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Figure 1 Interaction Effect of Temporal Distance
and Hedonic Feature
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How Types of Online Products Affect Online Impulse Buying

Zhang Xuan,Jing Fengjie
School of Management, Huazhong University of Science and Technology, Wuhan 430074, China

Abstract ; This study investigate the impact of deliveries and types of products on consumers online impulse buying. A lab experi-
ment designed 2 ( virtual vs. actual product) x 2( hedonic luxuries vs. utilitarian necessities) between-groups to examine consum-
er’s different purchase intention on 4 types of online products. Specifically, this study try to verify the main effect of temporal
distance and interaction effect of temporal distance and types of products on purchase intention. Three online field experiments
which measured consumers’s purchase intention by were done to validate those hypotheses in the simulated internet store by on-
line order data instead of self-report method. This study controlled independent variable by set different types of products and
meaures the dependent variable by consumer’s self-report and online order data, Multi-experiments of lab and field guarantee the
internal and external validity of research findings. The results found online buyers more likely bought the virtual products impul-
sively than actual products generally. There is the highest impulse buying percentage on hedonic virtual luxuries as well as there
are biggest differences between the virtual-hedonic products and virtual-utilitarian products while it isn’t obvious for actual prod-
ucts. Based on this finding, authors give related suggestions on classifying online products and take suitable promotion which will
benefit online retailing.

Keywords : hedonic luxuries;utilitarian necessities; virtual product;actual product;online impulse buying; online simulated exper-

iment
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