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ABSTRACT 

 

The pomp of online shopping carnivals (OSC) and herein the frenzy of impulse buying (IB) have been extensively 

reported in media but received insufficient attention in academics. This study researched both the IB formation and 

enactment stages in “Double 11” OSC by conducting a large-scale online survey. Regarding the formation stage, 

consumers’ social community and personal involvement were identified as significant factors in promoting the urge 

to buy impulsively (UBI) in the OSC. Specifically, consumers’ OSC involvement appeared as their carnival 

experiences including participation, interaction, and pleasure; The social community consisted of their connections 

with e-commerce platforms, e-merchants, the media, net friends, close friends, and relatives during the OSC. 

Regarding the IB enactment stage, the cognitive evaluation revealed either a positive or negative effect on moderating 

the UBI-IB relationship via the direct path or the outcome expectancy-mediated path, respectively. Meanwhile, 

outcome expectancy exerted a dominant mediating effect on the UBI-IB relationship as the cognitive evaluation 

became sufficiently negative. These results yield valuable insights into 1) the distinguished preconditions of the OSC 

context facilitating consumers’ impulse formation, 2) consumers’ impulsive and reflective psychological processes 

behind the IB decision-making. This study also contributes substantially to IB theories and practical knowledge of 

OSC.  

 

Keywords: Online shopping carnival; Impulse buying; Personal involvement; Social community; Reflective–

impulsive model 

 

1. Introduction 

In China, the buzzword “Hands-chopping people” describes people who cannot restrain themselves from impulse 

buying (IB) but afterwards will regret the purchase so much that they almost wish to chop their hands for vigilance. 

This word gained considerable social attention and once became one of Chinese words [Xinhua 2015] owing to the 

annual online shopping carnival (OSC) —“Double 11” (also known as Single's Day). The “Double 11” has been 

generally regarded as the paradise for “hands-chopping people” because it incurred massive IB explosions among 
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hundreds of millions of people every year. People took part in the OSC for good deals, but special discounts seemed 

not to be the only reason for the IB explosion of such a scale. To be specific, although steep discount (mostly 50%) 

used to be the main tactic in the initial period of “Double 11,” the platforms and e-merchants had shrunk discount 

rates distinctly in recent years [Wu et al. 2016]. Many consumers also indicated that most offers in the “Double 11” 

OSC had lost appeal regarding the discounts or preferences. However, the renovating record volume of transactions 

year-on-year still showed the continuously rising enthusiasm and impulsiveness of “Double 11” consumers. Besides, 

although IB has been commonplace in both online and offline commerce, such massively exploded IB in “Double 11” 

is still a rather significant phenomenon in both the business field and people’s daily life. Therefore, a more in-depth 

look into the consumers’ IB set in the OSC (OSC-IB) may provide us with an excellent opportunity to better 

understand the antecedent factors and psychological mechanisms, and at the same time, benefit OSC practices and e-

commerce operations. 

The prevalence of OSC does not confine to China. “Black Friday” “Cyber Monday” and Amazon Prime Day are 

representative OSC prevalent worldwide other than “Double 11.” While “Double 11,” debuting in 2009, has become 

the largest OSC for its incomparable sales volume these years [Pham 2017; Custer 2014]. During the “Double 11” of 

2018, merely on Alibaba’s platforms, the sales record achieved RMB 213.5 billion ($30.8 billion) in gross 

merchandise volume [Alizila 2018] — far more than twice the combined sales of “Black Friday” and “Cyber Monday” 

in 2018 [Adobe 2018]. How could “Double 11” attain such an astonishing sales volume with such a short history? As 

commented by Coresight Research [2017], while American OSC and most commercial promotions still concerned 

mainly with pricing discounts, the “Double 11” had transferred the strategic focus to ritual marketing. The ritual 

marketing thought suggests that marketing campaigns can be packaged into shopping ceremonies to satisfy both the 

physical and spiritual needs of consumers [Fang 2011]. Shopping ceremonies could relieve people from routine life 

to a “carnivalistic life” where a new belief of carnivalism would come into being [Bakhtin 1984]. In this study, we 

endorsed this view and considered the carnival ritualistic manipulation to be a prerequisite for “Double 11” success. 

The “Double 11” OSC made the carnivalistic life perfectly realized by conducting a series of ritualizing strategies 

including incentivized gamification, Countdown Gala Celebration, raising carnival themes and signals, and enriching 

social interactions scenarios. A strategic analysis based on in-depth interviews with Alibaba senior managers 

suggested that the “Double 11” heavily exploited social network and incentivized gamifications to improve the 

marketing and sales [Wu et al. 2016]. It attests a basic view in ritual marketing thought, that is, the ritualistic 

manipulation takes desired effect on people who keep wide social contact and high event involvement for the specific 

case [Carey 2008; Fang 2011; Xu 2015]. During the “Double 11” OSC, consumers were led to construct their own 

social community with other stakeholders via multiple channels [Wu et al. 2016; Xu et al. 2017]. These social contacts 

laid the foundation for sharing and promoting the “OSC belief.” Also, consumers were incentivized to join the 

specially designed carnival events; in such a condition, their OSC involvement could be manifested in return [Xu et 

al. 2017]. Thereupon, OSC consumers’ participation in the social community and personal involvement could be two 

critical preconditions promoting their identification with the shopping ceremony and eventually breeding a specific 

ritualistic belief for the “Double 11.” 

Until now, only a few studies have paid attention to the OSC-IB. Akram et al. [2017] focused on OSC-IB factors 

of hedonic and utilitarian motivations, perceived usefulness and ease of use. Yan et al. [2016] identified OSC-IB 

factors like promotion, time pressure, social environment, and in-store slack. Zheng et al. [2013] confirmed that a 

prompt message of OSC frequency scarcity could increase IB. The above studies have come to a consensus that 

consumers’ IB abounded in the OSC, but have primarily focused on the general factors undistinguished from other 

shopping contexts. In order to fill in this gap, a survey of OSC context-specific factors for IB is considered as a proper 

method in this study. Additionally, the psychological mechanism behind the OSC-IB is also stressed in this study. 

According to the reflective–impulsive model (RIM), consumer behaviors stem from the interplay between dual 

systems, i.e., the impulsive and reflective information processing systems [Hofmann et al. 2008; Hubert et al. 2013]. 

However, as for the psychological research surrounding IB, most studies concerned only about the irresistible forces 

or heuristic responses (impulsive system) [Liao et al. 2016; Dawson & Kim 2009]. While the reflective system of IB 

has been relatively ignored [Chan et al. 2017; Xiao & Nicholson 2013; Rook 1987]. Generally speaking, the rise of 

impulse does not necessarily lead to IB behaviors [Dholakia 2000]. During the “Double 11” OSC, almost every 

consumer had ample chance to experience a strong impulse to buy unplanned and unnecessary items, but many people 

still successfully resisted the impulse. Namely, Some OSC consumers were easily carried away by the impulse for the 

command of the impulsive system, while others were able to utilize the reflective system to curb their impulse and 

deliberate the IB decision in “Double 11” shopping. In this sense, the “Double 11” OSC provides us a great opportunity 

to investigate the dual system processing of consumers in the wake of impulse and thus compensate the existing IB 

psychological research. What is more, a clear understanding of when and how the reflective system thwarted the 
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impulse force could also contribute to marketing practitioners in better releasing consumers’ urge and desire in the 

OSC.  

In this study, we follow the classical consumption impulse formation and enactment (CIFE) model proposed by 

Dholakia [2000] and divide the entire IB execution into two successive stages, namely the impulse formation stage 

and IB enactment stage. For the impulse-formation stage, this work extends the situational factors of CIFE by 

searching into the influences of social community and personal involvement of OSC consumers. For the IB enactment 

stage, as the CIFE model suggests that consumers’ cognitive evaluation and outcome expectancy may take effect in 

sequence to resist IB, this work validates the effects of these two psychological variables to disclose the processing of 

impulsive and reflective systems behind the OSC-IB. 

 

2. Literature and Hypotheses 

2.1. Online Shopping Carnival and Impulse Formation  
Along with the “Double 11” OSC advancement, there has developed one school of thought in China about ritual 

marketing on the foundation of James Carey's ritual view of communication [Carey 2008]. A series of studies have 

confirmed the carnival ritualistic manipulation of “Double 11” by analyzing the propaganda elements and ceremony 

procedure design [e.g., Fang 2011; Liu 2013; Xu 2015]. Carey [2008] put forward five ritualistic elements for 

communication, that is, metaphor, characters, implications, function, and success criteria. As for the metaphor, the 

“Double 11” was originally endowed with the spirit of “shopping carnival”; as for the character, everyone could freely 

find his/her own role in the “Double 11”; as for the implication, a steady stream of merchandises served as the ritual 

instrument; as for the function, the “Double 11” made participants gather in one sphere to conduct the shopping 

ceremony across time; as for the success criteria of communication, consumers openly shared experience and formed 

a common belief for the “Double 11” [Liu 2013; Xu 2015 ]. In brief, social maintenance and belief sharing are the 

keys to conduct ritualistic communication [Carey 2008] and ritualizing the OSC [Fang 2011; Liu 2013; Xu 2015]. In 

consistent with the above works, this work regards the “Double 11” OSC as one typical application of ritual marketing. 

The “Double 11” distinguished itself from other one-day promotion campaigns by creating shopping ceremonies 

online and sharing a ritualistic belief among consumers, which emphasized the transaction value, the scarce 

opportunity, and the spiritual fulfilment brought about by “Double 11” shopping [Akram et al. 2017; Xu et al. 2017]. 

The carnival theory also suggested that the carnival scenery of OSC could free people from the sense of routine life 

to form a new carnivalistic belief about life [Bakhtin 1984; Xu et al. 2017]. Accordingly, we define such a ritualistic 

belief of OSC as shopping carnivalism, under which the OSC-IB becomes perfectly reasonable and sensible, and 

consumers’ impulse could easily spiral out of control. Then a question naturally arises, that is, how exactly could the 

belief of shopping carnivalism be identified by individual consumers? The ritual marketing thought suggested that 

consumers’ degree of socialization and activeness determined their susceptibility to the ritualistic manipulation [Carey 

2008; Fang 2011; Xu 2015]. Accordingly, we infer that the “Double 11” OSC specific social community and personal 

involvement of individual consumers might affect the chance of their impulse being induced by the shopping 

carnivalism belief. In this work, we pay particular attention to the influences of these two factors in the impulse 

formation stage for the OSC-IB. Additionally, we adopt a commonly quoted notion, namely the urge to buy 

impulsively (UBI), to denote the sudden and powerful impulse that precedes and causes IB [Chan et al. 2017]. 

2.1.1. The Antecedent Effect of Social Community in the OSC 

The OSC activities of consumers were no longer pure individual acts but social group acts correlating with 

multiple OSC stakeholders. During the “Double 11” OSC, consumers might interact with other consumers for sharing 

experience or participating in incentive games together, contact with the service staff, e-merchants, and logistics to 

obtain updates and services, and rely on the social media for access to information and knowledge. Such social 

interactions could impact, alone and together, on consumers’ shopping ways in the OSC. In prior studies, Huang 

[2016] affirmed that consumers’ peer communication was positively associated with their urge to buy in a social 

network; Suntornpithug and Khamalah [2010] proposed that both machine and person interactivity of the website 

could predict consumers’ online purchase intentions; While Kervenoael et al. [2009] emphasized that the co-created 

social e-atmospherics by all stakeholders in the online channel was conducive to impulse buying. In this work, we 

also consider the ensemble of a consumer’s social interaction ties during the OSC and adopt the concept of social 

community to generalize the entirety of the social ties. In terms of social capital theory, consumer’s social community 

corresponds to the root of social capital [Nahapiet & Ghoshal 1998] where creative resources, emotional reliance, and 

shared beliefs could sprout up [Chen et al. 2015; Cummings & Dennis 2018; Huang 2016]. Accordingly, under the 

context of OSC, broader social community could expose more shopping stimuli to consumers [Huang 2016], lead 

them to experience more spiritual resonance and social identity [Williams 2006], and promote the common sense of 

collective symbols, beliefs, and norms of behavior [Chen et al. 2015, Kim & Park 2013]. Thereupon, the shopping 

carnivalism belief of OSC could spread across consumers’ social community in forms of information, emotion, and 
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value, and eventually, drive consumers’ urge or impulse. Thus, this work proposes that consumers’ social community 

constituted by connections with other OSC stakeholders, i.e., e-commerce platforms, e-merchants, logistics, the media, 

net friends, close friends and relatives, relates positively with their UBI in the OSC. 

H1: Consumers’ social community in the OSC will positively affect their UBI. 

2.1.2. The Antecedent Effect of Personal Involvement in the OSC 

Numerous studies took in-store browsing as a precursor of offline IB behaviors [Beatty & Ferrell 1998; Jarboe & 

McDaniel 1987; Moe 2003]. Drawing upon flow theory [Hoffman & Novak 1996; Nel et al. 1999], when consumers 

are browsing intensively, they stand a good chance of experiencing the shopping involvement [Huang 2016; Hsul et 

al. 2011; Koufaris 2002], which implies high self-relevance and strong emotions with the products or the shopping 

events. Hence, shopping involvement can inspire great impulses on purchase [Huang et al. 2011; Koufaris 2002]. 

Actually, consumers’ involvement could manifest itself in multiple activities during the purchase, such as resorting to 

others, seeking bargains, screening brands, and so on [Kassarjian 1981]. While under the OSC ceremony, certain 

activities could manifest customers’ involvement with the OSC. In the light of carnival theory [Lensmire 1994], Xu 

et al. [2017] have generalized participation, interaction, and pleasure as three critical dimensions of OSC activities 

that could jointly determine a customer’s OSC level. Participation stands for consumer’s diverse personal OSC 

activities; interaction means consumer’s interactive and collaborative events in the OSC; pleasure indexes the “fun 

and enjoyment” acquired from the OSC experience [Xu et al. 2017]. The three types of activities reveal consumers’ 

attention, effort, and time spent in the OSC as well as their interests and importance attached to the OSC. Therefore, 

we believe that consumers’ participation, interaction, and pleasure in the OSC could adequately represent their OSC 

involvement, signifying a match between consumers’ intrinsic needs and values with the OSC [Zaichkowsky 1985]. 

Along this line of consideration, the deeper consumers were involved with the OSC, the more likely they would 

identify with the OSC ritualistic belief and indulge in the impulse of shopping carnivalism. Accordingly, we propose 

that the personal involvement of OSC consumers, with sub-dimensions of participation, interaction, and pleasure, 

could directly affect consumers’ UBI. 

H2: Consumers’ personal involvement with the OSC will positively affect their UBI. 

2.2. Psychological Processes and Impulse Buying Enactment  

In IB research, the affinity between UBI and IB has been widely recognized [e.g., Beatty & Ferrell 1998; Huang 

2016]. As a result, numerous studies used UBI as the surrogate measure of IB behavior [Liu et al. 2013; Wells et al., 

2011] and overlooked the IB enactment, i.e., the transformation process from UBI into IB. These studies took IB as a 

heuristic and unreflective behavioral reaction to UBI and only highlighted the impulsive information processing 

behind the IB decision-making. However, according to the reflective-impulsive model (RIM), in consistent with other 

impulsive behaviors, IB is the joint outcome of both impulsive and reflective mental processes [Strack & Deutsch 

2004]. The IB might result from deficient reflective system activation, or insufficient energy support for reflective 

system function, or dominated impulsive system activation [Hofmann et al. 2008; Hubert et al. 2013]. Anyhow, the 

reflective system could function more-or-less in the IB enactment. Dholakia [2000] presented CIFE model to elaborate 

on the psychological processes of IB enactment and resistance, as shown in Figure 1. According to the CIFE, after 

consumers’ UBI being formed, potential constraining factors of IB will be evaluated automatically. Only when no 

constraining factor is identified, consumers will proceed to IB heuristically via the impulsive system. Otherwise, the 

cognitive evaluation and volitional system will be triggered successively to control the UBI and interfere with the IB 

enactment. Specifically, regarding the reflective processing of IB, the result of cognitive evaluation decides either the 

IB implement or the activation of the volitional system. Subsequently, if the volitional system comes into play, the 

outcome expectancy determines the resources for the volitional capacity and the success of impulse resistance 

[Dholakia 2000]. Therefore, this paper makes further investigation into the interplay between the dual systems on IB 

by analyzing the two crucial evaluative processes, i.e., cognitive evaluation and outcome expectancy, in IB enactment, 

thus advancing the exploration of the psychological mechanism behind IB decision-making. 
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Figure 1: The CIFE Model [Dholakia 2000] 

 

2.2.1. The Moderating Effect of Cognitive Evaluation 

The cognitive evaluation refers to consumers’ judgement about the pros and cons of IB in particular situations 

and was initially presented as normative evaluation [Dholakia 2000; Rook & Fisher 1995]. According to Rook & 

Fisher [1995], a normative evaluation may occur during the temporal delay between UBI and IB and moderate the 

UBI-IB relationship. Under positive evaluations, the UBI should result in IB directly for no normative constraint being 

identified. While under negative evaluations, the effect of UBI on IB will be mitigated for concern about normative 

discouragement. However, Dholakia [2000] replicated the experiment scenario but got a contrary result, i.e., a negative 

interaction of cognitive evaluation and consumers’ impulsiveness on IB. In regard to CIFE, constraints evaluation and 

cognitive evaluation were separated as two successive processes for IB enactment. However, in a broad sense, the 

evaluation of constraining factors, including perceive current impediments, consider long-term deleterious 

consequences, and generate anticipatory emotions [Dholakia 2000], are also part of the situation-specific 

appropriateness judgement for IB. Hence, this work considers the cognitive evaluation as an evaluative process in IB 

enactment starting immediately from the impulse feeling to reaching a judgement about IB. When the IB is judged to 

be consonant and acceptable, the cognitive evaluation should be positive, otherwise negative. Furthermore, according 

to the finding of Rook & Fisher [1995] as well as the CIFE model, we agree that UBI would exert a significant effect 

on IB [Beatty & Ferrell 1998; Verhagen & Van Dolen 2011]. Then, when consumers evaluate the IB to be positive, 

the effect of UBI will not be impeded, and the enactment is likely to go forward smoothly. On the contrary, the negative 

evaluations would enable the volitional system to resist UBI and postpone the IB enactment [Bayley & Nancarrow 

1998; Xiao & Nicholson 2013]. With attempts to reveal the functional condition of the impulsive and reflective 

psychological processes in IB enactment and to explain the divergence between Rook & Fisher [1995] and Dholakia 

[2000], this study forecasts a positive moderating effect of cognitive evaluation on UBI and IB relationship. 

Hypotheses are formulated as: 

H3: Consumers’ UBI positively affects their IB.  

H4: The cognitive evaluation moderates the relationship between UBI and IB, such that the relationship is stronger 

when the cognitive evaluation is more positive. 

2.2.2. The Mediating Effect of Outcome Expectancy  

In the reflective processing of IB enactment, the volitional system switches on upon cognitive evaluation and 

plays the key role in countering the UBI by harnessing various resistance strategies [Dholakia 2000]. In reference to 

the volitional system’s mechanism, although the impulse-resistance role can be achieved by applying various 

individuals or sets of strategies, the capacity for resistance is determined by outcome-expectancy evaluation [Dholakia 

2000]. The general outcome expectancy refers to peoples’ judgment about the likelihood of reducing perceived 

discrepancies from current behavioral states to their goals or standards [Rotter 1954; Scheier & Carver 1985]. It was 

suggested to influence peoples’ subsequent performances in accomplishing their objectives [Armor & Taylor 1998; 

Carver & Scheier 1990]. In Dholakia’s [2000] study, a specific outcome expectancy was defined as consumers’ 
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perceived likelihood of success in resisting the UBI and was supposed to operate on energizing the volition system. 

Authenticating the effect of outcome expectancy helps to validate the volitional system function in IB enactment. 

First, the expectancy is directly affected by the UBI strength [Dholakia 2000]. Under strong UBI, consumers would 

be more reluctant to abandon the temptation, and their outcome expectancy would be more unfavorable than might 

otherwise be the case. Then, the evaluation of outcome expectancy determines the resources available for the volitional 

resistance and predicts the final IB decision [Dholakia 2000]. When the outcome expectancy is sufficiently favorable, 

the resistance of the volitional system continues to impulse dissipation. Rather, unfavorable outcome expectancy 

attenuates the IB resistance and results in IB enactment [Armor & Taylor 1998; Scheier & Carver 1985]. Hence, the 

outcome expectancy shows a mediating effect on UBI and IB relationship. We develop the hypothesis as: 

H5: The outcome expectancy mediates the relationship between UBI and IB, and it negatively relates to both UBI 

and IB. 

Furthermore, besides the UBI, the outcome expectancy is also influenced by the valence of cognitive evaluation 

[Dholakia 2000]. More specifically, only under negative IB evaluations, UBI could determine whether favorable or 

unfavorable outcome expectancies. Whereas, under positive IB evaluations, consumers would rarely invoke the 

volitional system no matter the UBI is strong or weak. Thus, the UBI loses influence in driving the outcome-

expectancy evaluation so that the mediating effect of outcome expectancy would fade away. Accordingly, cognitive 

evaluation could moderate the mediation of outcome expectancy between UBI and IB by influencing the correlation 

between UBI and outcome expectancy. We develop the hypothesis as: 

H6: The cognitive evaluation moderates the mediation of outcome expectancy on the relationship between UBI 

and IB, such that the mediating effect is weaker when the cognitive evaluation is more positive. 

2.3. Research Model 

The research model in Figure 2 presents the hypothetical causalities and correlations in the formation and 

enactment stages of consumers’ OSC-IB. First, Consumers’ social community (SC) and personal involvement (PI) 

are designated as two important antecedents in the formation of UBI accrue to the OSC context. Consumers’ 

connections with e-commerce platforms, e-merchants, logistics, the media, net friends, close friends and relatives 

capture different aspects of SC in the OSC context and thus serve as formative indicators of SC construct [Petter et al. 

2007]. Next, the three dimensions of PI, namely participation (Pa), interaction (In), and pleasure (Pl), are neither 

covariant nor interchangeable [Petter et al. 2007; Xu et al. 2017]. Accordingly, we model PI as a formative second-

order construct composed of the three sub-constructs mentioned above. Second, in order to embody the IB enactment, 

the model delineates a moderated mediation effect on the relationship between UBI and IB with cognitive evaluation 

(CE) as the moderator and outcome expectancy (OE) as the mediator. At last, we include three commonly cited 

consumer traits, i.e., gender, age, the impulse buying tendency (IBT), as control variables that might impact on the 

UBI formation and IB enactment [Badgaiyan & Verma 2015; Floh & Madlberger 2013; Huang 2016]. 

 

 
Figure 2: Research Model 
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3. Method  

3.1. Measures  

The study initiated designing the measurement of variables by searching validated instruments and definitions in 

the extant literature. For existing constructs (UBI, IB, In, Pa, Pl, IBT, and CE), we discerned items and fragments 

from mature scales and modified them according to the OSC context appropriately. For constructs without ready-

made scales (OE and SC), new items were modestly developed according to their theoretical connotations. Notably, 

except for the formative items of the social community, a global item that generalizes the OSC social community was 

developed for assessing the property of this formative construct. Beyond developing measures from existing literature, 

we conducted focus group interviews to inspect whether the measurements effectively captured desired implications 

and covered the whole domains of constructs. As a result of group interviews, no additional items were required, and 

the preliminary item regarding the logistics in social community construct was removed from the scale. Logistics 

issues happened after ordering, and thus, consumers would hardly deem the connection with logistics as an element 

of the social community during OSC shopping. Following this, we employed content validity assessment on remaining 

items using the procedure of Hinkin & Tracey [1999] with the help of sixteen experienced consumers. What is more, 

we also conducted pre-tests to ensure the completeness and appropriateness of the scale with a panel of twelve 

academic and practical specialists. In consequence, while maintaining adequate measurement properties, we curtailed 

redundant items and modified ambiguous semantics and wordings to keep the scale precise and efficient. The appendix 

presents the complete list of items used in the final version of the questionnaire.  

3.2. Sample and Data Collection  

We built the electronic questionnaire on a professional online survey platform called Wenjuanxing 

(https://www.wjx.cn/). The content of the questionnaire fell into two parts. The first part collected participants’ 

demographic data, which would serve as control variables in model testing. The second part formulated the constructs’ 

items with a seven-point Likert scale ranging from 1 (strongly disagree) to 7 (strongly agree). Links of the 

questionnaire along with explanatory texts were disseminated on several sizable social networking sites from 

November 12 to November 14, 2018, immediately after the “Double 11” event. We anticipated sample size of about 

500 (only “Double 11” online shoppers were counted) to ensure statistical power and external validity. However, as 

we were not able to estimate the actual “Double 11” participation rates in the websites accurately, we made the best 

effort to increase the accessibility and engagement of our survey. Besides, we inquired participants about their “Double 

11” shopping experience in the questionnaire to sort out the participants who had accomplished the purchase in the 

“Double 11.” In the end, 1493 people participated in the survey, and 742 had accomplished “Double 11” online 

shopping. Further, 62 participants were excluded for either wrong answers of attention check question (choosing the 

right answer of the “Double 11” OSC day from seven options), or same-direction scores in scales with reverse coded 

items, or abnormal completion time. The remaining valid 689 participants had an average age of 25.3 years and were 

68.2 percent female. The age and sex distributions of the sample were close to the Chinese online shoppers’ 

distribution in 2018 [China Internet Network Information Center 2018]. Thus, we believe that the sample is 

representative of this particular study. 

3.3. Data Analysis Methods 

This study used structural equation modeling (SEM) to evaluate the fit of the research model and test the validity 

of the hypotheses. To be specific, the partial least squares SEM (PLS-SEM) was selected considering that PLS-SEM 

works efficiently with complex models, makes no assumptions about sample distribution [Gefen et al. 2000], and most 

importantly, could handle both reflective and formative measurement models [Chin 1998]. SmartPLS 3.0 was 

employed to examine the quality of the measurement model and test the relationships in the structural model. Notably, 

reflective and formative measurement models own different evaluation criteria and thus should be discussed 

separately.  

 

4. Data Analysis and Results 

4.1. Measurement Validity and Reliability 

4.1.1. Reflective Measurement Properties 

The critical criteria of reflective measurement properties includes composite reliability, indicator reliability, 

convergent validity, and discriminant validity. First, to achieve internal consistency reliability, composite reliability 

should be higher than 0.707 [Bagozzi & Yi 1988], and Cronbach's alpha should be higher than 0.6 [Nunnally 1978]. 

Then, to ensure indicator reliability [Straub 1989] and convergent validity [Fornell & Larcker 1981], the indicator's 

outer loadings should be higher than 0.707, and the average variance explained (AVE) should be higher than 0.50. In 

addition, discriminant validity is achieved when the square root of AVE of each construct is higher than its highest 

correlation with other constructs [Fornell & Larcker 1981]. According to the result of running the PLS Algorithm of 

SmartPLS 3.0, all factor loadings are over the threshold except that the PI construct has three indicators with loadings 



Zhao et al.: Impulse Buying and Online Shopping Carnival 

 Page 262 

slightly below 0.707. Since the composite reliability (0.909) and AVE (0.528) of PI are well above critical values, 

showing solid internal consistency reliability and convergent validity, the three indicators of PI are retained. As Table 

1 shows, the values of Cronbach's alpha, composite reliability, and AVE are all over the thresholds. The square root 

of AVE of each construct is also higher than its correlations with other constructs (there is no need to consider the 

discriminant validity between PI and its sub-constructs for their conceptual and operational dependencies [Hair et al. 

2017]). The results qualify a satisfactory fit for the reflective measurement model.  

 

Table 1: Test Results for Reflective Construct Measures 

  PI In Pa Pl UBI OE CE IB IBT 

PI  0.726                

In  0.843 0.905              

Pa  0.865 0.593 0.849            

Pl 0.816 0.491 0.605 0.833          

UBI  0.414 0.344 0.345 0.356 0.886        

OE  0.44 0.399 0.355 0.353 0.619 0.842      

CE  0.264 0.281 0.214 0.162 0.373 0.543 0.85    

IB 0.388 0.38 0.34 0.251 0.565 0.764 0.559 0.898  

IBT 0.509 0.331 0.565 0.422 0.583 0.47 0.235 0.713 0.904 

AVE 0.528 0.819 0.721 0.694 0.785 0.709 0.722 0.807 0.787 

Cronbach's Alpha 0.887 0.889 0.803 0.779 0.862 0.896 0.809 0.92 0.831 

composite reliability 0.909 0.931 0.885 0.872 0.916 0.924 0.886 0.944 0.91 

 

4.1.2. Formative Measurement Properties 

The formative measurement model assessment focuses on whether each indicator exclusively contributes to the 

focal construct. First, based on redundancy analysis [Chin 1998], the correlation between a formative construct with 

its reflective measure should be higher than 0.80 in order to support the convergent validity. Accordingly, we created 

a model with the formatively measured SC construct as an exogenous variable and its global item as an endogenous 

variable. As a result, the path coefficient turns out to be 0.891 and thus affirms the convergent validity of SC. Next, 

to ensure no collinearity issues among formative indicators, the value of variance inflation factor (VIF) should not 

exceed 4.0 [Hair et al. 2017]. At last, an indicator’s relative and absolute contributions to the construct hinge on the 

significance of its outer weight and the value of its outer loading, respectively. When either an indicator's weight is 

significant, or its loading value is higher than 0.50, the indicator should remain in the model [Hair et al. 2017]. Table 

2 presents the testing results obtained from running the bootstrapping procedure and the PLS Algorithm of SmartPLS 

3.0. All VIF values are under 4.0, indicating no collinearity issue. All indicators demonstrate significant outer weights 

other than SCf_2, who has a nonsignificant weight. However, as the loading value (0.693) is higher than 0.5, SCf_2 

is finally retained in the measurement model. 

 

Table 2: Test Results for Formative Indicators of Social Community Construct 

 Scf_1 Scf_2 Scf_3 Scf_4 Scf_5 

Weight 0.432** 0.047ns 0.315** 0.471*** 0.358** 

Loading 0.745*** 0.693*** 0.707*** 0.817*** 0.726*** 

VIF 2.282 1.106 1.931 1.419 1.343 

Note: *p < 0.05, ** p < 0.01, *** p < 0.001, ns-not significant. 

 

4.1.3. Common Method Bias 

It is necessary to assess the common method bias (CMB) in this study because the self-reported survey yielded 

data of independent and dependent variables from the same informant and changeless contexts. We conducted 

Harmon’s one-factor test on the six main constructs in the research model [MacKenzie et al. 2005]. The result 

generates five principal factors which show eigenvalues greater than 1.0 and account for 56.2% of the total variance. 

The first factor explains 29.18% covariance in the data. This result indicates that CMB would not contaminate the 

research findings. 

4.2. Structural Model Evaluation 

4.2.1. Collinearity Diagnostics 

Before assessing the causal relationships in the structural model, we computed VIF values of predictor constructs 

in each set to check the collinearity issue [Diamantopoulos & Winklhofer 2001]. As set forth, a VIF value greater than 
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4.0 indicates the collinearity in the model. Table 3 shows that all the resultant VIF values are under the threshold. 

Therefore, there was not a collinearity problem within the estimation of the path model. 

 

Table 3: VIF Values on Sets of Predictor Constructs 

 Predictor construct VIF 

PI 

In 2.012 

Pa  1.931 

Pl  1.848 

UBI 
PI 1.633 

SC 1.633 

IB 

UBI 1.872 

CE 1.952 

OE 2.830 

 

4.2.2. Antecedent Effects Test 

We utilize the PLS Algorithm to get the path coefficients and explained variances (R2 values) for the structural 

model and the bootstrapping procedure to examine the significance of path coefficients. The test began by assessing 

a base model without the mediator. Figure 3 presents the main effects of SC and PI on UBI and the simple effects of 

UBI, CE, and CE×UBI (the interaction of CE and UBI) on IB. According to the results, PI as a formative second-

order construct is effectively measured with three sub-constructs, namely, In (β = 0.436, p < 0.001), Pa (β = 0.393, p 

< 0.001), and Pl (β = 0.358, p < 0.001). Both direct effects drawn from SC and PI to UBI are confirmed by significant 

path coefficients (β = 0.303, p < 0.001; β = 0.457, p < 0.001, respectively). Moreover, the two antecedents jointly 

explain 42.7 percent of the variance in UBI, thus showing a moderate level of predictive accuracy [Henseler et al. 

2009]. These results support hypotheses H1, H2 regarding the main effects of social community and personal 

involvement on consumers’ UBI.  

 

 
Figure 3: Main Effects and Simple Effects in Structural Model 

 

4.2.3. Moderation and Mediation Tests 

The coefficient of UBI-IB path (β = 0.442, p < 0.001), as shown in Figure 3, supports the hypothesis H3 that UBI 

exerted a significant and positive effect on IB. The CE×UBI term also shows a significant correlation with IB (β = 

0.104, p < 0.05) and contributes to explaining 3.3 percent of IB variance (△Radj = 0.033, p < 0.001). Thus, hypothesis 

H4 is preliminarily supported. In addition, the moderation model explains 51.4 percent of the total variance and thus 

shows a moderate explanatory power for consumers’ IB. In order to facilitate the interpretation of CE’s moderating 
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effect, we conducted simple slopes analysis according to Aiken & West [1991] and plotted the interaction effect 

graphically, as in Figure 4. The positive and negative CE values were calculated by adding and subtracting one 

standard deviation from the mean, respectively. Then, we examined whether the slopes for the lines constructed on IB 

versus UBI at the positive and negative levels of CE differed from zero and each other. It is revealed that UBI’s 

positive effect on IB is significant for either positive (β = 0.586, p < 0.001) or negative CE level (β = 0.378, p < 0.001), 

and the former is significantly stronger (t = 2.06; p < 0.05). Thus, hypothesis H4 is well verified. We conclude that 

the positive effect of UBI on IB is stronger when CE is more positive. 
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Figure 4: Interaction between Cognitive Evaluation and UBI on IB 

 

Afterwards, we left out the moderator and investigated OE’s mediation on the UBI-IB relationship following the 

procedure of Preacher & Hayes [2008]. As a result, all the path coefficients in the mediation model are significant (β 

= -0.225, p < 0.01 for UBI to OE; β = -0.593, p < 0.001 for OE to IB; β = 0.290, p < 0.001 for UBI to IB). Then, we 

checked the significance of indirect effect by testing the product of UBI-OE and OE-IB path coefficients (by dividing 

the product value by its bootstrapping standard errors with Microsoft Excel. Details please refer to Hair et al. [2017]). 

However, it appears to be not significant for the indirect effect (t = 1.75, p = 0.081). Hence, we did not accept the 

hypothesis H5 that OE mediates the UBI-IB relationship, although OE shows significant negative correlations with 

both UBI and IB.  

4.2.4. Moderated Mediation Effect Test 

At last, we conducted the moderated mediation analysis. Figure 5 illustrates the model with the simple effects of 

UBI, CE, and CE×UBI on both OE and IB as well as the direct effect of OE on IB. It shows that all direct paths are 

significant except for the CE-IB path (β = -0.082, p =0.07). This model explains 47.7 percent of OE variance and 65.6 

percent of IB variance. The CE moderates both the relationships of UBI with IB and with OE judged from the 

significant paths from CE×UBI to IB (β = 0.183, p < 0.01) and to OE (β = 0.179, p < 0.01) respectively. We further 

explored CE’s moderation on the UBI-OE relationship. As Figure 6 exhibits, UBI shows negative correlations with 

OE in visual inspection. While the correlation is significant at the negative level of CE with a slope of -0.455 (t = 4.58, 

p < 0.001) but not significant at the positive level (t = 1.63, p = 0.103). It affirms that CE moderates the UBI-OE 

relationship such that the negative effect of UBI on OE gets significant only for negative CE. Further, we investigated 

the moderated mediation effect by assessing OE’s mediations on the UBI-IB relationship at positive, moderate, and 

negative levels of CE. When CE is positive (one standard deviation above the mean), the OE’s mediation is not 

significant (t = 1.84, p = 0.066); When CE is at the mean, the indirect path is significant with a coefficient of 0.168 (t 

= 2.77, p < 0.01) and OE mediates 41.7 percent of UBI’s total effect on IB; When CE is negative (one standard 

deviation below the mean), the indirect path is significant with a coefficient of 0.278 (t = 6.06, p < 0.001) and OE 

mediates 83.4 percent of the total effect. Briefly, OE’s mediation on the UBI-IB relationship greatly enlarges from 

zero as CE turns into negative from positive. This result well supports hypothesis H6. 

In addition, in order to investigate thoroughly on CE’s moderating effect, we analyzed both the indirect 

moderation via the mediation path and the direct moderation on the UBI-IB relationship in the moderated mediation 

model. With reference to Hair et al. [2017], the product of coefficients of paths from CE×UBI to OE and from OE to 

IB turns out to be significant with a value of -0.109 (t = 3.11; p < 0.01). This result corroborates a negative effect of 

CE on moderating the UBI-IB relationship via OE. Meanwhile, the direct moderation of CE on the UBI-IB relationship 

shows a positive effect (β = 0.183, p < 0.01). 

 

file:///E:/Program%20Files/Youdao/Dict/7.2.0.0703/resultui/dict/
file:///E:/Program%20Files/Youdao/Dict/7.2.0.0703/resultui/dict/
file:///E:/Program%20Files/Youdao/Dict/7.2.0.0703/resultui/dict/
file:///E:/Program%20Files/Youdao/Dict/7.2.0.0703/resultui/dict/
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Note: *p < 0.05, ** p < 0.01, *** p < 0.001, ns-not significant. 

 

Figure 5: Simple Effects in Moderated Mediation Model 
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Figure 6. Interaction between Cognitive Evaluation and UBI on Outcome Expectancy 

 
4.2.5. Robustness check on control variables 

As the final step, we tested the robustness of results by including age, gender, and IBT as control variables into 

analysis. Each of the previous analyzing steps was re-run with regressing both UBI and IB on the control variables. 

As a result, all previous findings were further validated. The hypotheses except for H5 about OE’s mediation were 

supported again with parameter estimates altering marginally. Moreover, the control variables show different effects 

on UBI and IB separately. IBT correlates positively with both UBI (β = 0.285, p < 0.001) and IB (β = 0.111, p < 0.05). 

Age and gender cause little variation in UBI and IB except that gender (assigning 1 for females and 0 for males) 

marginally affects IB (β = 0.096, p = 0.05). In the extended model including the control variables, the adjusted R2 

values for UBI and IB are not distinctly different from the R2 values in original model (△Radj = 0.003, p = 0.164 for 

UBI; △Radj = 0.002, p = 0.270 for IB). 

 
5. Discussion and Conclusion 

5.1. Discussion of Findings 

As for the impulse formation in the OSC context, this study verified the social community and personal 

involvement as the important factors for UBI. In this work, we considered that the “Double 11” OSC mobilized the 

social mass to join the shopping ceremony, whose members shared a specific ritualistic belief, i.e., shopping 

carnivalism. This belief freed consumers from routine shopping habits and endowed the OSC-IB with sufficient 

legitimacy. Thus, once consumers fitted into the shopping ceremony and accepted the shopping carnivalism belief, 

they stood a great chance of being induced to IB. The discovery of social community and personal involvement as 

two noteworthy antecedents of UBI could well illustrate how the carnival ritualistic manipulation of OSC raised 

IB 
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individual consumers’ impulse. As one UBI factor, the social community was ascertained to comprise consumers’ 

connections with other OSC stakeholders, including e-commerce platforms, e-merchants, the media, net friends, close 

friends and relatives. These connections accommodated consumers with informational, emotional, and normative 

supports for embracing the shopping carnivalism belief. First, the basis of belief sharing was information 

communication. The social community involved all informational resources where consumers could be exposed to the 

persuasion of shopping carnivalism in the OSC. Next, the ritual belief could affect consumers emotionally. The 

spiritual resonance and coordination with the social community by acceding to shopping carnivalism could bring great 

enjoyment to consumers. Finally, ritual belief’s influence also depended on normative encouragement. The social 

community could lead consumers to perceive public endorsements and social approvals for the shopping carnivalism. 

On the whole, the OSC social community could facilitate consumers to accept the shopping carnivalism belief to a 

large extent. As another UBI factor, personal involvement was manifested to be delivered through three types of OSC 

activities, that is, participation, interaction, and pleasure. Consumers’ participation activities revealed their investment 

of time and energy into OSC events. The interaction process revealed senses of assimilation and belonging gained 

from the OSC context. The pleasure revealed consumers’ emotional attachment to the OSC. These OSC activities 

jointly stood for consumers’ self-relevance not only with the products and purchase opportunities in the OSC but also 

with the OSC ritual scenery. When consumers devoted largely to completing the OSC activities, they would approach 

great personal involvement with the OSC and thus generate intrinsic identity with the ritual belief of shopping 

carnivalism. In short, through either a broad social community or high personal involvement, OSC consumers would 

easily acknowledge and internalize the ritual belief and then evoke the UBI under the faith in shopping carnivalism. 

As for the IB enactment, cognitive evaluation and outcome expectancy were verified as two significant factors in 

affecting the relationship between UBI and IB. According to the CIFE model, cognitive evaluation and outcome 

expectancy played the key roles in IB deliberation and UBI resistance. Hence, this study supposed that UBI’s effect 

and the two variables’ effects on IB corresponded to the functional mechanisms of the impulsive and reflective systems 

behind the OSC-IB, respectively. Drew from the results, three main findings have been highlighted in this paper. First, 

the positive effect of UBI on IB kept significant when either cognitive evaluation or outcome expectancy was 

concerned. This result declared a substantial and intrinsic force of the impulsive system in IB enactment. Second, 

outcome expectancy correlated with both UBI and IB negatively, and its mediation converted to significant effect 

from insignificance when cognitive evaluation turned into negative. This result demonstrated that consumers 

proceeded in reflective information processing only when they had evaluated IB to be negative; otherwise, the IB 

enactment would be dominated by the force of impulsive system and went forward heuristically. These findings largely 

concurred with the RIM theory, which suggests that reflective and impulsive systems would elicit behavioral schemata 

of mutual restraint. Only when the schema in a system activates and exceeds the threshold can this system affect 

behaviors [Strack & Deutsch 2004]. Accordingly, this work discerned UBI as the schema of impulsive system, which 

kept active above the threshold once formed [Vohs 2006]. While the volitional resistance manifested as the schema 

of reflective system which rested below the activation level until it was called up by favorable outcome expectancy. 

Besides, the cognitive evaluation might function as a boundary condition for the two systems. Positive evaluations cut 

off the process of the reflective system into the outcome-expectancy evaluation. Thus, the impulsive system could 

guide the IB behavior exclusively. However, when the cognitive evaluations were negative, the outcome expectancy 

would be enabled to serve the impulse resistance schema in the reflective system; that is, the impulsive system would 

recede, and the reflective system came into play on the IB enactment. In sum, the effects of UBI, cognitive evaluation, 

and outcome expectancy on IB well illustrated how the impulsive and reflective systems conjointly and competitively 

affected the OSC-IB [Hofmann et al. 2008; Hubert et al. 2013]. Last but not least, this study further investigated 

cognitive evaluation’ moderation on the UBI-IB relationship and revealed an overall positive effect. While in the 

moderated mediation model, cognitive evaluation produced a negative effect via the outcome expectancy-mediated 

path and a positive effect via the direct path on moderating the UBI-IB relationship. Therefore, it could be viewed that 

the valence of cognitive evaluation’s total moderating effect might depend on whether the direct effect or the indirect 

effect on the UBI-IB relationship had a larger magnitude. Notably, the magnitude of cognitive evaluation’s indirect 

moderation was determined by both the effect of CE×UBI on outcome expectancy and the effect of outcome 

expectancy on IB. Combined with the view of RIM, this result also suggested that negative cognitive evaluations 

restrained the impulsive system and meanwhile activated the processing of the reflective system during IB enactment. 

5.2. Implications for Theory  

Though consumers’ IB had been substantially studied for decades, the prevalence of OSC in recent years has 

brought both new challenges and opportunities for IB research as it incurred extraordinary impulses on purchase for 

either individual consumers or the whole society. However, until now, only a small body of studies have concerned 

the OSC-IB and they have left out the OSC context-specific factors for IB, which are the key to understand the 

particularity of OSC in triggering consumers’ impulsiveness. In this work, through integrating the ritual marketing 
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thought into the situation analysis of “Double 11” OSC, this paper shed light on the essential elements of OSC in 

stimulating incomparable IB behaviors. Important implications for OSC investigation and IB research could be drawn 

from three levels. First, this work offered theoretical explanations on the particularity of OSC in involving and 

controlling consumers. By introducing the ritual marketing thought, this work suggested that the “Double 11” 

distinguished itself from general promotion campaigns by creating a shopping ceremony online and preaching a ritual 

belief of shopping carnivalism to manipulate consumers’ attitudes and intentions to purchase. In brief, we presented 

a viewpoint that the IB explosion in the “Double 11” OSC largely resulted from the permeation of the shopping 

carnivalism belief among consumers. Second, based on the ritual marketing thought, we generalized the social 

community and personal involvement as two preconditions for OSC consumers to identify and comply with the 

shopping carnivalism belief. Our verification of the two significant UBI factors provided empirical supports for the 

idea drawn from the ritual marketing thought. Finally, we discerned six types of social characters to constitute 

consumers’ OSC social community according to the OSC stakeholders list of Liu [2015], and verified three dimensions 

of OSC activities to jointly reflect consumers’ OSC involvement based on carnival theory [Lensmire 1994; Xu et al. 

2017]. Through conceptualizing and discerning the components of the two UBI factors, this work enriched the 

connotation and enhanced the theoretical framework of the ritual marketing thought for OSC analysis. In conclusion, 

the application of ritual marketing thought, and the establishment of the social community and personal involvement 

as UBI factors in the OSC context largely compensated the studies on the OSC-IB and simultaneously provided 

new angles for IB research. 

Regarding the IB enactment, the study validated the effects of cognitive evaluation and outcome expectancy 

proposed in the CIFE model [Dholakia 2000] and documented the processing of both reflective and impulsive systems 

in IB decision-making. Two main theoretical contributions have been made in this study. First, this study 

complemented the RIM theory in predicting IB behaviors. We suggested that the direct effect of UBI on IB incarnated 

the activation level of the impulsive system, while the mediation of outcome expectancy corresponded to the reflective 

system on account that outcome expectancy served volitional and regulatory goals. The finding that outcome 

expectancy’s mediation on the UBI-IB relationship fluctuated along with cognitive evaluation identified with the 

fundamentals of RIM that the dual systems operate in parallel as well as of mutual restraint to drive behaviors [Hubert 

et al. 2013; Strack & Deutsch 2004; Vohs 2006]. Besides, former studies suggested that it is crucial for RIM research 

to ascertain the boundary condition, which denotes the relative contributions of the two systems to behavioral 

consequences [Hofmann et al. 2008; Vohs & Faber 2007]. In this study, we observed one tentative evidence that the 

cognitive evaluation might serve as a boundary condition for the RIM because it tipped the balance of the two systems 

in dominating the IB enactment. Second, this study differentiated conditions where the cognitive evaluation moderated 

the UBI-IB relationship dissimilarly. Rook & Fisher [1995] and Dholakia [2000] had discovered opposite effects of 

cognitive evaluation on moderating the impulse-IB correlation. Our findings offered a possible interpretation for this 

inconsistency. In this study, cognitive evaluation’s moderation revealed a positive effect on direct UBI-IB path and a 

negative effect on the indirect path through outcome expectancy in the moderated mediation model. It implied that 

positive cognitive evaluations facilitated the direct evolution of UBI into IB but reduced the chance of UBI turning 

into IB through the reflective processing. In either our study or the study of Rook & Fisher [1995], the overall positive 

effect of moderation could be owing to the dominance of impulsive processing in IB enactment (as in most cases). 

While the overall negative moderating effect in Dholakia’s [2000] might be due to the strong volitional resistance in 

the dissonant-negative evaluation condition where the impulsive processing was largely impeded and the outcome 

expectancy would influence the IB result to the most extent. In such condition, the magnitude of the negative indirect 

effect of cognitive evaluation’s moderation exceeded that of its positive direct effect. In conclusion, the cognitive 

evaluation would mark a positive moderating effect on the UBI-IB relationship only when the impulsive system 

prevails over the reflective system in governing IB enactment. Otherwise, it might reveal an insignificant or negative 

effect.  

Overall, this study integrated the ritual marketing thought to explain the OSC-IB and hereby induced the social 

community and personal involvement as the antecedents of UBI in the OSC. By analyzing the antecedents’ formative 

elements and causalities, our findings enriched and renewed ritual marketing thought, and in turn, brought brand new 

theoretical perspectives to understand the special bond between the OSC and IB. Second, through probing into effects 

of cognitive evaluation and outcome expectancy on IB enactment, this article supplemented empirical evidence to the 

CIFE model and drew a reasonable explanation about the divergence between Rook & Fisher [1995] and Dholakia 

[2000]. Finally, yet importantly, the study advanced the application and research of RIM by depicting the interplay 

between reflective and impulsive systems in IB decision-making and detecting the new boundary condition. 

5.3. Implications for Practice 

According to the research findings, this paper delivered some proposals that may be of value to e-commerce 

platforms holding OSC. First, through verifying the UBI promoting effects of consumers’ social community and 



Zhao et al.: Impulse Buying and Online Shopping Carnival 

 Page 268 

personal involvement in the OSC, we preliminarily affirmed that the OSC could manipulate consumers’ impulsiveness 

through conducting ritual marketing. Hence, we offered some suggestions about how to promote consumers’ impulse 

on shopping on these two dimensions. For one thing, the OSC platform should provide favorable conditions for 

consumers to extend their social community. For this purpose, platforms can improve their hospitality in reinforcing 

bi-directional multimedia infrastructures and the aesthetics of digital language; Also, platforms can broaden the 

interactive channels and formulate incentive policies to facilitate the merchants-consumers and consumers-consumers 

communications. Besides, platforms can utilize media resources like broadcast, television, and the new media to let 

the demagogical signs about the OSC permeate into consumers’ daily environment. For another, OSC should 

audaciously arrange the campaign and atmosphere with more sense of ritual following the real carnivals. Hence, the 

OSC platform should dedicate effort to liberate consumers from routine life and provide them with a temporary 

carnivalistic life where they can feast upon shopping ceremonies, enjoy the human closeness, and pursue hedonic 

gratification and then easily abandon themselves in self-indulgence and impulsiveness. Third, beyond boosting 

consumer’s impulse formation, the way to improve consumers’ evaluation of IB is also the key to precipitate IB 

enactment in the OSC. Hereon, we doped out two directions — concealing possible constraints and guiding positive 

opinions for the OSC-IB. For the former, platforms and merchants could resolve the financial impediments by 

encouraging deferred or serial payment, and meanwhile, preclude consumers’ consideration of long-term goals and 

emotions by reducing their construal level in purchasing processes. For the later, the platform should develop benign 

communications with the media and employ appropriate publicity means like celebrity endorsement, promoting 

positive characters and anecdotes, and controlling the diffusion of slanderous reports and comments. 

5.4. Limitations and Future Research 

Despite the aforementioned theoretical and practical implications, a few limitations for vigilant generalization 

and directing future research have also been raised. In this study, we probed into the operations and situations of 

“Double 11” OSC and affirmed the successful application of ritual marketing where consumers could be aroused to 

buy impulsively under preconditions of social community and personal involvement. However, the “Double 11” OSC 

was organized upon the Chinese market, and the participants in this study were also Chinese consumers. According 

to the original view of communication [Carey 2008], ritual marketing cannot be abstracted away from the local culture 

and tradition. While each country has its own tradition and recognition about the sense of ritual. Hence, we cannot 

assert whether the ritual marketing thought could be utilized to analyze the OSC hold in other counties and whether 

the social community and personal involvement would promote consumers’ impulsiveness in such cases. Thus, we 

suggested that subsequent researches to apply the framework and methodology of this research to the OSC in other 

countries to test the general applicability of these conclusions.  

Another limitation of this study is the limited revelation of the psychological mechanism in IB enactment. In this 

study, we selected the cognitive evaluation and outcome expectancy from the CIFE model as two key variables to 

demonstrate the processing of impulsive and reflective systems behind the OSC-IB. However, a lot of mental factors 

and effects regarding IB decision-making were not included. For example, the selection and application of resistance 

strategies in the volitional system of the CIFE model and the self-regulatory resources which underpins the reflective 

system’s activation in the RIM theory could significantly influence the UBI-IB relationship. Thus, we proposed that 

there are urgent needs for future studies to dig deeper into the psychological processes of IB, that is to say, take other 

cognitive variables into the psychological account of IB enactment and resistance and pay primary attention to the 

functions relevant to impulse resistance and the reflective system.  
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Appendix 

 
The survey lists statements about the extent, that is, seven-point scales anchored by “Strongly disagree” (1) and 

“Strongly agree” (7), to which you agree that yourself have acted, felt, and experienced during the “Double 11” OSC: 

Construct Items 

Social community (formative 

construct) 

(adapted from Kervenoael et al. 

2009; Nahapiet & Ghoshal 1998) 

SCf_1 I felt well connected with one or more e-commerce platforms that held the 

shopping carnival. 

SCf_2 I came into contact with numerous e-merchants. 

SCf_3 I felt surrounded by a variety of the media transmitting information about the 

“Double 11” OSC. 

SCf_4 I built contacts with numerous net friends. 

SCf_5 I interacted with close friends or relatives more frequently. 

Social community (global item) 

(adapted from Huang 2016; 

Nahapiet & Ghoshal 1998) 

“Double 11” OSC made me feel that I was well connected with the society. 

Participation 

(adapted from Xu et al. 2017) 

Pa_1 I actively browsed product information and promotional messages. 

Pa_2 I actively searched for product information and promotional messages. 

Pa_3 I actively participated in marketing activities (e.g., shopping, promotional games 

and lucky draw). 

Interaction 

(adapted from Xu et al. 2017) 

In_1 I frequently communicated with other people about the information, ideas, opinions, 

experiences of “Double 11” OSC. 

In_2 I shared my shopping lists or orders with one or more friends. 

In_3 I frequently join or conduct collaborative “Double 11” OSC activities (e.g., 

collaborate recommendation) with other people. 

Pleasure 

(adapted from Xu et al. 2017) 

Pl_1: I felt fun when shopping or taking part in other “Double 11” OSC events.  

Pl_2: “Double 11” OSC can gratify my shopping needs as well as my entertainment 

needs. 

Pl_3: I felt enjoyment and relaxed emotions gained from “Double 11” OSC. 

Urge to buy impulsively 

(adapted from Beatty & Ferrell 

1998; Parboteeah et al. 2009) 

UBI_1: I had the sudden urge to purchase things outside my shopping list.  

UBI_2: I experienced a number of urges to buy things I had not planned to buy.  

UBI_3: I experienced no strong urges to make any unplanned purchase (reverse coded). 

UBI_4: I had a desire to buy items that did not pertain to my shopping goal. 

Outcome expectancy  

(adapted from Dholakia 2000; 

Scheier & Carver 1985) 

When you confronted the unplanned goods that of little need and felt the urge to buy 

them, how was your attitude and expectancy? 

OE_1: I was expecting to resist my impulses of buying the goods. 

OE_2: I did not figure that I could reject the temptation. (reverse coded). 

OE_3: I was inclined to pull back from buying the goods. 

Impulse buying  

(adapted from Mattila & Wirtz 

2008; Mohan et al. 2013) 

IB_1: I bought more than I had planned to buy. 

IB_2: I spent lots of money on unplanned goods. 

IB_3: I ended up spending more money than I originally set out to spend. 

IB_4: unplanned goods took up a great proportion of the total goods I purchased . 

Impulse buying tendency (adapted 

from Beatty & Ferrell 1998 ) 

IBT_1: When I go shopping, I buy things that I had not intended buying. 

IBT_2: I am a person who makes unplanned purchases. 

IBT_3: It is fun to buy spontaneously. 

Cognitive evaluation 

(adapted from Liu et al. 2013; Rook 

& Fisher 1995)  

Please evaluate the following scenario: You had planned to buy a pair of gym shoes with 

a budget of ￥300 (300 units of Chinese currency) in “Double 11” OSC, and you had 

made sure that there was no other necessary items to purchase. However, during the OSC 

day, you actually bought not only the gym shoes but also a pair of casual shoes and a coat 

with the total spending of ￥1150. 

(As regards the below four semantic differentials, point 7 indicated the most positive 

evaluation) 

CE_1: bad — good 

CE_2: wasteful — productive 

CE_3: unacceptable—acceptable 

CE_4: wrong — right 
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