Chernev, 2006) [9] [10]. They are more likely
to give up purchasing, that is, the consumers’ online impulse purchase intention
would reduce. When buying products for themselves, consumers are more in-
clined to consider the factors of multiple dimensions, and weight each factor
equally, thus the consumers will pay more attention to the secondary features of
things (Liviatan, 2008) [26], to make a better decision after comparing multiple
factors.

Therefore, as the level of product diversity increases, the increasing informa-
tion of products makes consumers spend more time and effort processing and
analyzing product information, thus it will consume consumers large amount of
cognitive resources (Gourville, Soman, 2005; Greifeneder, 2010) [19] [20], and
the fluency of information processing will be reduced, and it is easier to post-
pone decision making (Novemsky, Dhar, Schwarz, & Simonson, 2007) [18], and
then reduce the impulse to purchase.

When purchasing products for intimate relationship, consumers tend to choose
the most important dimension from a variety of dimensions based on their under-
standing of intimate others (Kray, 1999) [33], select the Best-performing product
in every dimension, and integrate product information. The information processing
is relatively smooth, and it is easier to make positive purchasing decisions. At the
same time, when consumers are purchasing for intimate others, as the number
of choices of the products increases, the shopping satisfaction will increase
(Polman, 2012) [6]. The generating positive emotions will enhance consumer
online impulse purchase intentions. Therefore, when consumers purchase for
intimate others, the consumers’ willingness to purchase online impulses is high-
er, and the level of product diversity has no significant impact on the consumers’

willingness to purchase online impulses.

5.2. Contributions

At present, the research of product diversity focuses on product line and product

mix strategies, as well as a series of impacts such as impacts of product diversity
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on consumer post-purchase evaluation, brand perception and choice; however,
there are few literature reviews put attention on the online context and impul-
sive purchase intentions. Therefore, based on the perspective of consumer beha-
vior research, this paper introduces the product diversity into the field of im-
pulse purchase, to enrich a further research of diversity. Previous studies have
shown that the more diverse the products a consumer faces, the greater the
probability that consumers will find a product that meets their preferences; and
the more product options consumers face, they can buy more ideal products.
(Broniarczyk, 1998) [4], because it is easier to make a purchasing choice. How-
ever, in this study, we not only extend the purchase scenario to the online con-
text, but also got an opposite conclusion on a certain selection page of the prod-
uct, the higher the level of product diversity, the lower the consumer’s willing-
ness to purchase online impulses. Most scholars often use the online impulse
purchase by the default that they image the experimental object is themselves.
Fewer scholars pay attention to the difference between buying products for
themselves and purchasing for others. There are even few to distinguish experi-
mental objects differences in the study of impulsive purchases. In actual online
shopping, nowadays many online merchants will introduce a series of new
products for a specific festival, when consumers will buy products for their fam-
ily or friends, that is, intimate others. This study combines online shopping
theory and practice to clearly define and distinguish others in the study, and de-
termines the actual research scope for intimate others to purchase. Besides, buy-
ing for yourself (making decisions for yourself) or for intimate others (making
decisions for others), most people focus on money distribution and risk deci-
sion-making. There are not many discussions in the field of consumer purchase,
especially few on the online impulse purchase research. Therefore, this article,
based on the actual facts will introduce the focus on the purchase for oneself or
intimate others into the field of online impulsive purchase.

The research conclusions of this paper also have certain enlightenment for
e-commerce practice, mainly for the network stores to carry out network mar-
keting. First of all, in online shopping, on the specific selection page of products,
the degree of product diversity has a significant impact on consumers’ willing-
ness to purchase. With the rapid development of e-commerce, a wide variety of
online products have brought certain disadvantages. In the product selection
page, excessive product selection may result in a decrease in satisfaction and the
willingness to purchase. In this case, a large number of product option settings
not only failed to stimulate consumption, but inhibited the impulse purchase
behavior of online consumers. Therefore, the online store should set up multiple
categories of products in the store, attract consumers to enter the store page to
browse, and seize the needs of consumers; on the specific selection page of the
goods, consumers need to make choices and make purchasing decisions. It is not
appropriate to set too many product options, instead of providing relatively few

products, which cause that consumers distinguish quickly the differences among
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the various options, make purchasing decisions quickly, promote product sales
and the profitability of the business. Second, E-commerce can set a relatively
small number of product options on the specific product selection page to re-
duce the difficulty of consumer information processing. E-commerce may also
highlight the specific product options while setting reasonable options. The low-
er the similarity among specific product options, the more easily consumers
process and process information; the smoother the information processing, the
easier for customers to find the best products, and the faster the purchase deci-
sion they make, the intention of impulsive the purchase will be higher. Third,
based on the analysis of the experimental data in this article, we found that con-
sumers will see significant differences when they buy for themselves and for in-
timate others. For online marketers or online merchants, they should grasp
whether the consumers buy for themselves or for the intimate others (such as
family members, good friends, etc.) to target promotion activities. Promote
more consumers to impulsive consumption for intimate others, so as to achieve

the purpose of increasing product sales.

5.3. Limitations and Further Research

The limitations of this study are as following: First, the limitations of the expe-
rimental method. Regarding the choice of experimental products, this article was
based on a small-scale number of interviews before the experiment. using the
relatively familiar products of the consumer to conduct experiments, although
the products of the two experiments have Different, but did not classify the
products on the Internet, the three products cannot fully represent all the prod-
ucts on the Internet, so there is still some imprecise. This paper mainly studies
the impact of product diversity on consumers’ online purchase impulse inten-
tion, and does not directly study consumer purchasing decision-making beha-
vior. At the same time, there are many reasons for consumers’ online purchase
factors, and the influencing factors are diverse. This study cannot consider all
existing and unknown influencing factors, and has certain limitations.

In the future, products can be classified according to the characteristics of on-
line products, such as search products vs. experience products, to explore
whether online impulse purchases of different product types are affected by
product diversity. Second, the network environment is not as static as the offline
offline shopping environment, and it has more uncertainty. Therefore, the fac-
tors that affect consumers’ online shopping are very numerous and complex. In
the experimental manipulation, this paper only uses the imagination of the con-
sumer to complete the virtual online shopping. There may be different percep-
tion errors than the actual shopping. The collected data may also have some
deviation. In the future research, We can simulate the simulation scenario on the
Internet or cooperate with the real-life shopping website to collect the real pur-
chase data of the consumers in the background, and start from the real big data

to study the impulse purchase of product diversity for consumers.
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