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ABSTRACT
Purpose: This study seeks to model and empirically examine key emotional aspects
(positive affect and negative affect) on impulsive buying actions (web browsing, urge to
buy impulsive and impulsive buying behavior) in online shopping context.
Methodology/Design: Using structural equation modeling model, a total of 470 survey
responses from shoppers of online stores were used to empirically test the measurements
and propositions.
Findings: On the bases of data from online shoppers a significant model emerged. Results
were generally in support of the assertion that emotions lead to impulsive actions.
Originality/Value: Impulsive buying in online context represents an epidemic proportion
of online shopping. Impulsive buying behaviors with upcoming avenues for future
research are under the constant review of academicians and practitioners. Despite
abundant research on impulsive buying behavior in online context, research scholars’
demand for further research and empirical evidences for better understanding of the
phenomenon. Examining impulsive buying behaviors in online setting therefore becomes
imperative.
Implication: This study offers valuable insight and solid grounds to academicians as well
as practitioners concerning online impulsive buying behavior by presenting empirical
findings and important implications.
Limitations: Some notable limitations like consideration of young consumes only needs to
be considered for generalizing the findings.
©2017 Published by UWJMS

INTRODUCTION
Consumer buying behavior is classified into two
categories: pre-planned buying behavior and
unplanned or impulse buying behavior (Wells,
Parboteeah & Valacich, 2011). Scholars have
defined planned purchasers as those customers
who first recognize their need or problem, then
search information about potential solution for
resolving their problem or fulfilling needs, and
terminally, they evaluate different substitutes to

make a final purchase decision (Piron, 1991).
Customers, on the other hand, adopt an
unplanned buying behavior or impulse buying,
through which they make decision on the spot,
resulted from unexpected and unplanned reaction
(Hodge, 2004).
Broadly speaking, impulse buying is a
predominant phenomenon around the globe, the
extent of which can be determined by the remarks
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of Coca Colas’ CEO Muhtar Kent, who claims
that almost 70% of Coke’s sales is because of
impulse buying (Mohan, Sivakumaran & Sharma,
2013). Owing to immense importance of impulse
buying, it has been extensively studied in the
context of offline shopping by the academician
and practitioner for decades (Weun, Jones &
Beatty, 1998; Zhou & Wong, 2004; Peck &
Childers, 2006; Ghani & Kamal, 2010).
In the contemporary market environment, there
have been significant changes in consumer
behavioral patterns due to the breakthrough in
economic
and
technological
domains.
Technology has empowered the customers to
search for product’s features and pricing, and
compare them with alternatives from anyplace at
any time (Silveria & Marreiros, 2014).
Resultantly, owing to immense advancement of
information technology and the stupendous
evolution of e-commerce, online impulse buying
has become a widespread consumer behavior to
the extent that it is projected that 40% of total
online consumption are due to impulse buying
(Huang, 2015). Along with this, the user
navigation in the last two decades has grown
from 1 million in North America and Europe to 3
billion worldwide with a significant growth in
Middle East and Asia.
Furthermore, $370 billion of online retail sales
are forecasted by the end 2017 in U.S. alone
(Richard & Chebat, 2016). Scholars have
postulated that the online market space is now
more favorable to impulse-buying behavior
comparing to the offline purchasing (Chan,
Cheung & Lee, 2017) as in the online shopping
environment consumers are free from the
restraints (such as inconvenient store locations,
limited operational hours, and social pressure)
which they might confront in physical market
place. Consequently, it is crucial to investigate
the factors which cause impulse buying.
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According to scholars, impulse buying behavior
ascends on the basis of a robust and irresistible
urge to purchase something (Shoham & Brencic,
2003). Likewise, Zhang, Prybutok and Strutton
(2007) stated that a strong urge derives the actual
impulse purchase. Moreover, impulse buying is
influenced by the two major factors, the attitude
developed by the store environment (Rook, 1987;
Moon, Rasool & Attiq, 2015) and personality
trait inherent by an individual (Rook & Fisher,
1995). Correspondingly, online impulse purchase
is also derived by an urge to buy which is the
result of web browsing features (hedonic and
utilitarian) and an individually personality traits
(positive affect and negative affect).
According to Chien-Huang and Hung-Ming
(2005), positive effect of individual’s personality
plays a vital role in online shopping, hence a
consumer with positive effect will spend more
time in web browsing and more inclined to enjoy
exploring products in online shopping
environment, on other hand in case of negative
personality effect vice versa. Furthermore, Park
et al., (2012) stated that the web browsing feature
significantly contribute in boosting customer’s
urge to buy, for instance hedonic feature of web
browsing (such as east of navigation, vivid
pictures, enjoyment and fun in web browsing),
and utilitarian feature of web shopping (like as
discounted prices and better quality of products)
leads consumer’s urge to buy impulsively.
Though the relationship of positive and negative
aspect of personality with web browsing
(Verhagen & Dolen, 2011); and relationship of
hedonic and utilitarian web browsing with urge to
buy impulsively (Huang, 2015) have been
explored, yet there exists a need to probe
abovementioned relationships in concurrent
online market setting. Abundant research on
impulsive buying behavior in online context
notwithstanding, research scholars demand
further research for better understanding of the
phenomenon (Chan et al., 2017; Lin & Lo, 2016;
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Li et al., 2016).For instance, Chan et al., (2017)
call for more empirical research studies as there
is insufficient empirical evidences available for a
comprehensive meta-analysis. Moreover, Rezaei,
Ali, Amin & Jayashree (2016) and Richard and
Chebat(2016) recommend to examine the impact
of web browsing on impulse buying to have clear
insight of the conversion processes of browning
into purchases. Likewise, Chung, Song and Lee
(2017) also called for investigating the effect of
web browsing features (utilitarian and hedonic)
on customer’s urge to buy impulsively.
Furthermore, Bellini, Cardinali and Grandi
(2017) suggested that online impulse buying may
differ from customer of positive personality to
customer of negative personality and required to
probe the relationship of customer’s personality
aspects (positive and negative) with online
shopping environment (hedonic and utilitarian
web browsing features).
Having identified the gap, this research seeks to
investigate how personality aspects both negative
and positive of consumer influence the online
shopping environment or web bowings both
hedonic and utilitarian, further how web
browsing features lead to customer’s urge to buy
impulsively, consequently how a customer urge
to buy is converted to actual impulse buying
behavior. This research contributes in consumer
behavior literature specifically decision support
literature by providing an empirical model which
estimate the relationship of personality aspects of
an individual on online shopping environment
(web browsing both hedonic and utilitarian), and
afterward, the relationship of web browsing on
online impulse buying behavior though urge to
buy impulsively. This research study offers
guidelines for researchers and practitioners to
understand how customer’s personality direct
them to web browsing or online shopping and
ultimately to impulse buying behavior in the
context contemporary online market space.
LITERATURE REVIEW

Online Impulse Buying
Consumer decision making typically has been
regarded as rational activity in which customers
identify and evaluate needed product, and
compare the alternatives to select most suitable
one (Haubl & Trifts, 2000). However,
advancement in information technology along
with emergence of worldwide web has developed
unusual consumer buying patterns such as
impulse buying, which is now being widely used
by consumers (Chen, Su & Widjaja, 2016).
Impulse buying is defined as “an abrupt and
instant buying with no pre-shopping intention to
buy the speciﬁc product, resultant of exposure to
a stimulus” (Sohn & Lee, 2017, p. 345). Online
shopping liberates consumers from the restraints
that they potentially confront in physical market
place, which increase the possibility of online
impulse buying behavior (Chan, Cheung & Lee,
2017).
Research on online impulse buying has been
conducted since last decade, according to
scholars there are two major categories of
stimulus (such as external and internal) which
stimulate online impulse buying. The external
stimuli are website features (utilitarian and
hedonic), on web marketing promotions, and the
internal stimuli are consumer inherited traits
(positive and negative affects). Olsen et al.
(2016) stated that both customer personality trait
and shopping environment inflame an urge that
provoke customer to buy impulsively.
Trait Affect and Web Browsing
Affect perform a key role in shaping consumer
behavior. Silvera, Lavack and Krop (2008)
conceptualized affect as customer’s trait. Trait
affects can be categorized into two broader
categories: positive affect and negative affect.
Customer with positive trait affect will be more
enthusiastic, energetic and fun loving, spends
more time in the web browsing, pay more
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concentration in exploring products, and feels
happier in engaging in online shopping (Park &
Kim, 2008). On the other hand, customer with
negative affect characterized as distressed,
irritated, and has no pleasurable feelings while
browsing web or online shopping (Bellini et al.,
2017). According to Verhagen and Dolen (2011)
customers having positive affect are more prone
to get involved in web browsing (hedonic &
utilitarian) than customers inheriting negative
affect. Furthermore several researchers have
found a significant impact of trait affect on
impulse buying (Huang, 2005). For instance one
with more score on positive affect is more
inclined toward approach behavior and reluctant
toward avoidance behavior. In addition more
positive emotions experiencing by an individual
are more likely to spend more money and buy
impulsively (Verhagen & Dolen, 2011
Verplanken & Herabadi, 2001). Based on above
literature, following relations are proposed:
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Hedonic web browsing related to fun, pleasure
and enjoyment in online shopping, while
utilitarian web browsing related to risk reduction
and information gathering in which customers
seek information to compare product features and
prices. Main concern of online purchaser in
utilitarian web browsing to saving money and
exerting minimum efforts in shopping (Overby &
Lee, 2006). However, customer also take
pleasure and joy in browsing a wide range of
products either they make purchases or not
(Smith & Sivakumar, 2004).

H1a: Positive affect has significant and positive
influence on hedonic web browsing.

Gohary and Hanzaee (2014) concluded that both
type of web browsing that is utilitarian and
hedonic browsing significantly contributes in
developing
impulsive
buying
behavior.
Additionally, Ha and Jang (2010) established
association between utilitarian and hedonic
browsing and urge to buy impulsively in online
market space. Similarly, Chung, Song and Lee
(2017) also verified that hedonic and utilitarian
exert significant effect on urge to buy impulsive
in online setting. Hence, it is proposed that:

H1b: Positive affect has significant and positive
influence on utilitarian web browsing.

H3a: Hedonic web browsing significantly and
positively influence urge to buy impulsive.

H2a: Negative affect has significant and negative
influence on hedonic web browsing.

H3b: Utilitarian web browsing significantly and
positively influence urge to buy impulsive.

H2b: Negative affect has significant and negative
influence on utilitarian web browsing.

Urge to Buy and Impulse Buying Behavior

Web Browsing and Urge to Buy
Web browsing, involves consumers for gathering
information and making purchase decision via the
Internet (Rowley, 2001). Many consumers place
great emphasis on browsing and information
gathering while shopping online (Smith &
Sivakumar, 2004).Web browsing has two
aspects: Utilitarian web hedonic browsing and
utilitarian web browsing (Childers et al., 2001; ;
Moon et al., 2017; Monsuwe et al., 2004).

The urge to buy impulsively refers to “the state of
desire that is experienced while encountering an
object in the environment” (Beatty & Ferrell,
1998, p. 175). Urge to buy certainly triggers
actual impulsive purchase behavior (Rook 1987).
The stronger the urge aroused, the greater the
possibility that impulsive purchase will occur
(Beatty & Ferrell, 1998).According to Lin and Lo
(2016) customer’s urge to buy is same as the
behavioral intention, which causes the actual
behavior. Likewise, Adelaar et al. (2003)
postulated that consumers urge to buy cause
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impulse buying behavior, assenting to which
Valacich, and Wells (2009) narrated that
impulsive buying is the outcome of customer
urge to buy impulsively. Conferring to above
arguments it is hypothesized:
H4: Customers urge to buy positively and
significantly influence online impulse buying
behavior.
Theoretical Model
Current model is based on theories of impulse
buying behavior such as Stimulus Response
Theory (S-O-R), Process theory and Cognitive
Emotion Theory (CET). According to S-O-R
theory, stimulus such as environmental factors
leads to organism known as internal affective
evaluations like emotional aspects (positive and
negative) that ultimately lead response
psychological reaction like web browsing
features (utilitarian and hedonic), urge to buy
implosively and impulse buying behavior (Floh
& Madlberger, 2013; Attiq & Azam, 2015).
Moreover, according to process theory, trait
affect and web browsing are inputs which cause
process such as urge to buy which output the
impulse buying behavior (Chung, Song & Lee,
2017). Additionally, in accordance to CET trait
effects are emotional aspects which cause
impulsive actions i.e. web browsing, urge to buy
impulsively and impulse buying behavior
(Verhagen & Dolen, 2011).
METHODOLOGY

Trait Affect
Positive Affect

A quantitative research methodology was adapted
to empirically test conceptual model and
proposed relation paths. Data was collected from
young consumers. Young consumer as a subject
of study are more appropriate for this research, as
young consumer are more inclined to access
online media and are more keen in shopping
products online (Kim & Eastin, 2011). A total of
470 useable responses were collected with the
help of convenient sampling technique. Online
survey method was used to collect the data from
young online shoppers. The target population for
this study consisted of consumers of online stores
like telemart, kaymu, daraz, lootlo, ishopping and
pakstlye.
Measures
Data was collected by using an online survey
questionnaire based on existing validated scales
from impulsive buying literature. The first part of
the questionnaire was designed for screening
purpose to ensure that respondents had
experienced an online purchase from shopping
websites during last three months. Trait affect is
operationalized as positive affect and negative
affect. Positive affect (PAFF) was measured on
four items and negative affect (NAFF) was
measured on three items adopted from Verhagen
and van Dolen (2011). Web browsing was
operationalized as utilitarian web browsing
(UWEB) and hedonic web browsing (HWEB).
Based on measurement scale of Rezaei et al.,
(2016), 5 items for utilitarian web browsing and
four items for hedonic web browsing were used
respectively. Urge to buy impulsively (UTB) was
measured on four items measurement scale

Web Browsing
H1
a
H1
b

Hedonic Browsing

H3
a

Urge to buy
impulsively
H4

H2a

Negative Affect

H2
b

Utilitarian Browsing

H3
b

Impulsive Buying
Behavior
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adopted form Verhagen and van Dolen (2011).
Rezaei et al., (2016) five items measurement
scale was adapted to measure online impulse
buying behavior (IMPB).

DATA ANALYSIS
Sample Demographics
Sample of 470 young consumers consisted of 44
percent female and 56 percent male which
represented almost equal representation of
gender. Most of the respondents (80 percent)
were from the age group of 20 to 30 year old.
Most of the respondents had graduation degree
(62 percent) while 34 percent had Masters/M.phil
and only 4 percent were PhD. Representing
income, 26 percent had monthly income less than
50000 thousand, 41 percent (50001-10,0000), 26
percent (10,0001-150,000) and only 7 percent
were above 150,001. Demographic statistics
showed that sample fairly represents the target
population of online young shoppers.
Descriptive Statistics
Descriptive statistics and correlation analysis
were estimated for the overview of data and to
determine the association among study variables
respectively. Results are depicted in Table 1.
Results revealed that mean for all study variable
ranged between 3.54 and 3.65 with standard
deviation (SD) ranging between .74 and .86.
Furthermore, for Skewness (SKW) and kurtosis
(KURT) values ranged between -.366 and -.769
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and -.163 and -.595 respectively fall with the
criteria of normality of the data that is ±3.
Common variance bias
Harman’s single-factor was adopted to test the
common variance biased. Results of common
variance bias are shown in Table 2. Results
reveal that the percentage of variance explained
by first factor is accounted for 43% which is less
than 50% suggested by Podsakoff, MacKenzie,
Lee and Podsakoff, (2003). Thus results were in
favor of data which is free from common method
biases.
Partial Least Squares Structural Equation
Modelling (PLS-SEM)
The model and propositions were empirically
tested by using Partial Least Squares Structural
Equation Modelling (PLS-SEM). Researchers
employ this approach to model and empirically
tests complex relationships. PLS-SME is consider
as more flexible approach to relate theory and
data, namely; specification of relationship among
variables, modeling unobservable latent variables
and test propositions against empirical data. For
these reasons PLS-SEM is widely used in
organizational, management and marketing
research (Ballestar, Grau-Carles, & Sainz, 2016;
Hair, Sarstedt, Ringle, & Mena, 2012).
Measurement model and structural model are the
basics components of PLS path model. The PLSSEM algorithm provides the maximized
percentage of explained variance, proportion of
explained variance and path coefficients. This

Table1. Descriptive statistics and Correlations analysis of study variables (N=470)
Code
PAFF
NAFF
HWEB
UWEB
UTB
IMPB

Mean
3.657
3.574
3.53
3.65
3.535
3.543

SD
0.817
0.846
0.768
0.64
0.933
0.815

SKW
-0.769
-0.703
-0.41
-.578
-0.582
-0.366

KURT
0.560
0.248
-0.338
-.083
-0.176
-0.595

Note: Positive Affect (PAFF); Negative Affect (NAFF); Utilitarian web browsing (UWEB); Hedonic web browsing (HWEB), Urge to
buy impulsively (UTB) and online impulse buying behavior (IMPB)
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study assessed measurement model (reflective
measurement model) and structural model as
suggested by Hair et al., (2012). The estimated
results estimated through Smart-PLS were shown
in Figure 2.

The discriminant validity is asserted with the help
of the Fornell-Larcker criteria. Discriminant
validity is the measure to estimate the difference
among latent variables and ensure that each
variable
explain
represented
different
phenomenon in theoretical model. The FornellLarcker establishes discriminant validity by
comparing square root of average variance
explained (AVE) for each latent variable and
correlation among latent variables. Fornell and
Larcker (1981) suggested that square root of
AVE should be higher than correlation among
latent variables. Results shown in Table 5 are in
favor of discriminant validity.

Measurement model evaluation
Measurement model was evaluated on the criteria
of reliability, internal consistency reliability,
convergent
validity,
and
discriminant
validity(Hair et al., 2012). Reliability indicator
evaluates the value and significance of outer
model coefficients. The estimated results are
depicted in Table 3. Outer loadings indicated that
the correlation between each observed variable
and latent variable is higher than the threshold
value of .71 in an exploratory model (Hair et al.,
2012) except two items of urge to buy
impulsively (i.e. UTB1 and UTB4) due to lower
loadings.
Internal consistency can be accessed by using the
criteria of Composite reliability (CR) and
Cronbach’s alpha. CR estimates internal
consistency based on outer loadings while
Cronbach’s alpha estimation is based correlation
between indicator variables. The measurement
model was assessed on the bases of Cronbach’s
alpha (greater than 0.7), CR (greater than 0.7)
(Chung et al., 2017). The results were consistent
with fact that the estimated measurement model
was internally consistent as shown in Table 4.

Structural model
The satisfactory valuation of measurement model
is an indication to proceed towards the evaluation
of structural model. Structural model for this
study was evaluated on the bases of
multicollinearity, R2 values and path coefficients.
One of the important aspects to take an account is
absence of multicollinearity. The Variance
Inflation Factor (VIF) is an estimator to test the
severity of multicollinearity. VIF value shows the
inflation in variance of regression coefficient due
to collinearity. Values ranged between 1 to 5 are
the indication of moderate correlation and ensure
the absence of mlticollinearity (Ballestar et al.,
2016; O’brien, 2007).

Table 2. Results of CMV analysis (Total Variance Explained)
Initial Eigen values

% of Variance

Cumulative %

Total

% of Variance

Cumulative %

Total

% of Variance

Cumulative %

1

Rotation Sums of Squared Loadings

Total

Component

Extraction Sums of
Squared Loadings

9.845

42.803

42.803

9.313

40.492

40.492

4.586

19.940

19.940

Note: Extraction Method: Maximum Likelihood.
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Figure 2. Structural Model
The R2 value shows the percentage of change
caused by latent exogenous variables in latent
endogenous variables. Table 7 represented the
values of R2 clearly indicated that exogenous
variables caused variations in endogenous
variables. Structural model with two exogenous
variables and four endogenous variables was

estimated to test the proposed structural paths
(H1 – H4). Results regarding structural model
were depicted in Table 8 and Figure 2. From the
results it can be comprehend that positive affect
has a positive and significant on hedonics web
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Table 3. Results of the outer loadings indicating the correlation between the latent variables and the observed variables
Code

Statements

PAFF

NAFF

HWEB

UWEB

UTB

IMPB

PAFF1

While shopping at this shopping website I was excited.

0.76

PAFF2

While shopping at this shopping website I was enthusiastic.

0.81

PAFF3

While shopping at this shopping website I was proud.

0.82

PAFF4

While shopping at this shopping website I was inspired.

0.78

NAFF1

While shopping at this shopping website I was distressed.

0.83

NAFF2

While shopping at this shopping website I was upset.

0.85

NAFF3

While shopping at this shopping website I was irritable.

0.83

HWB1

While web browsing at this shopping web site, I am able to forget my problems and
to feel relaxed.

0.74

HWB2

During web browsing at this shopping web site, I am very excited, like playing.

0.81

HWB3

I enjoy web browsing enough at this shopping web site to forget a time out.

0.81

UWB1

I browse at this shopping web site to buy better items in price or quality.

0.75

UWB2

I browse at this shopping web site to gather information about products.

0.73

UWB3

I look around this shopping web site to compare shops.

0.77

UWB4

I browse this shopping web site to get additional value as much as possible.

0.74

UWB5

I browse at this shopping web site for efficient shopping online

0.71

UTB2

I had not planned to purchase this product.

0.88

UTB3

I saw a number of things I wanted to buy even though they were not on my
shopping list.

0.88

IMPB1

My purchase was spontaneous.

0.76

IMPB2

My purchase was unplanned.

0.75

IMPB3

I did not intend to do this purchase before this shopping website
Before visiting this shopping website, I did not have the intention to do this
purchase.
I could not resist doing this purchase at this shopping website.

0.79

IMPB4
IMPB5

0.82
0.73

Note: Positive Affect (PAFF); Negative Affect (NAFF); Utilitarian web browsing (UWEB); Hedonic web browsing (HWEB), Urge to buy impulsively (UTB) and online impulse buying
behavior (IMPB)
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browsing (β = .41, p< .01) and utilitarian web
browsing (β =.29, p< .01), while negative affect
has a negative and significant impact on hedonic
web browsing (β = -.33, p<.01) and utilitarian
web browsing (β = -.52, p<.01), supporting H1a,b
and H2a,b. Furthermore results revealed a
significantly positive impact of hedonic web
browsing (β = .43, p<.01) and utilitarian web
browsing (β = .31, p<.01) on urge to buy
impulsively and significantly positive impact of
urge to buy impulsively on impulsive buying
behavior (β = .71, p< .01), supporting H3a,b and
H4 respectively.
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Verhagen and Dolen (2011). The significant trait
affect showed that customers with high score on
positive trait affect are more enthusiastic,
energetic and fun loving, spend more time in the
web browsing. Contrary to this customers with
high score on negative trait affect are more
irritable, distressed and upset, are less likely to
spend time on web browsing.
Findings of the research evidence regarding the
significantly positive impact of web browsing on
urge to buy impulsively. Results are in line with
the previous literature e.g. Park et al., (2012);
Verhagen and van Dolen (2011).These results
implies that websites which catch the intention of
the online shoppers by providing an exciting,
value added, informative and problem solving
layoutstimulate an urge to buy impulsively.
Furthermore, results are also in support of the
significant relationship between urge to buy
impulsively and impulsive buying behavior.
Consistent with the previous literature (Park et
al., 2012; Verhagen & van Dolen, 2011)results
revealed that strong urge is one of the key
contributing factor for buying impulsively.

DISCUSSION
This study probe into the relationship between
trait affect, web browsing, urge to buy
impulsively and impulsive buying behavior by
developing a theoretical model and empirically
tests it. Data provide solid evidences for the
validation of the model and in favor of all
propositions. The findings of the study revealed a
significant impact of both positive and negative
affect on web browsing. These results are
consistent with the studies of Huang (2005); and
Table 4. Results for the Cronbach's alpha, CR & AVE
Alpha
0.80
0.78
0.69
0.79
0.72
0.83

Code
PAFF
NAFF
HWEB
UWEB
UTB
IMPB

CR
0.87
0.87
0.83
0.86
0.88
0.88

AVE
0.63
0.69
0.62
0.55
0.78
0.60

Note: Positive Affect (PAFF); Negative Affect (NAFF); Utilitarian web browsing (UWEB); Hedonic web browsing (HWEB), Urge to
buy impulsively (UTB), online impulse buying behavior (IMPB); Composite Reliability (CR) & Average Variance Explained (AVE)

Table 5. Results of the Fornell–Larcker validation criterion showing correlation among latent variables
Code
PAFF
NAFF
HWEB
UWEB
UTB
IMPB

AVE
0.63
0.69
0.62
0.55
0.78
0.60

Sq. root (AVE)
0.79
0.83
0.79
0.74
0.88
0.77

PAFF
0.79
-0.63
0.62
0.62
0.56
0.59

NAFF

HWEB

UWEB

UTB

IMPB

0.83
-.59
-.70
-0.56
-0.65

0.79
0.64
0.62
0.77

0.74
0.58
0.64

0.88
0.71

0.77

Note: Positive Affect (PAFF); Negative Affect (NAFF); Utilitarian web browsing (UWEB); Hedonic web browsing (HWEB), Urge to
buy impulsively (UTB) and online impulse buying behavior (IMPB)

11

Habib & Qayyum/UW Journal of Management Sciences 1 (2017) 1-14

The findings of this research offer useful
implications for practitioners regarding online
impulse buying behavior. The findings of the
study facilitate managers and web developers in
understanding the role of emotion (trait affect) in
developing impulsive action (web browsing, urge
to buy impulsive and impulsive buying behavior).
The results of the suggest manager and online
retailers the importance of positive and negative
trait affect, and web browsing in developing urge
to buy and impulsive purchase decision in online
settings.
Although profound care has been taken to make
the study prudent and objective, there are some
notable limitations that need to be considered for
generalizing the findings. The sample size for this
study might be low for the actual representation
of online shoppers. This study was survey based;
a field study or experiment may provide better
insight of the phenomenon. Future research,
preferable longitudinal, should probe into this
concern. Future research should consider some
other situational and psychological correlates of
impulsive buying, to have more clear insight and
to and to determine ways to keep impulse buying
from taking on its compulsive darker aspect.
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ABSTRACT
Purpose: The study aimed to examine the causal relationship between social influences
and impulsive buying behavior & compulsive buying behavior in context of fashion
shopping.
Methodology/Design: Questionnaire was administered to 372 young consumers. A
structural equation model using AMOS 22 was analyzed utilizing maximum likelihood
method.
Findings: Informational influences, normative influences, and risk towards fashion,
social comparison orientation and social shopping motivations had significant
relationship with impulsive buying. Social risk towards fashion did not encourage
social shopping motivation and social shopping motivations proved to be significant
predictor of impulsive and compulsive buying.
Originality/Value: Study is amongst the very first to investigate social influences of
impulsive and compulsive buying behavior in a developing economy.
Implication: Theoretical and practical implications are discussed along with future
recommendations.
Limitations: This study was limited to university students of one city of Pakistan and to
fashion products..
© 2017 Published by UWJMS

INTRODUCTION
Consumer buying process may be categorized
into three specific behaviors. These behaviors are
rational, impulsive and compulsive buying
behaviors (impulsive disorder) (LaRose, 2001;
Kwak et al., 2004). Compulsive buying as an idea
has been defined as a buying behavior that is
continuous and repetitive and it is stimulated in
result of some negative feelings or events (Faber
& O' Guinn, 1992). Compulsive purchasing leads

to acquisition of quantities that are either not
required or not affordable (Hoyer & MacInnis,
2007). Compulsive buying behavior is generated
to counter negative feelings like stress, anxiety or
depression but in a long run this counter behavior
turns into a detrimental behavior for the
consumer and society (Edwards, 1993).
Therefore, development of insights into this
problematic behavior is essential for the sake of
providing guidelines to society and consumer.
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Some consumers are very conscious about their
purchasing. They compare it with their society
(Attiq & Azam, 2015; Moon, Attiq & Rasool,
2015). They are more likely be pressurized by
peer groups, friends and family. In consumer and
societal psychology, the phenomenon of pressure
adaptation from group is known as social
influence (Goldsmith & Clark, 2008). Social
influences are considered very important aspect
of consumer’s purchasing behavior and several
marketing scholars have exerted enormous efforts
to examine effects of these social influences
(Dholakia & Talukdar, 2004). There are several
social factors that may motivate a consumer to
shop.
According to social learning theory (Bandura,
2001), social and cultural influences have a
significant impact on the way in which people
buy impulsively or compulsively (Vohs & Faber,
2007). Shopping behavior endorsed by society
psychologically gratifies a consumer and make
him/her socially acceptable (Black, 2007). These
social motives may result in formation of
impulsive buying behavior and compulsive
buying behavior and are concern of inquiry in
this research.
In collectivist cultures, it is argued that people
consider shopping as a way to socialize and
familiarize with other people (Lee & Kacen,
2008). Impulsive and compulsive buying
behavior has been majorly a topic of discussion
in individualistic cultures (Attiq & Azam, 2012).
Social perspective of compulsive buying
behavior is required to be probed in different
cultures because there is a huge difference
between individualistic and collectivist culture
(Kukar-Kinney et al., 2009). After deeply
studying the literature on consumer’s irregular
behaviors i.e. impulsive buying behavior and
compulsive buying behavior and their relevance
to social factors, this study aimed at achieving the
following objectives to bridge identified gap in
this area of research. To investigate the
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relationship of social influences and irrational
behaviors and to investigate the relationship of
impulsive buying behavior (not impulsiveness)
and compulsive buying behavior.
LITERATURE REVIEW
Compulsive Buying Behavior
Compulsive buying as an idea has been defined
in plethora of literature as “a buying behavior that
is continuous and repetitive and it is stimulated in
result of some negative feelings or events”
(Edwards, 1993, p. 70). The concept of
compulsive buying has been theorized as a
response to the void created in the life of the
people. People try to fill the void and lack in the
life through buying of material possession and
through compulsive buying. This spending
through compulsive buying grants the individuals
power and control over life (Moon, Attiq &
Rasool, 2015 a). Negative feelings in the life of
people such as boredom and stress also cause
anxiety. People try to address the anxiety through
compulsive buying. Through this compulsive
buying, people tend to grant meaning to their life
(Kukar-Kinney et al., 2009). It can be concluded
that compulsive buying is used to alleviate the
negative feelings which may afflict people (Faber
& O'Guinn, 1992). It can be concluded that
people are motivated by a very strong and
irresistible urge to engage in compulsive buying
(Yurchisin & Johnson, 2004).
Impulsive Buying Behavior
“Impulsive buying is an unintentional behavior
that involves prompt decision making and
propensity of acquiring the product immediately”
(Rook & Gardner, 1993). Han et al (1991)
introduced the term fashion oriented impulsive
buying synonymizing suggestion impulse buying.
Impulsive buying behavior and compulsive
buying behavior are considered irrational
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behaviors (LaRose, 2001). Impulsive buying
behavior and compulsive buying behavior are
difficult to distinguish all together based on their
consequences. Both these behaviors result in
excessive, unnecessary and unwanted purchases
that, in turn, lead to damaging penalties (Moon,
Hassan & Attiq, 2015, 2015a; Xiao & Nicholson,
2013). Products acquired in result of these
behaviors are usually same products like
electronic apparatus and apparel products. Both
of these behaviors are caused by lack of strength
of will and lack of self-control, which are
categorized as personality disorder (Kwak et al.
2006). Therefore, we assume that impulsive
buying would result in compulsive buying
behavior.
H1: Impulsive buying behavior has a significant
influence on compulsive buying behavior.
Social Shopping Motivation
Shopping motivation is defined as the internal
force that derives a consumer to shop or buy.
Shopping motivations are categorized into two
forms of physiological needs of consumer i.e.
personal and social (Moon et al., 2017; Tauber,
1972). Personal motive (novelty seeking, selfsatisfaction, browsing) and social motives
(interaction with people) may be experienced by
a consumer during a shopping trip. Satisfaction,
amusement and pleasure extracted from buying
products while socializing with peer groups,
friends and family members is known as social
shopping motivation (Arnold & Reynolds, 2003).
Shopping can be more than a product acquiring
activity for people who suffer isolation,
loneliness, boredom or depression (Moon,
Hassan & Attiq, 2015a; Ha & Jang, 2013).
Shopping is a social activity for disturbed people.
When consumers feel low or irritated, they go for
shopping and make unplanned and irrational
purchases. Doing so relieves them for some time
(Ridgway et al. 2008). Therefore, we assume that

social shopping motivation triggers irrational
buying behavior.
H2: Social Shopping motivation has a significant
influence on impulsive buying behavior.
H3: Social Shopping motivation has a significant
influence on compulsive buying behavior.
Susceptibility to Interpersonal Influence
Consumer susceptibility is known as consumer’s
vulnerability or defenselessness. Consumer
susceptibility to interpersonal influences is
known as consumer’s vulnerability or
defenselessness to his interpersonal influences.
Interpersonal influences are composed of two
dimensions i.e. informative and normative
influences (Cheng, Chuang, Wang & Kug, 2013).
Tendency to believe information gathered from
others to be precise reality is known as
informational influence (Moon, Habib & Attiq,
2015; Goldsmith & Clark, 2008). Susceptibility
to normative influence is known as the desire of a
consumer to develop consistent beliefs views and
specifications of buying decisions with others.
These consumers want to be recognized and
enhance their image, so they are more likely to
become impulsive and compulsive purchasers
(Bearden, Netemeyer, & Teel 1989; Halepete,
Littrell & Park, 2009). Consumers with high
susceptibility to normative influence are more
brand conscious than people with low
susceptibility. They usually have impulsive or
compulsive tendencies (Lysonski & Durvasula,
2013). Literature provides that interpersonal
influences are very significant in shaping up
buying behaviors of teenagers, specifically,
irrational behaviors (Liu & Laird, 2008).
Interpersonal influences of a consumer have an
immediate and significant impact on consumers
buying behavior, as consumers tend to rely on
their normative and informative beliefs (Hale,
2003). The acceptance or rejection of a
consumer’s particular buying behavior by his/her
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reference group (i.e. colleagues, friends and
family) puts consumer into huge pressure to
indulge into a behavior that aligns consumer with
reference group. That is why normative beliefs
are considered strong interpreter of consumer
buying behavior (Fishbein & Ajzen, 2005;
Crespo & Bosque, 2010). Therefore, we proposed
that interpersonal influences develop shopping
motivations and results in irrational purchasing.
H4: Susceptibility to informative influence has a
significant influence on social shopping
motivation.
H5: Susceptibility to informative influence has a
significant influence on impulsive buying
behavior.
H6: Susceptibility to informative influence has a
significant influence on compulsive buying
behavior.
H7: Susceptibility to normative influence has a
significant influence on social shopping
motivation.
H8: Susceptibility to normative influence has a
significant influence on impulsive buying
behavior.
H9: Susceptibility to normative influence has a
significant influence on compulsive buying
behavior.
Social Risk towards Fashion
An individual’s opinion regarding a fashion
product or service being disapproved by other
people (Society) is known as social risk towards
fashion (Attiq & Azam, 2014; Dowling &
Staelin, 1994). Having information related to new
fashions, styles and prevailing trends motivates
an individual to shop. To have latest information
about newest trends in fashion is important for a
consumer to go for shopping (Jointer, Brown &
Kistner, 2014). Social risk towards fashion is the
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uncertainty of a consumer that whether fashion
products he/she purchases are going to accepted
or not (Song, Hwang, Kim & Kwak, 2011). This
uncertainty or risk carries anxieties and stresses
along with it. We implied that these stresses and
anxieties might motivate a consumer to indulge
in excessive and repetitive shopping i.e.
impulsive and compulsive buying.
H10: Social risk towards fashion has a significant
influence on social shopping motivation.
H11: Social risk towards fashion has a significant
influence on impulsive buying behavior.
H12: Social risk towards fashion has a significant
influence on compulsive buying behavior.
Social Comparison Orientation
Social comparison orientation is the extent of a
person’s involvement in the process comparing
him/her with others in the society (Dameyasani &
Abraham, 2013). It is universally acknowledged
that people compare themselves with others but
the inclination of this social comparison varies.
Some people are more likely to indulge in social
comparison and resultantly require more social
connections (Moon, Hassan & Attiq, 2015b;
Gibbons & Buunk, 1999). This comparison may
be undertaken in two ways i.e. downward and
upward comparison (Suls & Wheeler, 2002). In
upward comparison, people make their
comparisons with people who are superior to
them and in downward comparison they compare
themselves with people who are of low standards.
impulsive and compulsive buying.
H10: Social risk towards fashion has a significant
influence on social shopping motivation.
H11: Social risk towards fashion has a significant
influence on impulsive buying behavior.
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H12: Social risk towards fashion has a significant
influence on compulsive buying behavior.
Social Comparison Orientation
Social comparison orientation is the extent of a
person’s involvement in the process comparing
him/her with others in the society (Dameyasani &
Abraham, 2013). It is universally acknowledged
that people compare themselves with others but
the inclination of this social comparison varies.
Some people are more likely to indulge in social
comparison and resultantly require more social
connections (Moon, Hassan & Attiq, 2015b;
Gibbons & Buunk, 1999). This comparison may
be undertaken in two ways i.e. downward and
upward comparison (Suls & Wheeler, 2002). In
upward comparison, people make their
comparisons with people who are superior to
them and in downward comparison they compare
themselves with people who are of low standards.
Downward comparison is used to boost their selfesteem and self-enhancement. Motivation behind
comparison is self-assessment (Mangleburg,
Doney, & Bristol, 2004). Association between
social comparison orientation and consumer
behavior is evident from various studies (Moschis
et al., 2009). This social comparison orientation
influences consumers buying behavior and
eventually leads a person to exhibit impulsive
uying behavior (Schneider & Schupp, 2014). This

urge motivates them to purchase extra, unplanned
and unnecessary items. This leads them to
demonstrate impulsive and/or compulsive buying
behavior.
H13: Social comparison orientation has a
significant influence on social shopping
motivation.
H14: Social comparison orientation
significant influence on impulsive
behavior.

has a
buying

H15: Social comparison orientation has a
significant influence on compulsive buying
behavior.
Theoretical Framework
Social
learning
theory
suggests
that
environmental factors work as a stimulus to
influence behavior (Bandura, 2001). To study the
social learning process of an individual from the
behavioral perspective, few models were
developed. Stimulus response model (Hull, 1951)
provides us with understanding of behavior
development process. Specific stimuli’s and their
respective responses are the core focus of this
model. We base our theoretical model on S-R
model.

Figure 1: Theoretical Framework
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METHODOLOGY
Sample of this study was 372 young consumer of
Islamabad. Reason behind selecting young
consumers as population for this study is to
understand young consumer’s consumption
patterns at present and forecast how they are
likely to shape up in future. Convenient sampling
technique was used in this study for collection of
data. Pakistan is not an advance country as far as
research is concerned. To the best of our
knowledge, there are no consumer data bases
available in the country at the moment. So it was
impossible for us to go for probability sampling
method.
Data was collected through survey selfadministered questionnaire adopted from
literature on five point Likert scale (1=strongly
disagree, 5= strongly agree). Questionnaires were
circulated among young consumers in
universities, shopping malls, bazaars and homes
in Islamabad, Pakistan during the months of June
and July 2016. Questionnaire constituted 43
items in
total (including demographic
information). Consumers were asked to express
their opinions relating to fashion products.
Measures
Compulsive buying behavior (CBB) was
measured on 13 item scale developed by Edwards
(1993). We measured impulsive buying behavior
(IBB) with 12 items (Han et al, 1991). 3 items of
social shopping motivation (SM) by Arnold &
Reynolds, (2003), 3 items of susceptibility to
informative influences (SII) (Bearden et al.
1989), 3 items of susceptibility to informative
influences (SNI) (Bearden et al.1989), 3 items of
social risk towards fashion (SRF) (Halepete et
al.,2009) and 6 items of social comparison
orientation (SCO) (Gibbons & Buunk, 1999).
DATA ANALYSIS
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Two-step procedure was used to conduct
structural equation modelling (SEM) in AMOS
22. We conducted confirmatory factor analysis
for reliability and validly and for hypothesis
testing, we used structural model analysis.
Sample Demographics
Sample of 372 young consumers consisted of 187
(50.3 %) male respondents and 191 (51.3%)
consumers fit in to age group of 18 to 22. Out of
372 respondents, 166 (44.6%) had bachelors
education while income profile of the sample
indicated that 89 (23%) respondents had the
income ranging from rupees 1 to 10000, 148
(39.8%) were earning rupees 10000 to 20000, 94
(25.3) were earning rupees 20000 to 30000 and
41 (11%) were earning more than rupees 30000.
Descriptive Statistics
To analyze the assumption of normality we
utilized two most recommended measures of
normality i.e. skewness and kurtosis. Skewness
is a measure of symmetry of a distribution and
kurtosis measure ‘’peakedness’’ of distribution.
In social sciences, for data to be normally
distributed, Skewness and kurtosis must fall
within the range from -2 to +2 (Cameron, 2004).
In the following table, all measurement scales are
described in terms of their respective ranges of
Mean, Standard Deviation, Skewness & kurtosis.
Structural Equation Modeling
Confirmatory Factor Analysis
Confirmatory factor analysis was conducted for
confirming the measurement model with seven
latent variables (Compulsive buying behavior
(CBB), impulsive buying behavior (IBB), social
shopping motivations (SM), susceptibility to
informative influences (SII), susceptibility to
normative influences (SNI), social risk towards
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Table 1. Descriptive Statistics (N=372)
Code
CBB
IBB
SM
SII
SNI
SRF
SCO

Mean
4.25-4.32
3.62-4.29
3,24-3.34
3.44-3.56
3.38-3.72
3.60-3.76
3.36-3.69

Std. Deviation
0.67-0.76
0.65-1.08
1.15-1.21
1.08-1.23
1.09-1.13
1.04-1.08
0.97-1.15

Skewness
-0.73-1.10
-0.55-0.75
-0.03-0.45
-0.55-0.61
-0.46-0.81
-0,54-0.73
-0.40-0.59

Kurtosis
0.32-2.39
-0.13-1.34
-0.58-0.87
-0.13-0.73
-0.06-0.48
-0.37-0.05
-0.16-0.56

Notes: CBB=Compulsive Buying Behavior, IBB=Impulsive Buying Behavior, SM=Social Shopping Motivations, SII=Susceptibility To
Informative Influences, SNI=Susceptibility To Normative Influences, SRF=Social Risk Towards Fashion, SCO=Social Comparison
Orientation

fashion (SRF) and (SCI) social comparison
information) and 43 observed variables.
A series of confirmatory factor analysis and
detailed
Fit CMIN/DF=1.52) for initial
measurement model and to improve the fitness of
measurement testing of measurement model was
(Kline, 2011). Statistic indicated a non-optimal fit
that is; (RMSEA0.04, AGFI=0.80, GFI=0.80,
CFI=0.93 and model, models was re-specified by
identifying and eliminating items with factor
loadings < 0.7 and square multiple correlation
(SMC) < 0.2. The values of five recommended fit
statistics for the re-specified measurement model
were RMSEA = 0.03; AGFI = 0.90; GFI = 0.90;

CFI = 0.95; CMIN/DF = 1.45. Table 2 indicates
inter item reliability (α > 0.7), convergent (CR >
AVE ≥ 0.5) and discriminant validity (AVE ≥
0.5) for the measurement model.
Structural Model
Structural model was composed of the mean
score of seven latent variables i.e. (SM, SII, SNI,
SRF, SCO, IBB and CBB). We specified four
(SII, SNI, SRF and SCO) out of seven latent
variables as exogenous latent variables and three
latent variables i.e.SM, IBB and CBB were
specified as endogenous latent variables. Model
fit indices for final structural model were
estimated as RMSEA = 0.01, AGFI = 0.98, GFI =
0.99, CFI = 0.99 and CMIN/DF = 1.00. Fit

Figure 2: Structural Model
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statistics for structural model indicated a best fit
so we moved to testing of hypothesis.
Hypothesis Testing
In structural model analysis, the value of
standardized regression (H1: γ= 0.71, p < 0.01)
indicated a significant and positive relationship
between IBB and CBB. Significant and positive
relationships were found between SM & IBB
(H2: γ= 0.11, p < 0.01), SM & CBB (H3: γ= 0.12,
p < 0.01), SII & SM (H4: γ= 0.28, p < 0.01), SII
& IBB (H5: γ= 0.31, p < 0.01), SNI & SM (H7:
γ= 0.27, p < 0.01), SNI & IBB (H8: γ= 0.20, p <
0.01), SRF & IBB (H11: γ= 0.15, p < 0.01), SRF
& CBB (H12: γ= 0.08, p < 0.01), SCO & SM
(H13: γ= 0.17, p < 0.01), SCO & IBB (H14: γ=
0.23, p < 0.01) and SCO & CBB (H15: γ= 0.09, p
< 0.01). Structural model analysis indicated an
insignificant relationship between SII & CBB,
SNI & CBB and SRF & CBB. Hence we
rejected hypothesis H6, H9 and H10.
DISCUSSION
This study was conducted to identify the
relationship of social influences i.e. susceptibility
to interpersonal influences, social shopping
motivation, social comparison orientation and
social risk towards fashion with consumer
irregular buying behaviors i.e. impulsive and
compulsive buying behavior. This study explored
the relationship between impulsive buying
behavior and compulsive buying behavior. Data
was collected from 372 consumers of different
backgrounds in Pakistan. Demographic profile of
sample consumers of this study exhibited the
dominancy of young educated consumers.
Edwards (1993) developed a continuum for
measuring the level of compulsive buying of
consumers. She suggested that consumers having
mean score on compulsive buying scale ranging
from 0.00 to 0.99 were non compulsive
consumers. Consumers having mean score
ranging from 1.00 to 1.99 were recreational
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purchasers, from 2.00 to 2.99 were borderline
compulsive buyers, from 3.00 to 3.99 were
compulsive buyers and from 4.00 to 4.99 were
addictive buyers. Results of this study indicated
that first two levels of compulsive buying i.e. non
compulsive buyers and recreational buyers were
not found in respondents. Respondents of this
study were high on compulsive buying level. This
was a very unique finding and to the best of our
knowledge we have no study conducted on
general consumers who had higher compulsive
buying levels.
Findings of this research suggested that social
shopping motivations had a significant and
positive impact on impulsive and compulsive
buying behavior. Results implied that the
consumers who shop to socialize exhibited
impulsive and compulsive buying behavior.
When consumers are feeling low, disturbed or
irritated go for shopping and make unplanned and
irrational purchases (Ridgway et al., 2008).
Susceptibility to interpersonal influences caused
significant variations in formation of social
shopping motivations and impulsive buying
behavior of a person whereas it did not relate to
compulsive buying behavior. Consumers who
took information from others (friends family peer
groups) to be précised reality and tend to conform
to the expectations of their peer groups family
members and friends expectations put themselves
into constant pressure and stress(Hale, 2003) and
resultantly feel motivated to shop (Hale, 2003).
To alienate this stress and pressure generated
from
interpersonal
influences,
consumer
exhibited impulsive buying behavior. Results of
the study were consistent with the previous
studies (e.g. Fishbein & Ajzen, 2005; Crespo &
Bosque, 2010). Consumers who were not
confident of their shopping of fashion products or
style did not feel motivated to shop, according to
the results of our study. However, when they
went for shopping they exhibit impulsive and
compulsive shopping. Social risk towards fashion
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Table 2. Reliability, Validity and Correlation Analysis (N=372)
Mean

SD

α

CR

AVE

SM

SM

3.2

0.98

0.79

0.80

0.66

1

SII
SNI
SRF
SCO
IBB
CBB

3.51
3.54
3.63
3.54
4.25
4.28

0.95
0.91
0.92
0.75
0.47
0.50

0.76
0.75
0.80
0.77
0.89
0.92

0.80
0.80
0.80
0.90
0.90
0.93

0.66
0.66
0.66
0.50
0.56
0.50

.53**
.52**
.35**
.46**
.50**
.57**

SII

SNI

SRF

SCO

IBB

CBB

1
.59**
.41**
.52**
.66**
.62**

1
.56**
.54**
.64**
.64**

1
.59**
.55**
.58**

1
.60**
.63**

1
.73**

1

Notes: ** Correlation is significant at the 0.01 level (2-tailed), SD= Standard Deviation, α= Cronbach’s Alpha, CR=Composite Reliability, AVE= Average
Variance Extracted, CBB=Compulsive Buying Behavior, IBB=Impulsive Buying Behavior, SM=Social Shopping Motivations, SII=Susceptibility To Informative
Influences, SNI=Susceptibility To Normative Influences, SRF=Social Risk Towards Fashion, SCO=Social Comparison Orientation

is the uncertainty of a consumer that whether
fashion products he/she purchases are going to
accepted or not. This uncertainty or risk carries
anxieties and stresses along with it. These
stresses and anxieties motivate a consumer to
indulge in excessive and repetitive shopping that
are symptoms of impulsive and compulsive
buying behaviors (Halepete et al., 2009).
Consumers who socially compare themselves
with others were found to be motivated for
shopping in this study. Consumers undertaking
upward social comparison suffer from low
esteem; low self-efficacy, stress and pressure to
be recognized and resultantly indulge in
shopping. This tendency of consumers to socially
compare themselves with others generates an
urge to shop so that they might satisfy themselves
by meeting social standards. This urge motivates
them to go for shopping (Xiao & Nicholson,
2013).
Similar findings were yielded by Ogden and
Venkat (2001) in a study conducted in Japan.
Findings also signaled that when consumers go to
shop they exhibited impulsive and compulsive
behavior as they tend to purchase extra,
unplanned and unnecessary items. Social
comparison orientation is a cause of significant
variations in consumer behavior i.e. impulsive
and compulsive buying behavior (Schneider &
Schupp, 2014).

Major contributions of this research included
development of a theoretical model of impulsive
and compulsive buying behavior based on social
influences of consumers. This study employed
and verified the impact of impulsive buying
behavior (not impulsiveness) stimulated by social
factors, on compulsive buying behavior. Results
of this study provided us with a greater and
enhanced understanding of social perspective of
impulsive and compulsive buying behavior.
Social learning theory argued that social
influences of individual may result or generate
psychological responses.
This study provided evidence for social learning
theory as social influences proved to be efficient
predictors of impulsive and compulsive buying
behavior. On the basis of social influences
employed in this study, retailers and marketers
may categorize consumer into different social
segments. Marketers may develop their
campaigns that emphasize on social factors.
Results imply that consumers having high regards
for their social influences are more likely to
behave impulsively and compulsively. Policy
makers may devise strategies to counter these
behavioral provoking initiatives and campaigns
for the welfare of the consumer and society. In
this research, social factors that make consumers
vulnerable to this sort of behaviors were
highlighted. Consumers may use the results of
this study to evaluate themselves and devise
counter mechanism.
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This research explored the structural relationship
between social influences and compulsive buying
behavior of Pakistani consumers. Social
influences included social shopping motivation,
susceptibility to interpersonal influences, social
risk towards fashion and social comparison
orientation. Findings of this study suggested that
compulsive buying behavior is generated due to
social shopping motivation and impulsive buying
behavior. Social shopping motivations and other
social influences strongly predicted impulsive
buying behavior. Social influences play vital role
in formation of compulsive buying behavior of
young Pakistani consumers.
Sample size of this study was limited. A larger
representative sample size would be more
effective to generalize the results of the study.
Sample of the study was composed of young
consumers. Other categories of consumers should
be analyzed for generalizability of results. To
further generalize the result, the model used in
this study may be replicated. A longitudinal study
may be conducted as this was a cross sectional
study. We assessed impulsive and compulsive
behavior of consumers in fashion related
products. These behaviors may be judged in other
product categories like groceries, electronics,
online purchasing and eatables.
To further enrich the purposed model, other
variables may also be included to assess
impulsive and compulsive buying behavior.
Differences in impulsive and compulsive buying
behavior on the bases of gender, age, income etc
may also be the focus of further investigation.
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ABSTRACT
Purpose: Efficient market hypothesis (EMH) holds that the recent stocks prices reflect
all the available information, so the proponents of EMH suggest a passive investment
tactics of indexing that makes no attempt to beat the market. This research investigates
the determinants of investment behavior of individual investors and their relative
importance in shaping overall investment behavior. The impact of investment behavior
on investment decisions is also examined.
Methodology/Design: Primary data was collected in two phases: first, preliminary
interviews were conducted with 25 brokers listed with Pakistan Stock Exchange (PSX),
and then quantitative data was collected from 246 individual investors having their
brokerage accounts maintained with brokers listed with PSX. Categorization of
individual investors was done on the basis of investment objectives, level of investment
and demographics.
Findings: Statistical analysis reveals that the investment behavior has significant
relationship with decision making process. These results also suggest that the
dimensions of investment behavior “Involvement and Overconfidence” are
significantly related with the “Market Sentiments”, “Involvement” with “Technical
Analysis” and “Risk attitude and Overconfidence” with the “Fundamental Analysis”.
Implications: These results hold significant implications for the brokers and
individual investors in their decision making in increasing the rationality by
considering the factors of individual behavior in the stock market.
© 2017 Published by UWJMS

INTRODUCTION
Market participants have for a long time relied on
the notion of efficient markets and rational
investor behavior when making financial
decisions. However, people tend to be irrational
due to misleading effect of their moods,
emotions, beliefs and limited cognitive and

computational capabilities. Consequently, the
idea of investors who are fully rational,
exhibiting perfect self-control and maximizing
their utility is becoming inadequate. Behavioral
finance concentrates on irrational behavior that
can affect investment decisions and market
prices. It attempts to better understand and
explain how emotions and cognitive errors
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4th Floor Khan Center Abdali Road Multan Pakistan.
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influence investors in the decision making
process. Behavioral finance does not contribute
by diminishing the fundamental work of
proponents of efficient market hypothesis, rather,
it examines the importance of relaxing unrealistic
behavioral assumptions and make it more
realistic by adding more individual aspects of the
decision making process in financial markets as
contemporary researches reveal the aspect that
the investment selection process is more human
than analytical (Bird et al., 2017).
Despite the importance of individuals’
investment decisions, we know little about the
factors that influence them (Kengatharan and
Kengatharan, 2014; Heena, 2015; Kavita &
Mohanraj 2016; Kimeu et al., 2016). Behavioral
aspects of individual investor’s decision making
are often ignored by financial researchers.
A number of studies (e.g. Lim, 2012; Wamae,
2013; Kengatharan and Kengatharan, 2014) have
identified that the factors of investor behavior do
have influence on the individual investor’s
decision making. However, there are very few
studies including Qadri and Shabbir (2014) in the
Pakistani context. Investor’s behavior and its
relevant impact of decision making is required to
be investigated in Pakistan as addressed in this
paper.
The study is aimed at addressing the causes of
investment behavior of individual investors. It
examines the decision making styles opted by
individual investors. It also addresses the relative
importance of different decision making styles in
decision making process, and investigates the
impact of determinants of investment behavior on
decision making processes. It is in these research
areas where the role of behavioral finance comes
in as the modern finance theory fails to explain
the phenomenon.
In this study, we see investor behavior in terms of
four broad behavioral dimensions of risk attitude,
overconfidence,
optimism
and
investor

involvement that are subdivided into various
factors. This paper not only aims to identify the
relative importance of each of the behavioral
dimensions but also examines the relative
importance of the sub-factors in shaping the
broad behavioral dimensions. Moreover, three
possible ways of reaching an investment
decision, opted by the investors, are also
discussed: technical analysis, fundamental
analysis and market sentiments; and identifies the
relative importance of each decision making
technique in investment decisions.
Additionally, present research addresses the
impact of investment behavior of individual
investor on decision making process by
validating the relationship between these two. It
aims to create a fuller understanding of investor
behavior and decision making process. By
understanding the human behavior, attitude and
psychological mechanisms involved in financial
decision making, standard financial models may
be developed further to better explain the reality
in today’s developing markets. In the following
sections, we first explain the literature on
emergence of behavioral finance and review
investment behavior as well as behavioral biases;
then summarize the fieldwork comprising of
quantitative and qualitative data. Next, data is
analyzed and conclusions are presented, followed
by limitations and implications.
THEORETICAL FRAMEWORK
Emergence of Behavioral Finance
Financial economics is perhaps the least
behavioral of the various sub disciplines of
economics (Huang and Litzenberger, 1988;
LeRoy and Werner, 2014). Finance literature
reveals little interest in investor decision
processes or in the quality of judgment. As a
result, it is nearly devoid of 'people'. But because
of the presence of variations in financial markets
that are unexplained by modern finance theory;
the advent of behavioral concerns in finance has
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become inevitable (Thaler, 2010; Andrikopoulos,
2005).
In modern finance, it is assumed that unlimited
computational and cognitive capabilities are
posed by the economic agent who is a super mind
taking all likely choices and their consequences
into consideration and only valuing money or
consumption to maximize self-interest and the
value so assigned is not prejudiced by factors as
temper, familiarity with a particular state of
affairs, unexpected increases in fear or regret etc.
(Simon, 1955; Kahneman and Tversky, 1979;
Simon 1957). Moreover, people possess limited
attention capabilities and give more value to
social considerations (Kahneman and Tversky,
1973). In addition, the rational traders are
bounded in their possibilities such that markets
will not always rectify irrational behavior,
(Barberis and Thaler, 2003). Hence, traditional
theories may give an incomplete and deceptive
description of financial behavior. So, we need not
have waited decades for this insight as the
limitations of efficient market theory have ever
been quite visible to those who wanted to look
into it.
Finance as a discipline is undergoing major
changes and some aptly term it as a paradigm
shift (Fama 1970; Muth, 1961; Anderson et. al.,
1988; Arthur, 1995; Arthur et al., 1997;
Tesfatsion and Judd, 2006). Behavioral finance is
a new paradigm of finance theory, which seeks to
understand and predict systematic financial
market implications of psychological decision
making. Shefrin (2000) wrote a book on
behavioral finance and EMH titled "Beyond
Greed and Fear" which conveys key concepts that
people are “imperfect processor” of information
and are usually biased, commit mistakes and have
perceptual problems.
Understanding Investment Behavior
The proponents of the traditional paradigm are of
the view that it is quite possible that few agents in
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the economy can make less-than-optimal
investment decisions. However, it does not affect
the overall efficiency of the market as long as
marginal investors that is, “the investor, who is
making the specific investment decision at hand,
is rational”, exist in the market. Recent market
trends imply an increased participation by
individual investors in the investment process. As
financial markets become more ‘peopled’, their
behavior, actions, reactions and perceptions have
a continuous impact on the stock prices that
cannot be explained by traditional models. Not
only do markets not behave neatly as dictated by
the traditional market theories, but also there is a
strong evidence in the field of psychology and
financial research that individual decision makers
do not behave in accordance with the tenets of
expected utility while making decisions under
uncertainty (Kahneman and Taversky, 1979;
Machina, 1982).
Most of the financial decisions are made in
situations with a high degree of uncertainty and
complexity. However, psychological work
suggests that people have limited abilities and
capabilities to solve especially complex problems
(Simon, 1957, 1959, 1979; Arthur, 1994; Miller,
1956; Kahneman, 1973; Conlisk, 1996).
Therefore, simplifying rules-of-thumb, or
heuristics, may result in behavior that is not fully
rational (Simon, 1955; Newell and Simon, 1972;
Tversky and Kahneman, 1974; Gabaix and
Laibson, 2000). People have limited information
processing capacity as they have limited working
memory, attention capacity and computational
capabilities, therefore, are unable to execute
multiple tasks simultaneously (Kahneman, 1973).
Miller (1956) states, “we can process only seven
(plus or minus two) pieces or chunks of
information at the same time” (p. 85). Therefore,
the cognitive load required for complex decision
problems often exceeds people’s cognitive
capabilities. To deal with such problems people
generally adopt simplifying rules-of-thumb, or
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heuristics, that may result in behavior that is not
fully rational (Simon, 1979; Newell and Simon,
1972; Tversky and Kahneman, 1974; Gabaix and
Laibson, 2000). Motivated in part by the above
evidence, theories incorporating cognitive biases
have found a prominent niche in the recent
finance literature.
Theoretical Evidence on Behavioral Biases
Social psychology provides confirmation of a
variety of societal effects that help better
understand the behavior of investors in context of
equity markets. Individual investors appear to
invest in a manner that is inconsistent with the
traditional paradigm. Specifically, they are under
diversified (Benartzi and Thaler 2001), loss
averse (Odean, 1998), and overconfident (Odean,
1999). Barber and Odean (2000) document that
individuals trade too much and tend to hold on to
loser stocks too long while selling winners too
early. Grinblatt and Keloharju (2001) find that
traders are reluctant to realize losses, and often
trade for non-rational reasons, exhibited by
reference price effects. There is even evidence
that investor moods, as influenced by cloud cover
or number of hours of daylight, affect financial
markets (e.g. Hirshleifer and Shumway, 2003;
Kamstra, Kramer, and Levi, 2003). Apparently,
many investors have the tendency to believe that
their perception is superior to others (Shiller,
1998) which results in overconfidence and an
excessive trade activity that can affect the stock
prices.
It is argued that investors are found to be
involved in excessive trading because of their
behavioral trait of overconfidence and that
ultimately resulted in diminished returns (Barber
and Odean, 1999, 2000; Odean, 1999). Asch
(1956) highlights the tendency of people to
conform to the judgment and behavior of others
while making an investment decision. It is
conformity bias that results in herding behavior,
which in turn has been proposed as the source of

endogenous fluctuations (bubbles and crashes) in
financial markets (Topol, 1991). Moreover,
Oberlechner and Hocking (2004) derived from
news information sources and rumors that the
pace of information is rated higher than
trustworthiness of source and precision of source.
DeBondt and Thaler (1985) stated that, “people
systematically overreacting to unexpected and
dramatic news events results in sizeable
inefficiencies in the stock market” (p. 797).
Similarly, it is argued that some pessimistic issue
highlighted in media can result in a momentary
negative impact on the asset returns that are
reversed later, and trade volume can be
abnormally high or low during media pessimism
(Tetlock, 2007). Grinblatt and Keloharju (2000,
2001), observed that sell trades of individual
investors are responsive to high past returns more
as compared to buy trades.
As such, investors have scares capabilities and
time unlike homo-economicus that has limited
use in making formal decisions, therefore,
complex problems remain unsolved. Lim (2012)
found strong positive relationship between
overconfidence and regret in the decision making
process,
while
moderate
impact
of
overconfidence, anchoring, herding, loss aversion
and regret aversion has been found on investor’s
decision making (Luu, 2014). Qadri and Shabir
(2014) have identified positive affect of
overconfidence and illusion of control on the
decisions of investors and Wamae (2013)
concluded that the risk aversion has the least
effect among the studied factors on investment
decision. Some researchers (Mbaluka et al.,
2012; Lim 2012; Bashir et al., 2013, Hardiesa et
al., 2013; Lodhi, 2014; Suzaida and Amelia,
2016) found no relationship between some
psychological factors and decision making
process.
METHODOLOGY/DESIGN
Pakistan Stock Exchange was selected to study
investment behavior. In terms of sampling the
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brokerage houses affiliated with PSX have been
divided into four major clusters, Karachi, Lahore,
Islamabad and Multan, on city basis.
Respondents were selected from each cluster on
the basis of simple random sampling method. The
units of analysis comprise of two parts:
(i)

(ii)

Primary unit of analysis is individual
investor having an investment account
maintained with the broker listed with
PSX,
Secondary unity of analysis is the
brokers who are listed with PSX.

Primary data was collected through mixed
methods. Qualitative data was collected through
open-ended interviews with brokers and
quantitative data was collected from investors
through a structured questionnaire, as explained
below.
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information to develop a quantitative survey that
was tested on a larger sample. The underlying
objective was to probe into the characteristics and
behavioral aspects of the individual investors and
that how they reach their investment decisions.
The survey gave insight about the irrational
decision making process and different heuristics
adopted by the most of the individual investors.
These preliminary interviews with individual
investors and brokers were useful for the
development of the research instruments used in
the second phase related to individual investors
and brokers.
Based on preliminary in-depth interviews,
previous research literature and interviews with
brokers we developed the theoretical framework
which is given in figure 1.
The following hypotheses were developed based
the previous literature and preliminary
interviews;

Preliminary In-Depth Interviews
The focus of these preliminary interviews was to
identify a comprehensive set of factors that are
likely to influence investor sentiment and
investment decisions. A group of 25 participants,
20 average individual investors and 5 brokers in
stock market, were interviewed on face-to-face
basis. The format was mostly open-ended,
allowing the participants to freely associate. A
“funnel technique” was used to elicit information
and to generate a list of factors and anecdotal

H1: There is no significant relationship between
Behavioral factors and Decision Making
H2: There is no significant relationship between
Behavioral factors and Technical Analysis
H3: There is no significant relationship between
Behavioral factors and Fundamental Analysis
H4: There is no significant relationship between
Behavioral factors and Market sentiments.

Figure 1. Theoretical Framework
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Investor survey
The survey instrument was developed for
individual investors, and consisted of structured
questions focusing on recurring themes identified
in the previous qualitative phase as given in
figure 1. Demographic and sociological factors
were included in the questionnaire survey. A total
of 500 questionnaires were distributed to
individual investors between June 2016-August
2017. In few cases, the survey was selfadministered while in most of the cases the
respondents were facilitated to get responses
from them. 290 individual investors responded,
for a response rate of 58 percent. However;
several self-administered questionnaires were
incomplete as many questions had been left
unanswered. Consequently, these incomplete
responses were dropped from the analysis. Total
246 complete survey responses from individual
investors have been used for analysis purpose.
Different statistical tools and techniques e.g.
Regression Models, AHP and ANOVA are used
for data analysis.
DATA ANALYSIS
This section presents the detailed discussion and
analysis of the questionnaires administered to

brokers and individual investors. Analytical
Hierarchy process (AHP) was used to find the
relative importance of different behavioral traits
of the investors in defining overall investment
behavior and relative importance of different
decision making styles. AHP is multi criteria
decision making method, which was originally
developed by Saaty (2008). It derives ratio scales
from paired comparisons. Regression analysis
was also conducted to validate the relationship
between investor behavior and decision making
styles.
Determinants of Investment Behavior of
Individual Investor
The in-depth interviews and secondary research
identified four broad dimensions of investor
behavior that are Investor Optimism, Risk
Preferences,
Overconfidence,
Investor
Involvement, which have been further divided
into different sub-factors. On the basis of the
overall responses of the investors, AHP priorities
dimensions in terms of their pair wise
comparisons and level of contribution in the
formation of behavior of the investor. The results
of priorities of the dimensions and sub
dimensions of investment behavior are listed in
figure 2. These results show that overconfidence
is the most important behavioral dimension

Figure 2: Global Weighted Index of the dimensions of investment behavior
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among all. Within the overall dimension of
overconfidence, the most prominent factor is the
confidence on specific skills that result in
successful investment, while on second rank is
self-control. On third rank is the stock picking
ability while on fourth rank is confidence on
market knowledge.
The second most important dimension is the level
of involvement in terms of tendency to make
quick money. The third rank dimension of the
investment behavior is Risk Attitude. We found
that investors have greater fear of un-known and
uncertainty, to avoid which they make
investments in the stocks of the familiar
companies. The factor of familiarity bias gets the
highest rank among all four factors.
The analytical hierarchical process assigns
second rank to the tendency of investing in stocks
with stable returns. aversion of the investor.
While the other two factors that are assigned with
third (risk taking) and fourth (enjoying risky
trade) measures the risk loving attitude of the
investors. The low weights of these factors
reveals that investors are not risk loving, instead,
the tendency of risk aversion is higher among the
investors as compared to risk loving attitude.
Investors are not found to be much interested in
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increasing their investments and not much
hopeful about the recovery of the index in case of
a down fall.
Investment Decisions
As a result of preliminary interviews and
secondary research, three ways of making an
investment decision are identified in this study;
namely, Technical Analysis, Fundamental
Analysis and Market Sentiments/Psychology.
Analytical hierarchical process helped us
determine the relative weights of the three
decision making styles in the formation of overall
investment decision. Relative weights for the
factors of each dimension are also determined
using AHP. These results are listed in figure 3.
The dimension of technical analysis is ranked at
number one, while fundamental analysis and
market sentiments are at second and third ranks
respectively. It basically reveals the aspect that
investment decision did not base on fundamental
analysis solely nor on technical analysis or
market sentiments, rather all these three
dimensions help investor reach at an investment
decision. AHP helped us determine that in
technical analysis the factor that is contributing

Figure 3: Global Weighted Index of the dimensions of investment decision
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Table 1. Regression Results (Relation among Determinants of Behavior & Investment Decision)
Explanatory variables

Unst. Coefficients

SE of Coeff.

Beta

t value

p value

Intercept
Involvement
Risk. Attitude
Optimism
Overconfidence

3.010
.085
.092
.039
.195

.248
.023
.039
030
.032

12.153
.214
.136
.074
.356

.000
3.749
2.383
1.303
6.062

.000
.018
.194
.000

*R square = .273
*F value = 22.499
*Adjusted R square = .261
*Durbin-Watson = 1.601
*Degrees of freedom = 245
Note: Significant at 5% level.

the most is the active trade volume and turnover.
On second rank is daily price fluctuation while
past patterns, charts and trends at third and past
price information of the company at fourth rank.
By using AHP, we ranked the factors of
fundamental analysis on the basis of their level of
importance to the investors and found the
hierarchical order as Financial Ratios, Company
Information (financial statements), Government
Regulations
and
Management
Quality
respectively in order of priority. This hierarchical
order reveals that in fundamental analysis
investors give more importance to the financial
ratios as compared to other factors.
The factor of Financial Ratios is further divided
into four sub-factors. Again, we used AHP to
determine the relative weights and level of
importance of each ratio to the investor. AHP
helped us determine the ranking of the ratios as
Dividend per share, Price to Earning Ratio, Debt
to Equity Ratio and Return on Equity. Market
sentiments are measured in terms of four factors
that are prioritized in hierarchical order; Herd
Behavior, Rumors, Media Stories and
Recommendations.
Impact of Investor behavior on Investment
decisions
To analyze the impact of the determinants of
investor behavior on decision making style, we
fitted regression model. Regression model helped

us identify those dimensions of investor behavior
that are most closely related to the investment
decision, and those behavioral dimensions that
have a greater impact on the overall decision
making process of an individual investor.
Regression model (Table 1) revealed that the
behavioral
dimensions
of
investor
overconfidence, involvement, risk attitude are
three dimensions that are significantly associated
with the investment decision making process (p
values .000, .000 & .018 respectively) that
supports our argument that investor behavior has
greater impact on investment decision (H1, H2 &
H3 are supported). Moreover, if we look into the
values of R square and adjusted R square we can
state that investor behavior contributes up to 26
to 27 percent on the overall investment decision
making process.
The results of relationships of the different
dimensions of investment behavior and different
decision making methods are listed in table 2.
Regression result of table 2 suggests that out of
four broad dimensions of investor behavior the
dimension of Investor Involvement has
significant relationship with the technical
analysis (p value .001) that supports our
argument about the influence of investor behavior
on technical analysis. This finding basically
shows that investors who have greater level of
involvement tend to conduct technical analysis
more as compared to the rest. Moreover if we
look into the values of R square and adjusted R
square, we can state that 7 to 9 percent is the
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influence of investor behavior on the phenomena
of conducting technical analysis.
The Regression model suggests that out of four
broad dimensions of investor behavior, two
dimensions - investor’s overconfidence and risk
preferences - have a significant relationship with
the fundamental analysis because p values for the
dimensions of overconfidence and risk
preferences (.000 & .019 respectively) that
support our argument about the influence of
investor behavior on fundamental analysis. This
finding essentially shows that investors who have
a greater level of risk aversion and those with a
high level of overconfidence tend to conduct
fundamental analysis more as compared to the
rest. Moreover, if we look into the values of R
square and adjusted R square, we can state that
17 to 19 percent is the influence of investor
behavior on the phenomena of conducting
fundamental analysis.
Regression model suggests that out of four broad
dimensions of investor behavior, two dimensions
- investor involvement and overconfidence - have
a significant relationship with the market
sentiments (p values .000 & .005 respectively)
that supports our argument about the influence of
investor behavior on making investment decision
by taking market sentiments into consideration.
Findings also show that investors who are highly
involved and those with a high level of
overconfidence tend to make investment decision
on the basis of market sentiments as compared to
the rest. Additionally, if we look into the values
of R square and adjusted R square, we can state
that 11 to 12 percent is the influence of investor
behavior on making investment decision by
looking into market sentiments.
RESEARCH FINDINGS
This paper studies the individual investors
investment behavior in four behavioral
dimensions namely optimism, risk attitude,
overconfidence and investor involvement.
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Different sub-factors are used to measure all
these dimensions. According to our findings an
important role is played by overconfidence
dimension to determine the overall behavior.
Optimism, involvement and risk preferences
follow.
Four factors
were
used
to
measure
overconfidence that are market knowledge, selfcontrol, stock selection and specific skills. Stock
investors in majority believed that their stock
picking ability is better than others. They were
confident in their skills that would lead them to
earn profit. Investors with numerous years of
experience believed that they had good market
knowledge. Tendency to make quick money and
trade activity was used to measure investor’s
involvement dimension and we found that
investors with objectives of earning short term
loans had a high level of involvement when
compared with long term objectives because they
had the tendency to make quicker money in
shorter time. Investors were not found to be very
optimistic in terms of the future market
conditions and they look to keep their investment
intact because they did not want to sell their
stocks at loss. Risk averse behavior was observed
while measuring risk preferences of individual
investors who preferred to invest in companies
that were familiar and had stable returns. In
contrast, some investors showed a preference for
taking risk. Results identified that the behavior of
the investors is not in accordance with financial
theories.
While studying three possible way in which
individual investors would react to the investment
decision i.e. market sentiments, technical analysis
and fundamental analysis. They used all three
while making investment decision but their
intensity varied depending on the investment
horizons, investment objectives, investment
experience and level of investment. The selection
of different investment decisions along with their
importance depends upon the behavioral traits
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Table 2. Regression Results showing the Relationship between Determinants of Investment Behavior and different Investment
Decision methods.
Explained
Explanatory
Adjusted
Coeff.
S.E of
Beta
Df
t value
F value
p value
DW
Variables
Variables
R sq.(%)
Coeff.
Involvement
Technical
Analysis

Risk Attitude
Optimism

7.40

Overconfidence

.11

.03

.21

.08

.05

.09

3.32

24

.00

1.4

.14
5.90

.03

.04

.04

.69

.48

.07

.04

.11

1.68

.09

.01

.04

.01

.275

.78

.18

.07

.14

2.36

.01

.03

.05

.03

.07

.06

.36

5.91

.00

.13

.03

.01

3.85

.00

.00

.06

.14

.120

.90

.05

.04

.03

.14

.05

.36

1.79

Involvement
Fundamenta
l Analysis

Risk Attitude
Optimism

18.70

24

.606

13.85

.54

1.50

Overconfidence

Involvement
Market
Sentiments

Risk Attitude

Optimism

11.10

245

8.62
1.14

.25

2.84

.00

Overconfidence
Note: Significant at 5% level.

1.57
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which was also highlighted by the brokers in the
interviews.

stock picking ability take market sentiments into
account for investment decision. DIISCUSSION

Our findings suggested that people generally
emphasize more on technical analysis which may
be accredited to the short term profit goals,
giving more importance to the daily trade
volume, market turnover, daily price fluctuations
and trends. This study has established the
relationship between dimensions of investment
decision and investment behavior as results
indicated that risk attitude overconfidence and
involvement are significantly correlated with
investment decision. This is consistent with the
previous research (Suzaida and Amelia, 2016;
Qureshi et al., 2012; Qadri and Shabbir, 2013;
Lim, 2012; Bashir et al., 2013).

The results of our study suggest that the behavior
of individual investors is, to some extent,
irrational when considered from a standard
finance point of view. We found that individual
investors have a high level of involvement and
overconfidence while they are not much
optimistic about the future outlook of market.
Moreover, we found that they have an aversion to
risk. Findings also revealed that technical
analysis is given more importance as compared to
fundamental analysis and market sentiments to
make an investment decision. Finally, we found
that investors do follow all the three ways in
making their investment decisions but investor
behavior plays an important role in choosing a
particular decision making style.

The results of this study also suggest that
investors give more importance to the technical
analysis look for active trade volume and daily
price fluctuations. Fundamental analysis was
given importance by investors who had large
investment and had long term objectives in terms
of financial ratios price earnings and dividend per
share. Overconfidence and risk attitude were
found to be significantly related to fundamental
analysis in the regression models that we ran.
Herd behavior was found to have a great impact
on market sentiments in our study. The investing
behavior of big investors is observed by several
investors to make an investment decision and it is
followed by the media reports and rumors
circulating in the market. Consultancy is also
acquired by investors from family, peers, friends,
analysts, brokers and professionals. The majority
of
the
investors
trust
professional
recommendations while only a few consider the
advice of family or friends in this matter. Market
sentiments were significantly related to
investment
behavior
dimensions
of
overconfidence and investor involvement
revealing that high level of overconfidence and
high level of involvement self-control and better

Behavioral findings relating to personal financial
issues have a number of practical implications.
Professional investors could use knowledge of
the biases and mistakes of individual investors in
attempts to “get on the other side of the trade”
and make profits at the expense of the individual
investors. Alternatively, financial services firms
could use knowledge of such biases to inform
their product development and marketing
departments. Finally, regulators could apply the
knowledge to informing regulation and education
that can be used to mitigate the biases and
improve the welfare of individual investors.
Moreover, the individual investors themselves
can learn from their mistakes and behavioral
biases and may avoid repeating them and thus by
doing so can reach optimal investment decisions.
In future some comparative studies can be
conducted where more than one class of investors
can be studied at a time to better analyze their
behavioral differences and decision making
styles, portfolio management behavior and that
how they affect the overall market. Moreover
future researches on the issue in hand can drive
interesting results with the help of both the
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primary data and secondary data on trade activity
in order to analyze that what investors say and
what they really do.
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ABSTRACT
Purpose: The study aimed to develop the factor structure and measurement scale for
Blue light muraqaba meditation (BLMM). Furthermore this study attempts to study the
relationship between BLMM practice, stress and performance.
Methodology/Design: We conducted focus group sessions with experts of BLMM and
analyzed the published research on different forms of meditation. This effort resulted in
the development of four factor 16 item measure for empirical testing. The data was
collected from 91 respondents who practiced BLMM for one month. We used exploratory
& confirmatory factor procedures for the evaluation of structure and reliability of the
scale.
Findings: The results suggest that a nine item four factor structure i.e. Relaxation,
Attention, Awareness, & Transcendence is effective in the assessment of BLMM
experience. This measure can be used for the effect of BLMM on stress and performance.
Originality/Value: Blue light muraqaba meditation (BLMM) is a hybrid form of
concentrative and mindfulness meditation. It can be used for stress management &
human development. No measure is currently available for the evaluation of BLMM
experience.
Implication: This measure can be used for the effect of BLMM on stress and
performance.
Limitations: The notable limitation for this research is that the sample size is relatively
small.
©2017 Published by UWJMS

INTRODUCTION
“Blue Light Muraqaba Meditation (BLMM)” is a
far less researched meditation practice as
compared to other eastern meditation practices. It
is defined as a process through which an
individual gives the mind a freedom (mindfulness
component) to focus on a single point
(concentrative component) (Azeemi, 2008). No
∗ Corresponding author at: Pakistan Institute of Development Economics
Islamabad Pakistan
E-mail address hassan@pide.org.pk (Hassan Rasool).

empirical study on the effectiveness of Muraqaba
is available in the existing literature yet it is being
practiced by more than 50 million human beings
worldwide. This practice is derived from the
Islamic “Sufi” thought and is perceived as a
religious practice of Muslims. However, the
literature of “Sufism” does not restrict this
practice to Muslims only; rather it has been
emphasized as a practice beyond religion to seek
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divine guidance. This study is a beginning effort
to identify the potential of BLMM in affecting
human attitude and behaviour. We anticipate that
such understanding could be beneficial to
different domains of knowledge specifically
psychology,
psychiatry,
neuroscience
&
organizational studies. In the current study,
Muraqaba is conceptualized as a set of different
techniques that use a combination of
concentrative and mindfulness meditation.
Effectiveness of a beginning level Muraqaba of
blue lights is studied for two reasons. Firstly, it is
more relevant to the current understanding of
meditation as a non religious practice (e.g. Fell,
Axmacher, & Haupt, 2010; McLean, 2010).
Secondly, we expect that BLMM, like other
meditation practices, could be effective in the
management of stress and performance. Based
upon the theoretical foundations of meditation in
general and Sufism in specific, a customized
validated measure is proposed to study the
experience of Blue light muraqaba meditation
(BLMM). This study is based on three objectives.
1.
2.
3.

To develop a measure for BLMM
To study the relationship between BLMM
practice and stress.
To study the relationship between BLMM
practice and performance.

& Qi Gong meditation. Reavley and Pallent
(2009) propose that meditation practices can be
categorized into two distinct approaches of
concentrative and mindfulness meditation.
Concentration-based techniques involve focusing
attention on a particular stimulus, such as a
mantra, sound, object or sensation. Mindfulness
meditation approach emphasize on nonjudgmental attention to the present moment.
(Bishop et al., 2004; Kabat-Zinn, 2003; Margolin,
Pierce & Wiley, 2011). Both types of meditation
practices usually last for fifteen to thirty minutes
(McLean, 2010). Recent conceptualizations also
confirm that all meditations do not produce
similar outputs. (Schmidt-Wilk, 2000).
Muraqaba is a distinct form of meditation and
does not fall explicitly under the existing
classifications of different meditation practices.
(See for a review: Grossenbacher & Quaglia,
2017; Ospina, et al. 2007; Reavley, & Pallent,
2009; Thompson & Waltz, 2007). A careful
review of Muraqaba Meditation (see Azeemi,
2005) practices reveals that all Muraqaba
meditation includes both concentrative & mindful
components. Generally the muraqaba meditation
starts with a concentrative exercise of focusing
on an object that follows a mindfulness
component of non-judgmental attention. It
includes a set of different practices to gain
enlightenment and spiritual well being.

LITERATURE REVIEW
Meditation Practices & Muraqaba Meditation
Previous research is indecisive upon a
comprehensive classification of meditation
practices (Fell et al., 2010; Wachholtz, Malone &
Pargament, 2017). In a review of meditation
practices, Ospina et al. (2007) classified
meditation into five broad categories that include
Mantra
meditation
(e.g.
Transcendental
Meditation, Relaxation Response, & Clinically
Standardized
Meditation),
Mindfulness
Meditation (e.g. Vipassana, Zen, MBSR, &
Mindful-based cognitive Therapy), Yoga, Tai Chi

However, some Muraqaba meditation practices
like Blue light Muraqaba meditation are
specifically suggested for the reduction of stress
and other psychological problems. Blue light
Muraqaba meditation (BLMM) is a beginner
level meditation practice and is based upon the
“theory of color & beyond” (Urdu word for the
concept is Nazria-a-Rang-o-Noor). Theory of
color & beyond (Azeemi, 1995), suggest that
blue light is a source of energy and through
meditation the energy can be conserved and even
increased. This gives meditators with greater
inventory of energy in stressful situations. The

Rasool & Elahi/UW Journal of Management Sciences 1 (2017) 42-52

psychological presence of energy develop an
efficacy to manage stress rather than perceiving
stress as a threat to well being. Like all Muraqaba
practices, it includes concentration and
mindfulness components. The process of BLMM
is as follows
“The Blue Light Muraqaba Meditation begins
with a breathing exercise. Meditators are asked
to sit in a comfortable position with their backs
kept straight. They are then told to breathe
through the nose for five seconds and exhale from
the mouth taking the same time. This makes six of
these cycles every minute. Once the meditators
are settled with this breathing exercise, they are
told to imagine and visualize blue lights coming
down from the sky and getting absorbed in their
brains and travelling throughout their bodies.
The meditators are advised to keep absorbing the
power of the blue light for 15-20 minutes. It is
further advised that “let your mind wonder as it
desires and “neutrally” observe the thoughts that
flow through your mind one at a time”.
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Effects of meditation
Formerly, effects of meditation were considered
similar to passive relaxation, however recent
empirical findings suggest that is has more active
affects which involve cognitive restructuring and
learning. (Fell et al., 2010). Previous research on
mindfulness meditation suggests that it is helpful
in attention & self-regulation (May et al., 2011;
Pepping, Walters, Davis & O’Donovan, 2016;
Tang et al. 2009) and task performance (CourseChoi, Saville & Derakshan, 2017; Dane, 2011).
On the other hand, concentrative meditation
increases relaxation and certainty (Mohanta &
Thooyamani, 2010; Sandler et al., 2017; Sutoris,
1995; Shapiro, Carlson, Astin & Freedman,
2006). Based upon the known effects of mindful
and concentrative meditation merged with indepth interviews of BLMM meditators and
scholars, a measure is developed to study the
effectiveness of Blue light Muraqaba Meditation.

Table 1. 16 Items Blue Light Muraqaba Meditation Measure
Description of Items
Relaxation Effect
1. I feel relaxed
2. I feel peace
3. I feel fatigue (R )
4. It gives me physical rest
Attention Effect
1. I feel I can better concentrate
2. I feel attentive to one thing at a time.
3. I feel my way of looking at things is changed
4. I feel I can better focus
Awareness Effect
1. I feel I have greater knowledge and understanding of my life activities
2. I feel my exposure is broadened
3. I feel clarity in my thoughts
4. I feel I have greater knowledge and understanding of my life activities
Transcendental Effect
1. I feel a divine association.
2. I feel myself very big.
3. I feel an immense internal pleasure
4. I feel a divine association.
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Measurement of Meditation Experience
Various psychological (e.g. Reavley & Pallant
2009; Thompson & Waltz, 2007) and
physiological measures (Fell et al., 2010) have
been used to gauge the effect of meditation
practice. A number of scales are used to measure
the mindfulness meditation practice like. The
Mindful Attention Awareness Scale (MAAS)
(Brown & Ryan, 2003), The Freiburg
Mindfulness Inventory (FMI) (Buchheld,
Grossman & Walach, 2001) and The Kentucky
Inventory of Mindfulness Skills (KIMS) (Baer et
al., 2004), Five factor mindfulness questionnaire
(FFMQ) (Baer et al., 2006) have been criticized
to partially fulfilling the different dimensions of
the meditation construct. (See for a review
Walach, et al. (2006). A recent measure named
“effect of meditation scale” (EOM) developed by
Reavley and Pallant (2009) measures the
cognitive, physical, emotional, and spiritual
effects of meditation both during meditation and
in everyday life. Three key components common
in most of the mindfulness meditation programs
as identified by Germer (2005) are awareness,
being in the present moment, and acceptance.
MEASUREMENT OF BLUE LIGHT
MURAQABA MEDITATION (BLMM)

The existing measures are either based on
concentrative or mindfulness meditation. Blue
light muraqaba meditation (BLMM) discussed in
the current study is a mix of concentration and
mindfulness. This requires a customized measure
to gauge the effectiveness of Blue Light
Muraqaba meditation. To identify the effects of
BLMM, a focus group study was conducted with
scholar and practitioners of BLMM. A list of
different effects on BLMM was identified. This
list was further synthesized to find commonalities
with existing literature on concentrative and
mindfulness meditation. Based on this
integration, it is inferred that the first beneficial
effect of meditation is relaxation. When an
individual sits in isolation, this time-out, gives an
opportunity to relax and spend time with one’s
own self. We believe that mindfulness
component of Muraqaba Meditation serves better
than the concentrative component in relaxing the
meditators.
Though Mohanta and Thooyamani (2010)
suggest that concentrative meditation is effective
in providing relaxation yet the “Let it go” notion
of mindfulness provides a more logical
explanation of a temporary relief from existing
thoughts. (Dane, 2011). It is largely similar to as
if an individual goes to sleep. Research done in
most of the clinical settings seems to tap this

Table 2. Total Variance Explained
Initial Eigenvalues
Component
Total

1
2
3
4
5
6
7
8
9
10
11
12

4.649
2.028
1.688
1.191
.763
.443
.354
.305
.257
.145
.113
.065

% of
Variance
38.738
16.903
14.067
9.928
6.355
3.694
2.952
2.538
2.138
1.206
.939
.542

Cumulative
%
38.738
55.642
69.708
79.637
85.991
89.686
92.638
95.176
97.314
98.519
99.458
100.000

Extraction Sums of Squared
Loadings
Total

4.649
2.028
1.688
1.191

% of
Variance
38.738
16.903
14.067
9.928

Rotation Sums
of Squared
Loadingsa

Cumulative
%
38.738
55.642
69.708
79.637

Total

3.465
2.388
2.963
3.202
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beneficial effect. However there is strong
scientific evidence in clinical settings that
beneficial effect of meditation cannot be
restricted to mare relaxation (Tang et al., 2009).
Based on this evidence the second beneficial
component of meditation is identified as
concentration effect. When an individual, in a
meditation session concentrates on one specific
object (In this study it is blue light) this develops
an ability to focus on one object at a time
(Mohanta & Thooyamani, 2010).
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from a different perspective mindfulness research
(Zeidan, Johnson, Diamond, David, &
Goolkasian, 2010) also suggest that “moment to
moment understanding of feelings” also results in
attention efficacy. When an individual
continuously practice meditation this ability is
sharpened. The learned ability from meditation
replicate/reflect itself in the execution of different
life roles. The third beneficial effect of
meditation is awareness effect. Giving attention
to an object reveals greater information about the
object. So with greater concentration an
individual is able to have greater information
about the requirements of successfully
performing different life roles. Greater awareness
about role requirements merged with an inner
understanding of efficacy ultimately sharpens the
decision making ability of individual (Hede,
2010; Germer, 2005). Finally, the fourth
component of Muraqaba meditation is identified
as transcendental effect. Many studies have
confirmed the higher cognition state of
meditators (Thompson & Waltz, 2007; Davidson

Concentrative
component
of
muraqaba
meditation plays a vital role in developing
attention capabilities of meditators as compared
to the mindfulness component. Past research on
mindfulness (Van den Hurk, Giommi, Gielen, et
al., 2010) suggests that mindfulness significantly
affects the attention efficiency. We were not able
to identify any comparative study on
concentrative and mindfulness meditation in the
context of attention efficiency. We believe that
the concentrative component of muraqaba
Table 3. Pattern Matrix

Component
No.
1
2
3
4
5
6
7
8
9
10
11
12
Note:

Item
Awareness 3
Awareness 2
Awareness 1
Transcendence 1
Transcendence 3
Transcendence 2
Attention 2
Attention 3
Attention 1
Relaxation 2
Relaxation 1
Relaxation 3

1
.951
.934
.802
-.005
-.011
.113
.026
.190
-.146
.001
.008
.122

2
.054
.024
-.035
.908
.841
.780
-.065
-.037
.111
.024
-.011
-.003

3
.014
-.039
.025
-.258
.070
.283
.906
.857
.778
-.100
.121
.056

4
-.045
.035
.147
-.026
.135
-.102
.061
-.083
.119
.944
.828
.752

Extraction Method: Principal Component Analysis.
Rotation Method: Oblimin with Kaiser Normalization.
a Rotation converged in 6 iterations.

enables an individual to focus on one object. This
learning of focusing on one object transfer itself
in dealing with different life situations. However,

et al., 2003; Osis, Bokert & Carlson, 1973;
Zeidan et al., 2010). The transcendental effect
occurs due to the combined effect of
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concentrative and mindfulness components of
BLMM.
In summary, effectiveness of BLMM experience
should be measured on four proposed
components that include relaxation, attention,
awareness and transcendence. A sixteen item
measure, four items for each component, is
developed for validity testing. All items were
measured on a five point likert scale ranging from
(strongly disagree) to 5 (strongly agree).

groups both. Four items adapted from Caplan,
Cobb, French, Van Harrison and Pinneau (1980)
were used to measure pull stress. Four items push
stress measure was adopted from Rasool, (2012).
All items were measured on a five point likert
scale ranging from 1 strongly disagree to 5
strongly agree. The instrument was reliable at
pretest and posttest level with an internal
consistency of Push Stress (.84, .88) & Pull
Stress (.90, .88).

METHODOLOGY

Performance was measured at pretest and posttest
levels from experiment and control groups both.
Self-rated work performance was examined with
five items scale developed by Williams &
Anderson, 1991. All items were measured on a
five point Likert scale ranging from 1 (strongly
disagree) to 5 (strongly agree). The instrument
was reliable at pretest and posttest levels at job
performance (.74, .76).

Sample One hundred and five students of MBA
class were contacted to participate in an
experimental study. All students were trained on
Blue light muraqaba meditation in a one day
session. They were then advised to practice the
muraqaba meditation for one month. At the
conclusion of the study all participants filled the
16 item measure (See Table 1) along with
demographic information. Ninety one students
confirmed that they had been practicing
muraqaba meditation for at least twenty days in
the given month. The data collected from these
students was used for analysis. Exploratory and
Table 4. Correlations of study variables
Mean

S.D

1

2

3

4

5

6

7

8

1

Age

1.02

.14

-

2

Gender

1.98

.23

.63**

-

3

Relaxation

2.86

.71

-.05

-.12

-

4
5

Attention
Awareness

2.81
3.23

.74
.85

.39**
.57**

.03
.34**

.39**
.57**

.34**

-

6

Transcendence

2.98

.74

.17

.09

.25*

.09

.25*

-

7

Push Stress

3.34

.93

.16

.20

.20

.16

.20

-

8

Pull Stress

2.98

1.30

-.75**

-.12

.16
.37**
.40**

.02

.10

.02

.10

-

.24*

.27**

-.19

.27**

-.19

9
3.65
1.07
.64**
.44**
Performance
Note: ** Correlation is significant at the 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tailed).

confirmatory factor analysis procedures were
used to test the factor structure and reliability of
the proposed questionnaire.
Push and Pull Stress were measured at pretest and
posttest levels from experiment and control

9

-

DATA ANALYSIS
Exploratory Factor Analysis
We started the factor analysis by using KMO and
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Figure 1: Confirmatory Factor Analysis
Barlett’s test by Kaiser-Meyer-Olkin measure of
sampling. The study had an adequate measure
sampling at .666 which is above the minimum
acceptable value of .60 as suggested by
Tabachnick & Fidell, (2007). The items were
subjected to exploratory factors analysis using
principal axis factoring with Oblimin rotation

extraction and Eigen value greater than one.
Initial extraction revealed five factors against the
expected four factors. The factor items were
analyzed to identify cohesiveness. One item each
from attention, relaxation & awareness subscales
was loading on different factors. These items
were forming an additional factor with no
conceptual relevance. Based upon scree plot &

Table 5. Co-variances among Four Factors
Factors

Estimate

S.E.

C.R.

P

Attention

<-->

Awareness

.200

.085

2.366

.018

Attention

<-->

Transcendence

.194

.063

3.058

.002

Attention

<-->

Relaxation

.233

.075

3.124

.002

Awareness

<-->

Transcendence

.215

.075

2.877

.004

Awareness
Transcendence

<-->
<-->

Relaxation
Relaxation

.300
.097

.091
.055

3.300
1.754

***
.079
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parallel analysis four factors were retained. The
problematic items were deleted and remaining
items were retained for factor analysis. The new
extraction resulted in a four factor solution. The
reliability of subscales was assessed using
Cronbach’s (1951) coefficient alpha. The values
for the subscales were analyzed. To shorten the
measure, one item from the transcendental
subscale was further deleted that resulted in
enhanced reliability. Coefficient alpha vales for
the subscales were as follows: Relaxation (.84),
Attention
(.84),
Awareness
(.91),
&
Transcendence (.86). The overall measure was
also reliable at coefficient alpha 0.87.
Confirmatory Factor Analysis
We analyzed the factor structure and reliability of
measure using confirmatory factor analysis. It
was confirmed that four factors structure was
better than all the competing structures. BLMM
four factor 16 items instrument was further
synthesized.
We analyzed the variances and co-variances of
the four postulated factors.
Analysis of
correlations, covariance, regression weights and
residual covariance led to the deletion of seven
items instead of four items as identified in
exploratory factor analysis. These include one
item from transcendence subscale two items each
from relaxation, attention & awareness subscales.
The resultant four factor 9 items BLMM scale
(See table 6) includes two items for measuring
relaxation, attention, & awareness subscales and
three items for measuring transcendence
subscale. Co-variances among four factors are

given in table 6. The results confirm that all
subscales were positively related to each other.
The analysis of squared multiple correlations
reveal that in all items explain at least 50% of the
variance is accounted for by their respective
subscales. The estimated reliability of all items
except t3 (transcendence subscale item) were
greater than .60 level.
DISCUSSIONS
In
previous
research,
effectiveness
of
concentrative and mindfulness meditation are
separately
evaluated.
Concentrative
and
mindfulness are separate constructs and are not
studied together. Keeping in view the current
state of research, BLMM measure is unique for
following reasons. Firstly, in the development of
a measure, theoretical foundations of Muraqaba
Meditation are integrated with empirical evidence
on concentrative & mindful meditation.
Muraqaba meditation by definition is a
combination of concentrative & mindful
meditation. Such hybrid meditation practices are
rarely investigated empirically but may reveal
useful insightful information to researchers &
practitioners. We anticipate that BLMM could be
useful in such investigations. Secondly, our
findings indicate that four dimensions of BLMM
provide a simple yet comprehensive view of
evaluating meditation experience.
The initial correlation analysis indicates that
different components are distinct in their effect

Table 6. Items Blue Light Muraqaba Meditation validated measure (BLMM - 1.1)
Description of Items
Relaxation Effect
1. I feel relaxed
2. I feel peace
Attention Effect
1. I feel I can better concentrate
2. I feel attentive to one thing at a time.
Awareness Effect
1. I feel my exposure is broadened
2. I feel clarity in my thoughts
Transcendental Effect
1. I feel a divine association.
2. I feel myself very big.
3. I feel an immense internal pleasure
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Figure 2: Effect of Blue Light Muraqaba Meditation on Stress and performance
on stress and performance. This preliminary
evidence suggests that BLMM could be effective
in relating different components of Muraqaba
Meditation with work attitudes and behaviours.
Future studies should test the effectiveness of
BLMM in different contextual settings. Three,
out of four subscales were positively related to
each other. However, one dimension (i.e.
Transcendence) was not significantly related to
another dimension (i.e. Attention) of the scale.
Furthermore, transcendence was also not related
with stress and performance outcomes. We
consciously included this dimension into the
overall scale for two reasons. Firstly, “Sufi”
literature on Muraqaba Meditation emphasize on
the transcendental effect of Muraqaba meditation
unanimously. Secondly, the literature of
mindfulness meditation (e.g. Germer, 2005;
Giommi, 2006; Grepmair, Mitterlehner, Loew,
Nickel, 2007) also suggests transcendental
experiences.
Relaxation component of BLMM experience is
effective in reducing pull stress and increasing
performance. Attention component of BLMM is

also positively related to performance. In the
current sample the awareness and transcendence
components of BLMM were not related to stress
and performance. This study is based upon a
small sample of 91 respondents. The
exhaustiveness of the study to gauge the validity
of a measure with such a small sample is
questionable. Future studies should use larger
samples to study the effectiveness of BLMM
measure. Exploratory & confirmatory factor
analysis has been used to validate the instrument.
The competing factor structures are not studied
rigorously. Future studies should test the measure
on different theoretical structures and sensitivity.
The convergent validity of the measure has not
been tested in the current study. Future studies
should evaluate the effectiveness of measure in
explaining effects of Muraqaba meditation. It
could be interesting to find that how different
mindful and concentrative practices of meditation
relate to the four dimensions of the proposed
construct? The reliability of the effectiveness of
BLMM should be tested with larger sample and
the use of different contexts. This study provides
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an initial evidence of the effects of BLMM on
stress and performance. The mechanism through
which BLMM exerts its effects on stress and
performance should be explored. In the current
study self report measures are used to access
stress and performance and are prone to common
error bias. Future research should use more
objective measures to access stress and
performance. The use of BLMM as an
organizational intervention for conflict and stress
management could reap interesting insights.
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ABSTRACT
Purpose: Main objective of this paper is to review the literature on the theories of Kurt
Lewin with special focus on three-step model and discuss relevance of this model for
Pakistani organizations
Background: Kurt Lewin, a prominent social psychologist has been regarded as father of
planned change. His seminal work in planned approach to change management and
resolution of social conflicts has received considerable attention of academics and
practitioners alike.
Design/ methodology/Approach: this study used deductive approach to draw conclusions
from available literature. This study begins by searching relevant studies and extract
relevant information.
Findings: this study has found that theories of Kurt Lewin especially three-step model is
still relevant to managing organizational change in Pakistan. This study also suggests a
model which may be used by leaders as a tool to implement planned change in Pakistan.
Research limitations/implications/ recommendations: this study has not used any
empirical data therefore future research may continue to test empirical validity of Lewin’s
three-step model
©2017 Published by UWJMS

INTRODUCTION
The term ‘Change’ is regarded as a fundamental
improvement. It is a deviation from current state
of being to a new state which may have some
distinct features. It is movement of company

from current situation to a desired future situation
of the competitiveness (Hill & Jones, 2001). In
today’s dynamic and rapidly changing
environment, managing change has attracted
more attention from organizational researchers
and practitioners alike. In order to be successful
in competitive environment, organizations need
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to be innovative, flexible, continuously improve
quality, and win the competition by offering
innovative products and services otherwise they
will be prone to extinction (Robbins & Judge,
2013).
In classical organization theory, organizational
change problem was not given much importance.
Change was not welcomed properly and regarded
as a temporary feature which needs to be
addressed in way to return to previous or slightly
adjusted new horizon. All employees were
supposed to work on adjusted paradigms. This
traditional approach did not bring any fruitful
results. Rather it encouraged resistance to change
initiatives, and failed to exploit emerging
opportunities. This problem was resolved by the
studies of resistance to change (Lawrence, 1969).
Lewin (1958) emphasized on the role of group as
facilitator in resolving group conflicts arising
from introduction of new ideas. Groups are the
source of early information needed in the change
initiatives and later stability required for relative
permanency of change to be effective.
Recently scholars emphasized to commemorate
the work of Kurt Lewin to let people know his
contribution about planned change literature and
make better world (Burnes, 2015; Burnes &
Bargal, 2017). Main purpose of this paper is to
summarize the theories of Kurt Lewin with
special focus to relevance of his three-step model
of the change in Pakistani organizations and
leaders
This study adopts method of literature review and
provides some empirical insights from published
literature. It begins by reviewing literature,
documenting strengths and weaknesses of Kurt
Lewin model and providing theoretical and
practical implications and future directions. Next
section discusses literature on planned
organizational change and development of threestep model.
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LITERATURE REVIEW
Planned and emergent change
Change has become an important feature of
organizational settings. In today’s world change
is more frequent and greater in magnitude than in
the past (Giesen, Riddleberger, Christner, & Bell,
2010). Managing planned change is reported to
be point of great concern for CEOs to manage
their companies (Van de Ven, Angle, & Poole,
2000). Concept of Planned change was first
introduced by Kurt Lewin. He distinguished
change initiative which was consciously applied
by organizations as opposed to changes that are
initiated by organizations in response to some
accident, unavoidable condition or force not
under the control of organization which they
undertake unwillingly (Marrow, 1969).
Planned Change, therefore is “a process by which
organizations identify an area which needs to be
evaluated for their weaknesses and may require a
Change to be undertaken” (Burnes, 2000, p. 341).
In the views of French and Bell (1995) planned
change is systematic approach in which leaders
strive to achieve particular set of goals through
hard and diligent efforts keeping in view
organizational dynamics. They know how to
change these dynamics.
Emergent Change
Emergent approach to Change is advocated by
processual analysts mostly from the work of
Pettigrew (1973). Processualists argue that every
event in organization is a result of a sequence of
interrelated activities, actions and events
emerging in given time and context called
process (Pettigrew, 1997). They discard the
prescriptive and pre-planned approaches to
change and support the notion that change is not
a stand-alone activity rather it is product of
interrelations of individual, group, organization
and society as a whole (Dawson, 1994).
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Planned Change Process
This section describes the process of
implementing planned organizational change.
Organizational change literature is profusely rich
with different process models used by
academicians and consultants as a tool to
implement planned change. Most popular among
them is classical three step model presented by
(Lewin, 1947c). This section begins by
elaborating background of Lewin’s classical three
step model and brief detail of its each step. It will
also discuss how other authors based their models
on work of Kurt Lewin. In last, some limitations
of the model are also highlighted.
Work of Kurt Lewin
Kurt Lewin said to be founding father of Planned
Organizational Change (Bakari, Hunjra, & Niazi,
2017; Burnes, 2014) was a social scientist who
devoted half century of his life to theoretical and
practical underpinnings of organizational change
literature. His model was first ever endeavor
towards organizational change (Lewin, 1947c).
His work was centered on a critical theme that
individual perceptions and feelings are developed
in the ground of group, an individual belongs to.
He presented force field analysis model in which
he argues that organizations are typically in the
state of equilibrium. There are two major forces:
driving forces and restraining forces which
maintain that status quo. Those elements of
organizations which initiate and support
organizational change are in the first category i.e.
driving forces and the force which emphasis
organizations to maintain equilibrium are called
restraining forces. This mutual pressure between
contesting forces if equal keeps the organizations
in fixed and static state. If any of force is stronger
than other, disequilibrium occurs which results in
change.
Organizations
once
experience
disequilibrium returns to new state of
equilibrium.

Field Theory
According to Lewin, ‘Unfreezing’ is necessary
for group behavior to change. The forces which
restrain to change such as personal defense or
group norms are to be unfreeze (Weick & Quinn,
1999). Behavior tends to be static because there
are restraining forces which strive to maintain
status quo. When restraining and driving forces
are equal there is state of equilibrium. In order to
break this statuesque the driving forces should be
greater in force than restraining force. Figure 1
shows how these two forces interact. Lewin
argued that Group behavior is product of these
interactions which take place in particular
environment which he termed as “Field”. The
field is a collection of all interdependent and
interconnected facts which exist in same situation
(Lewin, 1946, p. 240). The views of Lewin
emphasize the leaders or change agents to focus
on the environment where such forces interact
and have impact upon the group behaviors. For
the internalization of change by employee leaders
need to break the status quo by creating need for
change (Armenakis & Bedeian, 1999), decreasing
resistance for change (Oreg, 2006) and
generating support for change (Herscovitch &
Meyer, 2002) so that such behaviors may be not
be reversed (Burnes, 2004a). In this way
organizations move from previous state to new
desired state where employee behaviors are
changed and become permanent.
Group dynamics
Group as defined by Lewin was not similarity
and dissimilarity of individuals gathered for
common cause but it as per the Lewin was
interdependence of individuals. In other words,
group dynamics works as organizational policies
effect almost everyone in particular group
therefore individuals follow the collective
wisdom of the group and shape behaviors as per
their group benefits or losses. Lewin in his group
dynamics theory addresses two questions: 1)
about the nature of group which make it
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responsive to particular situation or force 2) how
these group forces be addressed to illicit desired
behaviors? (Kippenberger, 1998). According to
group Dynamics theory Lewin postulate that in
managing change main focus of intervention
must be group rather than the individual (Dent &
Goldberg, 1999). Focusing on individual would
not be beneficial as it is the tendency of
individuals to follow the group norm.
Action research
Action Research is the process through 1) group
recognizes that the change requires and action
that may lead to achieving this. 2) and for action
to be successful there is need to analyze situation
correctly, identify all possible alternative and
selecting the best viable option out of them
(Bennett, 1983). For change to be successful
there must be ‘felt need’ (Burnes, 2009, p. 336).
(Armenakis, Harris, & Feild, 1999) describe it as
felt discrepancy. When employees perceive that
there is felt need or discrepancy, it provides a
logic for action towards destabilizing the status
quo and moving towards new direction thus
providing primary basis for the legitimacy of
change. Action Research is iterative process
through which change unfolds. In this process
Action is subject of research and after the
evaluation it further leads to research (Research –
Action – Evaluation – Further research).
Three Step Model
This phenomenon is best described in 3-step
model presented by him. This 3 step model for
planned change which was though criticized for
many reasons but still is relevant to the present
situations in the organizations (Burnes, 2004b).
Critics to his model argue that this model
assumes organizations to work in stable
conditions, it is best suited to small scale and
short-term projects rather than a big organization,
it does not assume power of politics in the
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organizations, and it is the top-down approach
not welcoming feedback from bottom.
Despite the criticism, this model still attracts
many researchers and practitioners of change
management. Lewin (1947a) comments that
change in any group performance is short lived
and due to small reason it may reverse to
previous state, therefore it is necessary that such
change becomes permanent for certain period of
time. It is therefore Lewin presented change
model which comprise three steps which
gradually take to a desired goal of change.
First step: Unfreezing
Lewin argues that before learning new things it is
necessary to unlearn and discard old behavior.
Therefore, it is necessary to unfreeze the status
quo and create the desire of change. Human
behavior resides on quasi – stationary equilibrium
where opposite force for and against the change
always interact each other. There are forces
which restrain any drive for adopting new
behaviors. Different approaches are needed for
different situations. An emotional stir up is
needed to remove the prejudices and feeling of
self-righteousness.
Second Step: Moving
As noted by Schein (1996), “Unfreezing is not
the final objective, it is rather a means to end” (p.
62). It is to develop motivation to learn new
behaviours but as Lewin argues, there are
complex forces involved in the process of change
therefore it is difficult to realize concrete result of
planned change process. In order to change be
permanent bahaviour, reinforcement tends to be
obligatory. Without this any change initiative will
fail forthwith due to involvement of complex
opponent forces and psychological processes
Third Step: Refreezing

57

Bakaria, Hanjra & Masood/ UW Journal of Management Sciences 1 (2017) 53-64

Figure 1: Force Field Analysis
It is a process by which new change behaviors
learnt through destabilizing status quo and
reinforcement drives get a new relatively
permanent change in behaviors. In this final stage
change moves from an individual phenomenon to
a group matter. Lewin suggests that routines and

norms regarded by group are supposed to be
altered at this stage. Such behaviors are to be
programmed in a manner that these become part
of set of new routines and stabilized free from
fear of regression (Burnes, 2004b, p. 986). In
organizational perspective refreezing means

Figure 2: Action Research

Bakaria, Hanjra & Masood/ UW Journal of Management Sciences 1 (2017) 53-64

58

Figure 3: Three-Step Model
stability at new stage of equilibrium that brings
change in organizational culture, and procedures
(Cummings & Worleym, 2009).

and latter to maintain it. Lewin proposed that
process of change starts with process of
Unfreezing the current state of organization.

Summary of Lewin’s Work

Limitations of Lewin’s Model

Lewin was a social scientist primarily concerned
for resolution in social conflicts through altering
behaviours(Burnes, 2009). Whether these
conflicts were the subject of particular
organization or greater of sphere of society as a
whole. To achieve this goal, he developed four
theories. Field theory and Group dynamics
answer the questions related with formation of
groups, their interdependence, motivations and
maintenance of enduring relationships. Other
two theories i.e. Action Research and Three Step
model of Change advocate altering behaviours to
cope with new challenges of organizational
change. Three step model is more popular as it
provides basis for inclusion of leadership as
change agent which may use this model as a tool
to implement change. It also supports that
statusquo is the main stage of driving and
restraining forces where leaders and employees
interact each other as former strives to break it

Lewin’s model though widely used in change
literature has been criticized by some authors
(Bartunek & Woodman, 2015) for its linearity
and teleology (Palmer & Dunford, 1996). By
linearity they argue that model assumes change is
sequential and always progressing and by
teleology they argue that model assumes that
change agents know the direction of change
effort. These assumptions are not fulfilled by the
model (p. 709). Weick and Quinn (1999) argued
that Lewin’s model may be suitable for episodic
change but it is not suitable for changes which
are occurring continuously which need to
refreeze first then get rebalanced and ultimately
unfreeze. Some other scholars object on the
concept of freezing as time does not freeze rather
changes in organizations are continuous and
unending. There is nothing like freezing (Kanter,
Stein, & Jick, 1992; Purser & Petranker,
2005).Some authors raise concerns regarding

59

Bakaria, Hanjra & Masood/ UW Journal of Management Sciences 1 (2017) 53-64

Figure 4: Change Management Models (Adopted from Al-Haddad & Kotnour (2015) with permission
inability of the model to incorporate temporal
aspects of change. Bartunek and Woodman
(2015) argue that beyond traditional sequence of
Unfreezing-change-refreezing there is also a
sequence of time, pace and rhythm (p.162).
Besides criticism this model provides simpler

path for change agents to follow the sequence of
planned change.
Cummings, Bridgman and Brown (2016) in a
recent article raise very different issue and argues
that Lewin never proposed three-step model, such
concepts are infiltered by later works mainly
attributed to his students such as Ronald Lippitt
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and Edgar Schein. Lewin, as author argues
thought change being a continuous and fluid in
nature. However, author accepts the reality that
three step-model is popular and widely used in
variety of change management text books.
Whereas, they agree that recent (unfreezing changing – refreezing) model is only ‘33 percent
right’ as Lewin only wrote ‘unfreeze’, one may
raise an eye brow that if Lewin believed in
Unfreezing then how other two steps may be
invalid as unfreezing occurs where something is
already ‘frozen’.
Comparison of Lewin’s Model with Some
Other Models
In line with Lewin’s Model many other authors
have proposed change management Models. For
example, five-phase model of Judson (1991), 10step method of Kanter et al. (1992), eight-step
model of Kotter (1996), seven-phase method of
Luecke (2003) and insurrection model of Hamel
(2000) to name a few.
Three-step model of Armenakis et al. (1999)
In line with Lewin (1947b), Armenakis et al.
(1999) proposed a model which also incorporates
elements Social Learning theory (Bandura,
1986). First stage is named as Readiness which
refer to enhancing readiness and decreasing
resistance. Two other elements are adoption and
institutionalization respectively (Armenakis et al.,
1999). Holt, Armenakis, Harris and Feild (2007)
argue that success of organizational change
implementation is based on this three stage
process
i.e.
readiness,
adoption,
and
institutionalization. By readiness they refer to
enabling environment, favourable organizational
structure, and receptive attitude of organizational
members which ensure acceptance of change.
Adoption occurs when organizational members
display beahviours which conform to change
expectations after altering previous attitudes and
behavours and institutionalization is a condition
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when stability in employees’ behaviours is
achieved after successful implementation of
change initiative (Holt et al., 2007).
Implementing Change
Implementing planned organizational change
successfully is regarded as greater challenge for
organizational
leadership
(Naotunna
&
Arachchige, 2016). There are different arguments
by researchers and authors as how to implement
Change in the organizations. Ford and Ford
(1994) argue that it is the Logic of Dialectics
which enables the process of Change. Two
conflicting forces for and against the change
struggle at each other until the domination of one.
Point of origin in this model is dissatisfaction
with status quo. Once people are not dissatisfied
with present condition drive for change will not
prevail.
Relevance of Three-Step Model in current Era
Fernandez and Rainey (2006) outlined an eight
steps process for successful management of
planned change in public sector organizations.
They argued that role of leaders begins with
communicating the need of change, followed by a
comprehensive plan, building support and
commitment at internal, top management and
external level, providing adequate resource base
and then implement a comprehensive change
involving all subsystems in a larger perspective.
Armenakis et al. (1999) presented a model while
incorporating Lewin’s (1947b) model and Social
learning theory (Bandura, 1986), with a purpose
to create a readiness for change, envisage
adoption strategies and institutionalization of
change. Holt et al. (2007) argue that readiness
reflects a condition where organizational
environment, structure and members’ attitude are
such that they develop perceptions which are
conducive to embrace change. Adoption refers to
the stage where employees’ previous behaviors
are altered and they tend to follow and conform
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to norms of the change. Institutionalization is
stage when employees’ behaviors regarding
change become stable and permanent.
Bakari et al. (2017) have integrated theory of
planned behavior, readiness for change model
and incorporated Lewin’s classical change model
in it. This model includes stage of readiness for
organizational change (Holt et al., 2007) as
surrogate to Lewin’s first stage of ‘unfreezing’
(Armenakis et al., 1999). Then they considered
commitment to change as synonymous to
Adoption stage which is again synonymous with
Lewin’s moving stage (Brown, 2009). As third
stage of Lewin (1947b) and Armenakis et al.
(1999) introduced stage of institutionalization
and their study placed behavioral support for
change (Herscovitch & Meyer, 2002) as
surrogate to the both concepts. Study while
analyzing responses from employees of health
sector organizations of Pakistan found authentic
leadership positively related to readiness for
commitment to and behavioural support for
change. Authors suggest that the three-step model
of Kurt Lewin still proves to be valid and
practicable and may serve as tool for leaders to
manage planned organizational change.
DISCUSSION
Kurt Lewin, a prominent social scientist is well
known about his works related to planned
organizational change. Most significant theories
of his planned change approach are field theory,
group dynamics, action research and three-step
model of the change (Burnes & Bargal, 2017, p.
4). Besides his wok in planned change, he was
thought to be more concerned to resolution of
social conflict to build a better world (Burnes &
Bargal, 2017). Recent research has raised
questions whether or not the concepts and
theories of Kurt Lewin after the 70 years of his
departure are still relevant to present day
organizational development. Recent studies have
provided an empirical and theoretical evidence
that concepts of Lewin especially three-step

model is still applicable to planned organizational
change management and leaders may use it as a
tool to undertake organizational change and yield
employee behavioural support. This study has
reviewed the literature on planned change
models, with special focus on work of Kurt
Lewin. Main limitation to this paper is that it has
not provided an exhaustive review of literature
which is indeed not possible to provide in a
single journal article. Future research is needed to
unearth relevance of Lewin’s planned change
models in Pakistani settings. Although study of
Bakari et al. (2017) has provided evidence of
relevance of three-step model in Pakistani health
sector organizations, still there is need to
implement this model and modify it as per
peculiar environment prevalent in Pakistani
organization. Moreover, there is need to
incorporate
political
environment
of
organizations in models aimed to stimulate
behavioural support for implementation of
planned change initiatives in Pakistani settings.
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ABSTRACT

Purpose: This study attempts to empirically investigate the adoption of 3G/4G LTE
technology in Pakistan.
Methodology/Design: The data was collected using a structured questionnaire from
consumers of twin cities of Pakistan. The sample was taken on basis of convenience sampling
technique. Initially 700 questionnaires were distributed among the students, out of which 605
completely filled questionnaires were used for data analysis by using SPSS.
Findings: The results for all variables were significant and showed positive relationship
among them. The results reveal that core self-evaluation and trust have positive impact on
technology acceptance model variables.
Originality/Value: Based on TAM 3 theory the research formulated the theoretical
framework, and then investigating the impact of core self-evaluation personality traits and
individual belief trust on perceived ease of use and perceived usefulness to elucidate the
individual’s adoption intention towards 3G/4G LTE technology. More specifically, this study
aims to extend the technology acceptance model 3.
Implication: This study is expected to provide better information and understanding of the
factors influencing consumer’s adoption intention about 3G/4G LTE technology. It provides
important implications for the marketers and retailers. Retailers and marketers are advised
to observe personality and trustworthiness beliefs of target consumers and carefully judge
their intention towards 3G/4G LTE technology. Easy to use and useful technology might
have a stronger chance for adoption.
Limitations: This study was limited to university students and to 3G/4G LTE technology.
©2017 Published by UWJMS
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INTRODUCTION
In the changing era of world the
telecommunication advancement is also on its
apex. People want to communicate very quickly
in minimum possible time. The cell phone and
internet has developed in to essential ingredient
in our life. The advancement in smart phones
technology and the gradual increase in internet
technology and social media usage, the outcome
of this development is a result of reliance on cell
phone. The telecommunication system is
distinctively recognized through its description of
different generations. In Pakistan 3G/4G LTE
technology launched, recently in 2014. The
3G/4G LTE technology is advancement in the
first and second generation of telecommunication
technology. The significant feature of 3G
technology is the transmission of facts and
figures and it is also vary from earlier generations
(Zhuang, Xiaoyan & Yan, 2009). The 3G
technology consumers can avail speedy internet
service, clear voice, fast browsing. The main
services that, we can attain from 3G technology
such as multimedia, mobile internet and audio
and video facility (Zhuang et al., 2009). The 4G
LTE technology is comprised of 3G and wireless
local area network and may disseminate videos in
high resolution.
In the previous study Five factor model of
personality trait was examined with TAM
(Sriyabhand & John, 2014). Further, the
personality traits openness to experience,
neuroticism, personal innovativeness and
computer self-efficacy was investigated with
basic TAM model (Oostrom, Linden, Born &
Molen, 2013). Emotional stability, extraversion,
openness, computer anxiety,
Computer self-efficacy and trust was tested with
TAM (Behrenbruch, Söllner, Leimeister &
Schmidt, 2013). The relationship of four
personality
traits
emotional
stability,
extraversion, conscientiousness and openness to

66

experience have also been tested with TAM and
it is recommended that an innate development of
this study would be to examine the impact of
personality constructs on TAM in actual scenario
in which consumers use technology in real sense
(Svendsen, Johnsen, Almas-Sorensen, & Vitterso,
2013). In another study the personality traits
openness,
neuroticism,
agreeableness,
conscientiousness and extraversion (Big Five
Model) with TAM, and it was also suggested for
future research to see the influence of other
personality traits that can be effectively observed
in the framework of determining other predictors
of technology acceptance model (Devaraj, Easley
& Crant, 2008).
The current study fills the research gap by
developing the relationship between four
personality traits called Core-Self-evaluation trait
(i.e. self-esteem, self-efficacy, locus of control
and neuroticism) and technology acceptance
model. In the model of TAM 3 there was selfefficacy and external control, we add two more
traits i.e. neuroticism and self-esteem for making
another personality trait core self-evaluation that
is never been tested before with TAM. In our
model the control beliefs are extracted from
TAM 3 model. So the present study is also the
extension of TAM 3 model. In conclusion, the
foundation of technology acceptance model i.e.
theory of reasoned action, clearly embraces
personality traits as an external variable
influencing human expectations and beliefs
(Fishbein & Ajzen, 1975).
As in individual general beliefs we considered
trustworthiness with its six dimensions. In
previous study trustworthiness influence on TAM
is seen but as single construct, sub dimensions
were not considered (Ayeh, 2015). In another
study perceived company trustworthiness with its
sub dimension i.e. integrity, benevolence and
competence was taken with TAM (Koufaris &
Hampton-Sosa, 2002). So in this study we
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investigated trustworthiness with its six
dimensions holistically with TAM.
The basic model of TAM and its extended
models specially TAM 2 and TAM 3 consist of
perceived ease of use and perceived usefulness
placed in the middle and behavioral intention was
placed before the actual usage variable.
Numerous researches have showed that the actual
usage is the chief predictor in adoption of
technology (Raman, 2011; Pynoo et al., 2012; De
Smet et al., 2012; Tarhini et al., 2013). On the
other hand, many researches verified that when
technology is at beginning stage to adopt in a
society, consumer’s choice to accept or adopt the
particular technology is deliberated behavior that
is adequately revealed by behavioral intention
(Chau & Hu, 2002; Ramayah et al., 2002; AlQeisi, 2009; Zacharis, 2012). A very recent
article tested technology readiness index (TRI)
derived from TAM3 model in USA and Chile and
found that four attitudes towards technology such
as innovativeness, optimism, insecurity and
discomfort were significantly related to
technology acceptance behaviors. Authors
suggested that personality factors such as
personality variables such as neuroticism,
openness to experience, agreeableness and
conscientiousness may be tested to predict
technology acceptance in non-western cultures
(Rojas-Méndez, Parasuraman, & Papadopoulos,
2017). To accomplish the objectives of this study,
the subsequent research questions will be
addressed.
1. Is there a significant relationship between
individual general belief i.e. trustworthiness
and trust?
2. Is there a significant relationship between
individual control belief i.e. core selfevaluation and perceived ease of use?
3. Is there a significant relationship between
individual control belief i.e. core selfevaluation and perceived usefulness?
4. Is there a significant relationship between
perceived ease of use and behavioral
intention?

5.

Is there a significant relationship between
perceived usefulness and behavioral
intention?

LITERATURE REVIEW
Technology Acceptance model
Considering the improved perspective regarding
growth and evolution of technology acceptance
model, a concise explanation of philosophy and
approach which leaded and affected its
emergence is needed (Marangunić & Granić,
2014). When the technology penetrating
consumers’ routine life; there was an increasing
requirement for understanding the cause of
acceptance and rejection of certain technology.
The presumption making to describe and forecast
these choices were based in the arena of
psychology (Marangunić & Granić, 2014). The
two theories i.e. theory of Reasoned Action
(TRA) together with theory of planned behavior
(TPB) (Ajzen & Fishbein, 1980; Ajzen, 1985)
illustrates the foundation of Technology
Acceptance model (TAM).
Perceived Usefulness, Perceived Ease of Use
and Behavioral Intention (BINT)
Perceived usefulness is defined as “the extent to
which individuals have expectation that use of
specific system or technology would improve
their performance” (Davis, 1989; Sun & Zhang,
2006). Perceived usefulness is an appraisal used
to judge the advantages that a person or
organization takes by utilization of particular
technology (Ndubisi & Jantan, 2003). In prior
studies, perceived usefulness was observed that it
is positively related with behavioral intention for
using computer technology (Guriting & Ndubisi,
2006; Seyal & Rahman 2007; Fagan, Wooldridge
& Neill, 2008; Norazah, Ramayah & Norbayah,
2008; Huang, 2008; Ha & Stoel, 2009; Hsu,
Wang & Chiu, 2009; Ruiz-Mafe, Sanz-Blas, &
Aldas-Manzano, 2009; Tong, 2009; Sudha, Singh
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Figure 1:Technology Acceptance Model, Source: Davis et al. (1989)
& Singh, 2010). Perceived ease of use is defined
as “the extent to which individuals have
expectations that use of definite system would
not require exertion” (Davis, 1989). The
fundamental construct of technology acceptance
model (TAM) is perceived ease of use that is also
an appraisal to measure the person’s exertion
required for using the particular technology
(Ndubisi & Jantan, 2003). There are numerous
studies in which perceived ease of use as a
determinant for various kind of technology such
as study conducted in China for cell phone data
services, e-commerce and mainly for latest
technologies (Henderson & Devitt, 2003; Wu &
Wang, 2005; Wang et al., 2008; Qi et al., 2009;
Sun et al., 2009). Behavioral intention is
considered as the crucial constructs in
psychology and marketing studies and utilized for
forecasting of different potential behaviors
(Fishbein & Ajzen, 1975). In prior researches
behavioral intention is defined as “the
individual’s willingness or probability to perform
a particular behavior” (Oliver1997).
Technology Acceptance Model 3 (TAM 3)
The technology acceptance model (TAM) over
the time requires to develop or expands its extent
by adding new constructs for acquisition of latest

technology acceptance (Venkatesh & Davis,
2000). This entails that the TAM may be extend
by using situation related variables when
applicable for latest technology. The basic
technology acceptance model developed in to
TAM 2 (Venkatesh & Davis, 2000), the unified
theory of acceptance and use of technology
(UTAUT) (Venkatesh et al., 2003) and TAM 3
(Venkatesh & Bala, 2008).
Trust
Trust is defined as “the buyer’s belief that the
seller will behave benevolently, show
competency and integrity towards buyers or
customers” (Pavlou & Fygenson, 2006, p. 127).
To increase customer intentions toward buying of
products, trust belief play a significant role
(Ajzen, 1991). Trust has positive impact on
perceived ease of use and perceived usefulness
(Pavlou, 2003). The rationale behind the
influence of trust on perceived ease of use is
based on transaction cost theory (Hallegatte &
Nantel, 2006). With higher trust in the new
technology, the less struggle consumer has to
make to examine particulars of technology to
judge benevolence of technology provider. In
case of trusted technology, way of use, accessing
the technology, and consumer practices greater
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ease of use. The influence of trust is relating to
perceived usefulness is linked with the credibility
side of trust.
Core self-evaluation (CSE)
The theory of core self-evaluation is originally
identified in 1985 and conceptualized as “the
assessment of particular states that are influenced
by many basic considerations” (Packer, 1985).
Core self-evaluation is stated as a “person’s
unintentional, core assessments regarding
him/her self and their capabilities” (Judge, Locke,
& Durham, 1997). The notion of core selfevaluation has been found associated with
different organizational variables. For instance
literature shows a positive link among CSE and
job satisfaction (Judge, Bono, Erez & Locke,
2005; Judge, Van Vianen & De Pater, 2004;
Bono & Judge, 2003; Judge, Heller & Mount,
2002; Erez & Judge, 2001; Judge, Bono, &
Locke, 2000; Judge, Erez & Bono, 1998; Judge,
Locke, Durham & Kluger, 1998). In previous
study the personality traits derived from
technology readiness index (TRI) had an impact
on technology acceptance (Parasuraman, 2000;
Walczuch et al., 2007). In the theory of reasoned
action (TRA) personality is considered as the
exogenous variable, Thus TAM which is

grounded on TRA revealed personality as
external factor (Ajzen & Fishbein, 1975; Agarwal
& Prasad, 1999). It was recommended that
anchors that predict perceived ease of use are
anxiety, self-efficacy, perception of external
control and playfulness (Venkatesh & Bala,
2008).
Trustworthiness
Trustworthiness as a variable has been studied
broadly in the discipline of organization
behavior, business moral codes, societal
relationships and e-commerce (Mayer et al.,
1995; Lee & Turban, 2001; Caldwell & Jefferies,
2001; Belander, Hiller, & Smith, 2002; Bews &
Rossouw, 2002; Gefen, 2002; Chong, Yang &
Wong, 2003). Trustworthiness is defined as the
estimated assessment that a person is reliable for
trust (Brenkert, 1998). In the study of
organizational behavior, trustworthiness defined
as “the behavior that help the probability that
firm will perform in the favor of their workers”
(Mayer et al., 1995).
In recent times, trustworthiness has been found as
significant determinant for effectual leadership
through
comprising
one
element
of
transformational leadership (Trottier et al., 2008).
Trustworthiness has been also seen as a

Figure 2. Proposed Theoretical Model
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determinant of absenteeism, performance and
turnover (Harrison et al., 2006). Moreover,
according to resource theory trustworthiness may
be acknowledge as interchange source which
makes the scope of shared relationship and
supports in developing trust (Foa & Foa, 1980;
Mayer & Davis, 1999; Mayer et al., 1995)
Hypotheses Testing
H1: Trustworthiness has positive impact on trust.
H2: Core self-evaluation has positive impact on
perceived usefulness.
H3: Core self-evaluation has positive impact on
perceived ease of use.
H4: Trust has positive impact on perceived
usefulness.
H5: Trust has positive impact on perceived ease
of use.
H6: Perceived ease of use has positive impact on
perceived usefulness.
H7: Perceived usefulness has positive impact on
behavioral intentions.
H8: Perceived ease of use has positive impact on
behavioral intentions.
METHODOLOGY
The data collected for current study by floating
questionnaire to 700 university students
personally and online. The questionnaires were
distribute among students in major cities of
Pakistan and for collecting data convenience
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sampling technique was used. 605 complete
questionnaires were included in final study. The
study is quantitative and cross sectional in nature.
Measures
The first construct is core self-evaluation
personality trait. This construct is determined by
four diverse but correlated dimensions and these
are self-esteem, self-efficacy, locus of control,
and neuroticism. The scale of self-esteem has 10
items and was adopted from Rosenberg (1965)
and the scale showed high reliability with
Cronbach's alphas value ranging between 0.83–
0.88.
The scale of self-efficacy has 8 items and was
adopted from Chen, Gully and Eden (2001) and
the scale showed high reliability with Cronbach's
alphas value ranged 0.85-0.90. The scale of locus
of control has 8 items and was adopted from
Spector (1988) and the scale showed high
reliability with Cronbach's alphas value ranging
between 0.75–0.84. The scale of neuroticism has
12 items and was adopted from Eysenck,
Eysenck, and Barrett (1985) and the scale showed
reliability with Cronbach's alphas value ranging
between 0.80-0.85. The scale of trustworthiness
has 4 items and was adopted from Morgan and
Hunt (1994). The scale of trust has 4

Table 1. Summary of all Measures
Variables

Instrument Authors

No of items

Self esteem

Rosenberg (1965)

10

Self-efficacy

Chen, Gully and Eden (2001)

8

Locus of Control

Spector (1988)

8

Neuroticism

Eysenck, Eysenck and Barrett (1985)

12

Trustworthiness

Kumar et al. (1995)

4

Trust

Podskoff et al. (1990)

4

Perceived ease of use

Venkatesh and Bala (2008)

4

Perceived Usefulness

Venkatesh and Bala (2008)

4

Behavioral Intentions

Venkatesh and Bala (2008)

3
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Table 2. Demographic Variables Profile
Demographic
Gender

Age
(In years)

Education

Category

Frequency

Male
Female
21-25
25-30
31-35
36-40
Above 40
Intermediate
Bachelor
Masters
Above Master

321
284
45
203
186
108
63
118
177
234
76

items and was adopted from Podskoff et al.,
(1990). The scale of perceived ease of use has 4
items and was adopted from Venkatesh and Bala

Mean (S.D)

Skewness

Kurtosis

1 mode (0.50)

0.12

-1.99

2.90 (1.11)

0.33

-0.66

2.44 (0.94)

-0.09

-0.93

(2008). The scale of perceived usefulness has 4
items and was adopted from Venkatesh and Bala
(2008). The scale of behavioral intention has 3
items adopted from Venkatesh and Bala (2008).

Table 3. Confirmatory Factor Analysis
Constructs

Trustworthiness

CSE Personality Trait

Trust

Perceived Ease of Use

Perceived Usefulness

Behavioral Intentions

Items

Outer Loading

TWRH1
TWRH2
TWRH3
TWRH4
MSESS
MSEFF
MLOC
MNEUR
TRST1
TRST2
TRST3
TRST4
PEOU1
PEOU2
PEOU3
PEOU4
PUSF1
PUSF2
PUSF3
PUSF4
BINT1
BINT2
BINT3

0.76
0.92
0.88
0.62
0.70
0.68
0.86
0.79
0.68
0.57
0.75
0.87
0.86
0.88
0.83
0.91
0.84
0.88
0.93
0.92
0.92
0.90
0.80

AVE

CR

Alpha

0.64

0.88

0.87

0.58

0.85

0.84

0.52

0.81

0.81

0.75

0.92

0.92

0.79

0.94

0.94

0.77

0.91

0.91

Note: Average Extracted Variance (AVE); Composite Reliability (CR); Cronbach’s Alpha (Alpha)
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DATA ANALYSIS

Reliability Indicator

Sample Demographics

The significance of outer model coefficient is
assessed through this indicator. In Table-3, outer
loadings present the correlation among latent
constructs and each of the observed variables.

Sample is consisted of 605 respondents. Sample
statistics showed that 321 were males and
remaining 284 were females. 203 (33.6%)
participants were from the age group between 25
to 30 years. Most of the participants (i.e. 234
participants) have master level education. Data
was normally distributed as Skewness and
kurtosis values lies between -2 and 2. Results are
shown in Table 2.
Analysis of Measurement Model
To validate the measurement model, reliability,
internal consistency, convergent validity,
convergent validity and discriminant validity is

Internal Consistency (IC)
Internal consistency can be assessed through two
criteria of latent variables i.e. Cronbach alpha and
composite reliability. Cronbach alpha provide
estimation of reliability on the basis of
correlation among variables with assumption that
all variables are equally reliable. While,
composite reliability use the outer loadings to
check the internal consistency. Results showed
that model is much internally consistent as values
are higher that cut off point 0.60 (Ballestar et al.,
2015). Results are shown in Table-3.

evaluated.
Table 4: Discriminant Validity-Fornell-Larcker Criterion and Correlation Analysis
Constructs

T-Worth

CSE-PT

Trust

PEOU

PUSF

Trustworthiness (T-Worth)

0.80

CSE Personality Trait (CSE-PT)

0.47

0.76

Trust (Trust)

0.44

0.71

0.72

Perceived Ease of Use (PEOU)

0.55

0.72

0.62

0.87

Perceived Usefulness (PUSF)

0.59

0.66

0.66

0.80

0.89

Behavioral Intentions (BINT)

0.60

0.67

0.58

0.82

0.86

BINT

0.88

Note: The off-diagonal values are correlation among latent constructs and bold values are square root of AVE of each latent construct.

Table 5: R2 value of Endogenous Variables
Construct

R2 value

p-value

Trustworthiness

-

-

CSE Personality Trait

-

-

Trust

0.20

0.00

Perceived Ease of Use

0.53

0.00

Perceived Usefulness

0.49

0.00

Behavioral Intentions

0.86

0.00
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variables, assessment of structural path
coefficients and evaluation of multi-collinearity.

Convergent Validity
Convergent validity is used to check correlation
among observed variables of same latent
variable. For this purpose, average variance
explained (AVE) is measured. Results of AVE
are higher than 0.50 that show each latent
variable is explaining more than 50% of variance
of its observed variables. Results are shown in
Table 3.

R square values of Endogenous Variables
R2 shows proportion of variance among latent
endogenous variables that exogenous variable
explain. In this study, R2 for behavioral intention
is 0.86 and for trust is 0.20 which show high
values. Results are shown in Table-5.
Assessment
Coefficients

Discriminant Validity
Discriminant validity measures the difference
between the latent variables. Fornell-Larcker
criterion is used for discriminant validity.
Fornell-Lacker compares the square root of AVE
of latent variable with correlation between latent
variables. Results showed that square root of
AVE are greater than correlations among latent
variables. Correlation values are also shown in
following Table-4 which demonstrated that all
variables have significant correlation with each
other.

Analysis of Structural Model
After acceptable results of measurement model,
the next step is to evaluate the structural model.
For this purpose, R2 results for endogenous

of

Structural

Model

Path

Structural model path coefficients represent the
relationship among the latent variables. Table-6
presents the path coefficients with their tstatistics and p-values.
Trustworthiness (T-Worth) have significant
positive impact on trust i.e. β= 0.44, p<0.00 this
validating the H1. Core self-evaluation
personality trait (CSE-PT) has significant
positive effect on perceived usefulness (TAMPUSF) i.e. β= 0.39, p<0.00, this showed that H2
is accepted. In H3, Core self-evaluation
personality trait (CSE-PT) have significant
positive relation with perceived ease of use
(TAM-PEOU) i.e. β= 0.60, p<0.00. In H4 results
showed that trust is significantly affect perceived
usefulness (TAM-PUSF) i.e. β= 0.35, p<0.00.
Trust have significant impact on perceived ease
of use (TAM-PEOU) i.e. β= 0.15: p<0.00 that

Table 6: Hypothesis Results and Structural Relationships
Hypothesis
H1
H2
H3
H4
H5
H6
H7
H8

Paths
T-WorthTrust
CSE-PT TAM-PUSF
CSE-PT TAM-PEOU
Trust TAM-PUSF
Trust TAM-PEOU
TAM-PEOU TAM-PUSF
TAM-PUSF TAM-BINT
TAM-PEOU TAM-BINT

Path Coefficient

St. Error

t Statistics

p Value

Decision

0.44
0.39
0.60
0.35
0.15
0.20
0.74

0.05
0.10
0.08
0.10
0.08
0.10
0.10

8.32
3.99
7.33
3.62
1.82
1.97
7.49

0.00
0.00
0.00
0.00
0.00
0.12
0.00
0.00

Accepted
Accepted
Accepted
Accepted
Accepted
Rejected
Accepted
Accepted

Notes: Acronyms: trustworthiness, core self-evaluation personality trait, technology acceptance model perceived ease of use, technology
acceptance model perceived usefulness, technology acceptance model behavioral intentions

support H5.Perceived ease of use (TAM-PEOU)
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have no significant impact on perceived
usefulness (TAM-PUSF) i.e. p>0.05 that does not
support H6.In H7 results showed that perceived
usefulness (TAM-PUSF) is significantly affect
behavioral intentions (TAM-BINT) i.e. β= 0.20,
p<0.00.In H7 results showed that perceived ease
of use (TAM-PEOU) is significantly affect
behavioral intentions (TAM-BINT) i.e. β= 0.274,
p<0.00.
DISCUSSION
The current study stresses the association of
personality construct, core self-evaluation and
individual general belief i.e. trustworthiness with
recognized, implicit framework. Simultaneously,
information system study researchers have
recommended the potential researches progress
far ahead from technology acceptance model.
The present research reflects these concepts by
resulting the sound literature on personality
constructs and trustworthiness with TAM
variables as well as extending the technology
acceptance model 3. According to the hypothesis
the relationship of core self-evaluation with
perceived ease of use and perceived usefulness.
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The results show that core self-evaluation
positively and significantly influencing perceived
ease of use and perceived usefulness. Previously,
core self-evaluation sub trait self-efficacy as
computer self-efficacy has a significant impact on
perceived ease of use before using and after using
system, and it is also considered as the more
dominant predictor of behavioral intention
(Venkatesh, 2000). In another earlier study
demonstrated that self-efficacy has influence on
perceived ease of use, it shows that self-efficacy
can enhance perceived ease of use at time
consumers consider him/her self-relaxed while
using m-commerce technology (Faqih & Jaradat,
2015). Recent study from Pakistani higher
education sector developed e-learning adoption
model based on TAM and found self-efficacy
with regards to computers strong predictor of
perceived ease of use (Kanwal & Rehman, 2017).
Second sub trait locus of control was also a
strong predictor of perceived usefulness in
previous studies (Drennan et al., 2005) and
people who had strong internal locus of control
were expected to have high extent of perceived
ease of use (Hsia et al., 2014). Previous study
confirms locus of control impact on perceived

Figure 3: Structural Model
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ease of use (Al-Najjar, 2012). Another study
from Taiwan found positive impact of locus of
control with perceived ese of use and perceived
usefulness in mobile adoption of University
students (Hsia, 2015). This has also been
positively related in the context of mobile app
reuse in hospitality industry (Fong, Lam, & Law,
2017).
Third sub trait neuroticism has significant
negatively impact on perceived usefulness, in
previous study this relation is verified (Uffen et
al., 2013). Another recent study also found
neuroticism negatively to technology adoption
(He & Veronesi, 2017), thus results of this study
are consistent with literature. The fourth sub trait
did not studied before with TAM. So in this study
we take these four traits combined and these are
known as core self-evaluation and it is
significantly associated with TAM. The
relationship between core self-evaluation and
behavioral intention mediated by perceived ease
of use and perceived usefulness respectively are
found significantly positive.
Similarly, trustworthiness positively, and
significantly influencing perceived ease of use
and perceived usefulness. The relationship of
trustworthiness with behavioral intention,
mediated by perceived ease of use and perceived
usefulness is found significant and positive. In
previous study that was on knowledge transmit
through e-mail, the relationship between
trustworthiness and behavioral intention was
mediated by perceived usefulness (Sussman &
Siegal’s, 2003). The results show that perceived
ease of use has a significant and positive impact
on perceived usefulness. Previous studies also
confirm this relationship mentioning that
perceived ease of use is the most important
predictor of perceived usefulness (Ayeh, 2015).
The relationship between perceived ease of use
and behavioral intention was found significantly
positive. In one previous study this relationship
was also found significantly negative (Uffen et
al., 2013). There is also significant and positive

relation was found between perceived usefulness
and behavioral intention. In earlier studies the
direct link was found between perceived
usefulness and behavioral intention (Venkatesh et
al., 2003; Huh et al., 2009; Casalo, Flavian and
Guinaliu, 2010). Perceived ease of use and
perceived usefulness have significant positive
impact on behavioral intention in the mcommerce context and it is consistent with prior
studies results (Wei et al., 2009; Yaseen &
Zayed, 2010; Al-Louziandlss, 2011; Abu-Shanab
& Ghaleb, 2012; Zarmpou et al., 2012; Jaradat &
Rababaa, 2013; Nassuora, 2013).
This research contributes to the knowledge of
consumers’ personality traits i.e. individual
control beliefs and individual general beliefs
influences on behavioral intention which may
offer vital implications specifically to the
retailers, marketers and as well as to the
consumers. Behavioral intention is generally
reviewed in psychological or social aspects. This
study has examined the link between individual
control beliefs (core self-evaluation), individual
general beliefs (trustworthiness) and TAM
constructs (i.e. perceived ease of use and
perceived usefulness) influences to improve the
knowledge related to behavioral intention.
Simultaneously, this study contributes in the
extension of TAM 3 model. The findings of the
research would be useful to enhance
understanding of marketers and retailers,
regarding consumers’ personality trait and
general beliefs in accepting 3G/4G LTE
technology.
The study findings offer information to the
retailers and marketers from which they could
construct and enhance appropriate marketing and
retailing strategies intended for consumers, to get
their interest and bring their behavioral intention.
Marketers and retailers are directed to keenly
observe personality traits and general beliefs of
target consumers and prudently observe the ease
of use and usefulness regarding technology.
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This research has provided the theoretical
foundation and pragmatic relevance of TAM 3 in
a unique realm and in a context of developing
country Pakistan, where moral standards and
culture mainly vary from developed countries in
which TAM 3 model was developed and
accepted. Most notable for scholars is our
significant contribution of this study in the
domain of TAM 3 research. The model
contributes in the widespread TAM studies by
investigating new determinants of perceived ease
of use and usefulness. Moreover, this study also
contributed in the personality literature and
trustworthiness beliefs.
Current research has emphasized on affective
dimensions of trustworthiness (i.e. benevolence,
integrity, communication, value alignment) and
moreover, extends this research by incorporating
cognitive
dimensions
(consistency
and
competence) (Xie & Peng, 2009). And it is
realize that these cognitive antecedents are vital
for developing trustworthiness same as affective
antecedents. This is considered as the noteworthy
theoretical contributions.
Every research study has some limitations and
findings of the study may probably affect due to
these limitations. Even though this research has
accomplished its objectives and presented
significant contributions, there were also some
limitations that are worth mentioning. Yet, these
limitations of study will consider as the direction
for future research. First, due to shortage of time
we used cross-sectional method to investigate the
impact of different factors on consumers’
behavioral intention. It is recommended that
future studies may use longitudinal method.
Second, the study used a survey method to
observe the impact of individual control beliefs
(core self-evaluation) and individual general
beliefs (trustworthiness) on behavioral intention.
Third, this study was mainly based on young
consumer segment; future studies may consider
other population segments. Fourth, the unit of
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analysis of this research was consumers of
Rawalpindi/Islamabad, consumers from other
cities of Pakistan may be the subject of further
investigation. Future researches may increase the
size of the sample, which will increase the
generalization of the results. The other limitation
of this research was the use of non-probability
convenience sampling technique, which limits the
generalization of findings.
Future studies may use other sampling techniques
to improve the generalization of the results. Data
was collected only from the consumers of
Rawalpindi/Islamabad due to scarce resources.
Future studies may take other geographic location
within and outside Pakistan to increase the
generalization of the results. The emphasis of
this study was adopting 3G/4G LTE technology.
Important future direction may be inclusion of
intrinsic motivation in development of TAM 3
model as it may serve as important predictor of
technology adoption in modern technology.
Research suggests implications for intrinsic
factors in predicting technology acceptance
(Rojas-Méndez et al., 2017). Future research may
emphasize inclusion of other technologies.
Finally, in this study demographic variable such
as age, gender, education, occupation and
network was utilized to analyze individual
differences among consumer, future researcher is
recommended to incorporate other demographic
variables to examine consumer’s differential
effect.
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Appendix: A
Self-Esteem (Rosenberg, 1965)
SESS1: On the whole, I am satisfied with myself
SESS2: At times I think I am no good at all.
SESS3: I feel that I have a number of good qualities
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SESS4: I am able to do things as well as most other
people
SESS5: I feel I do not have much to be proud of.
SESS6: I certainly feel useless at times.
SESS7: I feel that I'm a person of worth, at least on an
equal plane with other
SESS8: I wish I could have more respect for myself
SESS9: All in all, I am inclined to feel that I am a
failure.
SESS10: I take a positive attitude toward myself.
Self-Efficacy (Chen, Gully & Eden, 2001)
SEFF1: I will be able to achieve most of the goals that I
have set for myself.
SEFF2: When facing difficult tasks, I am certain I will
accomplish them.
SEFF3: In general, I think I can obtain the outcomes
that are important to me.
SEFF4: I believe I can succeed at most in any endeavor
to which I set my mind.
SEFF5: I will be able to successfully overcome many
challenges.
SEFF6: I am confident that I can perform effectively on
many different tasks.
SEFF7: Compared to other people, I can do most tasks
very well.
SEFF8: Even when things are tough, I can perform
quiet well.
Locus of Control (Spector, 1988)
LOC1: Many of the unhappy things in people’s lives
are partly due to bad luck.
LOC2: One of the major reasons of wars is that people
do not take interest in politics.
LOC3: In the long run, people get respect they deserve
in the world.
LOC4: The idea that managers are unfair with
employees is nonsense.
LOC5: I have often found out that whatever is going to
happen will eventually happen.
LOC6: Becoming a success is a matter of hard work;
luck has little or nothing to do with it.
LOC7: When I make a plan, I am certain that I can
make them work.
LOC8: My life is determined by my own actions.
Neuroticism (Eysenck, Eysenck & Barrett, 1985)
NEU1: I often have mood swings
NEU2: I feel unhappy without any reason
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NEU3: I easily get irritable
NEU4: I easily feel hurt
NEU5: I often feel fed up
NEU6: I easily get nervous
NEU7: I worry quite often
NEU8: I easily get very tense and angry
NEU9: I remain worried too long after an embarrassing
experience
NEU10: I often suffer from anxiety and nervousness
NEU11: I often feel lonely
NEU12: I am often troubled by feelings of guilt.
Trust (Podskoff et al., 1990)
TRST1: I am quite confident while using 3G/4G LTE
technology.
TRST2: I have complete faith in 3G/4G LTE
technology.
TRST3: I feel strong loyalty for 3G/4G LTE technology
TRST4: I would support 3G/4G LTE technology.
Perceived Usefulness (Venkatesh & Bala, 2008)
PU1: Using the 3G/4G LTE technology improves my
performance
PU2: Using the 3G/4G LTE technology my
productivity.
PU3: Using the 3G/4G LTE technology enhances my
effectiveness
PU4: I ﬁnd the 3G/4G LTE technology to be useful.
Perceived Ease of Use (Venkatesh & Bala, 2008)
PEOU1: My interaction with the 3G/4G LTE
technology is clear and understandable.
PEOU2: Interacting with the 3G/4G LTE technology
does not require a lot of my mental effort.
PEOU3: I ﬁnd the 3G/4G LTE technology to be easy to
use
PEOU4: I ﬁnd it easy to get the 3G/4G LTE technology
to do what I want it to do.
Behavioral Intentions (Venkatesh & Bala, 2008)
BI1: Assuming I had access to the 3G/4G LTE
technology, I intend to use it.
BI2: Given that I had access to the 3G/4G LTE
technology, I predict that I would use it.
BI3: I plan to use the system in the next few months.
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