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Abstract 
The rapid growth of technology advancement in Malaysia enabled Malaysian consumers to 
browse and purchase products or services from online stores. Consequently, the shopping 
trend has been changing significantly from the physical store to online stores. Therefore, it is 
important to identify the determinants of the consumers online purchase intention. The 
objective of this research is to examine the relationship between impulsive buying tendency 
and perceived risk towards online purchase intention among Malaysian women. In order to 
investigate this relationship further, the mediating effect of shopping enjoyment was 
examined on the relationship between impulsive buying tendency and perceived risk towards 
online purchase intention among women online buyers in Malaysia. The study employed an 
online survey among women in Malaysia and the data was analyzed with SPSS. The results 
indicated that only impulsive buying tendency to be significant while the perceived risk was 
insignificant. Additionally, a partial mediation of shopping enjoyment was found between 
impulsive buying tendency and online purchase intention only and the same for perceived 
risk was unable to be retained. This findings have further supported the Theory of Planned 
Behaviour which claim that human will analyze the available information on hand and make 
a logical, reasoned decision to engage in specific behaviors. In this study, it was proven that 
consumers will make an impulsive purchase with the stimulation effect of shopping 
enjoyment. The research also discussed theoretical and managerial implications and ended 
with suggestions for future research. 
Keywords: Shopping Enjoyment, Online Purchase Intention, Perceived Risk, Impulsive Buying 
Tendency, Electronic Commerce 
 
Introduction  
In the century driven by technological advancements, anyone can get information from the 
internet easily. This has transformed many business activities into more convenient and 
informative platforms to reach their target customers. Online purchase or online shopping is 
one of the examples whereby retailer transfers their physical retail store to the online 
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platform and all transaction will be completed through internet which is more cost saving, 
time-saving, convenient and able to reach more customers. According to Internet World 
Statistics Usage and Population Statistics (2017), the internet user of Malaysia has increased 
from 3.7 million in 2000 to 24.5 million in 2017 (i.e. 78 percent penetrated total Malaysia’s 
population in 2017). A total of 19 million Malaysians are Facebook users in 2017 (Statistics, 
2017). The rapid growth of Internet users in Malaysia shows that Malaysian consumers tend 
to browse more information from the internet before they purchase products or services from 
web-retailers.  
 
However, the Ministry of International Trade and Industry reported that e-commerce 
contributes only 5.8 percent GDP of Malaysia in 2016 (Mottain, 2017). This data shows that 
e-commerce in Malaysia is far away compared with China which has achieved 21 percent. 
There is about 48 percent of Malaysian consumers reported to perform online purchases 
monthly, however, is below the average percentage in South-East Asia’s of 55 percent. China 
is reported the highest in Asia which presents 91 percent (Mottain, 2017). Nevertheless, 
according to Internet Users Survey (2016), the percentage of internet users for online 
shopping has decreased by 2.7% from 2014 to 2015. One of the reasons is that about 38.5 
percent of internet users still felt insecure about online shopping. There are only 35.3 percent 
of internet users in Malaysia engaging in online shopping while 54.6 percent of internet users 
are never done online purchase in the past. Another 10.2 percent of internet users only have 
experience browsing some online retails but never purchase anything from e-commerce so 
far (Internet Users Survey, 2016).   
 
Another interesting finding from the Internet Users Survey (2016), is that women display a 
strong preference in having things done online. 44.9 percent of women purchase online 
compared to men who contribute to only 28.7 percent compared to internet users within the 
same cohort. In terms of internet banking service, 40 percent of women claimed that they 
performed online banking frequently compared to male accounting for only 33.4 percent. In 
discussing the adoption rate of social networking, women had achieved 81 percent while men 
resulted at 78.4 percent. Besides, women prefer to obtain all kind of information via the 
internet if compared with men, and that is one of the reasons why female represented 51.7 
percent of online shoppers and male represents only 48.3 percent of total internet users in 
Malaysia.  
 
From the data presented above, it is evident that e-commerce in Malaysia still 
underdeveloped and there is much room to grow in the future. Additionally, gender also plays 
a significant role in online buying behavior. Hence, it is the aim of this study to identify the 
determinants of online purchase intention among women in Malaysia. Thus, the research will 
examine the relationship between the impulsive buying tendency, perceive risk and shopping 
enjoyment and online purchase intention among women in Malaysia. 
 
Literature Review 
Impulsive Buying Behaviour 
Impulsive buying is normally caused by the emotional or psychological influences which 
stimulate the consumer to make a spontaneous purchase to fulfil an urge (Weinberg & 
Gottwald 1982). The consumer will simply buy a product or service which they did not intend 
to buy in the first place. A study by Rook (1987) does not agree that impulse purchase is 
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stimulated by a specific factor, but it occurs when consumers experience a sudden urge and 
therefore will perform an impulsive purchase without any additional evaluation. According to 
Piron (1991), the impulsive purchase is an unplanned action that stimulated by other factors 
and it happens when a consumer makes the decision to buy a product on the “spur-of-the-
moment”. However, Park and Kim (2008), found that the impulsive buying tendency can be 
planned and reminded. Besides, his study found that hedonic consumption has a significant 
relationship with impulsive buying tendency whereby positive emotion will affect the 
impulsive buying tendency. The higher emotional activation (i.e. enjoyment) will have less 
cognitive control, and this will generate a higher impulsive purchase tendency. “Impulse 
shoppers tend to be more emotional than non-shoppers” (Weinberg & Gottwald, 1982: 
pp.52). A significant difference between women and men were found and women tend to 
have irresistible impulse to buy and positive buying emotion towards an online purchase if 
compared with men. According to Burgess (2003), women are easier to be influenced by 
affective and cognitive factors in performing an impulsive purchase. “Impulse buying of the 
shopper is influenced by a number of factors which could be either related to the shopping 
environment, shopper’s personal traits, product itself and the diverse demographic and socio-
cultural aspects” (Bhakat & Muruganantham, 2013: pp.152). The study indicated that 
impulsive buying tendency can stimulate the interaction of various internal (Personality traits) 
and external (socio-culture traits). In order to generate a better understanding on the 
impulsive buying tendency as it addresses the role of situational and socio-demographic 
attributes of high impulsive buying tendency consumers compared to low impulsive buying 
tendency consumers, a study was conducted by Styven et al., (2017). In this study, the finding 
indicates the high impulsive tendency on average is more frequent among female online 
shoppers and with higher levels of trust on the internet. On the other hand, low impulsive 
tendency shoppers will tend to abandon their online shopping carts often due to uncertainty 
on the internet because of the lack of confident to purchase online. 
 
Perceived Risk 
Consumer perceived risk was founded by Bauer (1960) in marketing literature to measure the 
attitude towards a purchase. The concept proposed that "Consumer behavior involves risk in 
the sense that any action of a consumer will produce consequences which he cannot 
anticipate with anything approximating certainty, and some of which at least are likely to be 
unpleasant" (Bauer, 1960: pp.75). Now, this topic was extended to a wider discussion and led 
to numerous inclusive definitions. However, most of the past researches about perceived risk 
were mainly focused on traditional physical business activities and purchase situation. 
According to Noort, Kerkhof, and Fennis (2007), there is a huge difference if we compare 
shopping in a virtual environment to shopping in stores because online shopping only can 
offer the benefits of convenience, time and financial savings but on the other hand, it will 
increase the additional perceived risks which are not encountered in normal physical 
marketplaces. This notion was further supported by Forsythe and Shi (2003) because their 
study indicated that in the online shopping environment, limited physical access to the 
products and sales personnel will exaggerate the level of perceived risk. Besides, consumers’ 
beliefs on the possible doubtful negative consequences from online transaction is defined as 
the perceived risk based on the information communicated on the website regarding the 
security of customers’ personal information and other security concerns in the transaction 
which will normally create a perception of the level of risk with an e-commerce business 
activity (Kim et al., 2008). Bhatnagar, Misra, and Rao (2000) have discussed three types of 
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risks namely financial risk, product risk, and information risk. Financial risk involves the 
opportunity cost and time and mostly it will happen because of the marketing channel. 
Product risk describes the product appearance, features, and performance which might be 
different than how it has been displayed and described on a website. On the other hand, 
information risk involves transaction security and privacy during online transactions. Park and 
John (2010) have further added to the existing list of types of risk. They identified an 
additional two major types of risk: i. behavioral risk and ii. environment risk. The former type 
of risk stresses those online retailers who try to gain the benefits from reserving the 
information will affect the effectiveness of the online transaction which will result in 
behavioral risk in e-commerce. On the other hand, the latter explains that “impulsive nature 
of the purchase standard will cause the environment risk” (Park & John, 2010: pp. 659). 
Therefore, in online shopping, retailers and consumers are exposed to the various types of 
risks which are difficult to be controlled and monitored. Hence, it is evident that perceived 
risk has a strong influence to online purchase decision as consumers may feel reluctant to 
make an online purchase when the sense of risk is overwhelming compared with brick-and-
mortar shopping mode (Kim et al., 2008). Nevertheless, Lim and Dubinsky (2005) mentioned 
that the perceived risk level of a consumer is based on the efforts of safeguarding their 
personal information and the security of the online transaction. 
 
Shopping Enjoyment  
The impulsive purchase most likely will happen when a consumer enjoys shopping for his/her 
own benefits or interests. A “recreational shopper” will spend relatively more time for 
shopping and continue shopping even after they have completed the purchase (Bush & Grant 
1995). Some of the past research argued that recreational shoppers prefer to spend more 
time on window shopping or browsing around and do not have an intention for purchase 
(Karande & Ganesh, 2000). According to Ingham, Cadieux, and Berrada (2015), consumers will 
enjoy a perceived pleasure from the website experience and this experience will increase the 
activities of online purchase. This was evident in a study by Seock and Bailey (2008) who found 
that consumers will search for information about the product online before purchase 
indicating a significant relationship between shopping orientations with the time spend on 
browsing online which is more prevalent among female shoppers compared to male. Based 
on this research, female shoppers tend to get “hedonic” enjoyment such as excitement during 
the shopping experience which Wang, Yeh, and Liao (2013) proved in their research in 
establishing a significant relationship between perceived enjoyment, perceived value, and 
purchase intention. Nevertheless, these findings were contradictory to research by Ling et al., 
(2010), Cai and Xu (2006) and Verhoef and Langerak (2001) who proved that shopping 
enjoyment and online purchase intention does not have significant association in the web 
purchase environment. The literature argues that shopping enjoyment may be a function of 
gender and therefore cannot be generalized across all type of online shoppers. For instance, 
Otnes and Mcgrath (2001) and Stern (1999) recognized that gender plays an important role 
in defining shopping behaviors. According to Hart et al. (2007), men have a stronger 
relationship of enjoyment with re-patronage if compared with women and this has only 
created a further argument in view of gender and shopping enjoyment. There are many 
theoretical reasons to show that women may have different shopping enjoyment if compare 
with men. 
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Online Purchase Intention 
Purchase intention is the plan to buy a specific product or service within a designated period 
(Hajli et al., 2017). A decision to buy a particular product or brand by the consumer was 
defined as purchase intention (Shah et al., 2012). “The online shopping process involves an 
exchange of time, effort and money for the receipt of products or services in a virtual store” 
(Wu, 2013: pp. 167). According to the study by Boster et al., (2014), the theory of reasoned 
action (TRA) can be an influential explanation of the process that determines peoples’ 
intentional behavior.  Normally most of the people will consider the consequences that their 
actions will have before they decide to perform any action “The theory of reasoned action is 
used in order to predict a person’s intention to behave in a certain way, this is done by 
evaluating a person’s attitude towards a specific behaviour as well as the subjective norms of 
influential people and groups that could affect the person’s attitude” (Boster et al., 2014: 
pp.713). According to Zarrad (2012), online purchase of consumer is affected by internal and 
external motivations during the buying process. Martínez-López et al., (2015) identified trust 
and perceived usefulness of the recommender as the key factors in explaining the consumer’s 
online purchase intention. According to another research conducted by Soto-Acosta et al, 
(2014), the information on the website will also affect the online shoppers’ purchase 
intention. They argued that disorganized and overload of information will affect the internet 
experience of online shoppers and eventually it will affect the online purchase intention which 
Gogoi (2013) cautioned as misled purchase decisions. While online security remains as one of 
the major concerns in online purchase intentions, a psychological approach is needed to 
influence the consumer process of adoption and use the recommended information in online 
purchase intention (Martínez-López et al., 2015) driven by online trust (Eslami & Imomoh, 
2016; Thamizhvanan, 2013) which will affect fairness and distributive fairness (Chou, 2012). 
This is because “Consumers’ actual buying behavior is dichotomous because consumers either 
have to purchase or not purchase the item” (Lee & Lee, 2015: pp. 61). Online retailers need 
to explore the impact of shopping behaviors on customer online purchase intention because 
consumers’ perception of “justice” is an important and unique consideration in online 
shopping (Wu, 2013).  
 
Hypotheses Development 
Impulsive Buying Behaviour and Online Purchase Intention 
The higher emotional activation will have less cognitive control, and this will generate a higher 
impulsive purchase tendency. “Impulse shoppers tend to be more emotional than non-
shoppers” (Weinberg & Gottwald, 1982: pp. 52). According to Verplanken and Herabadi 
(2001), an impulsive purchase involves spontaneous purchase without thoughtful 
consideration. Research shows that online shoppers are more likely to be impulsive judged 
against traditional shoppers (Donthu, 1999). Therefore, when female consumers spend more 
time browsing the website, the impulsive buying tendency will increase their online purchase 
intention. This is because online shoppers like to browse the website to get product 
information and they will do more unplanned purchase compared with traditional shopping 
due to the impulsive buying tendency. Therefore, the following hypothesis was formulated: 
 
H1: There is a significant relationship between impulsive buying tendency and online 
shopping intention. 
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Perceived Risk and Online Purchase Intention 
Perceived risk has a strong influence on the online purchase decision as consumers feel 
reluctant to make an online purchase when the sense of risk is overwhelming compared with 
brick-and-mortar shopping mode (Kim et al., 2008). Based on the literature review, the 
perceived risk factor is found to be one of the important factors that influence an individual’s 
decision to engage in online purchases.  According to Theory of Reasoned Action (TRA), the 
consumer will perform a trusting attitude on certain object/environment where he/she 
believe in and eventually he/she will form an intention to behave and react to that 
object/environment. This intention will be the prime determinant of actual behavior (Ajzen, 
1991). TRA articulates that perceived risk represents the cognitive factor that might affect the 
online purchase intention of the consumer. If the consumer has a lower trust level towards e-
commerce, it causes a negative influence on the perceived risk. That means a lower trust level 
will have a higher perceived risk to e-commerce and eventually will reduce the online 
purchase intention (Featherman et al., 2010). On this ground, the following hypothesis was 
formulated: 
 
H2: There is a significant relationship between perceived risk and online shopping intention. 
 
Shopping Enjoyment as Mediator 
According to Ingham, Cadieux, and Berrada (2015), consumers will have a perceived pleasure 
and enjoyment from the website experience and this experience will increase the activities of 
online purchase. Research by Wang, Yeh and Liao (2013) found that perceived enjoyment has 
a significant influence on perceived value and this has a further positive effect on purchase 
intention. With the forming of hypotheses on the relationship between impulsive buying 
intention and online purchase intention, shopping enjoyment envisaged being a mediating 
factor on the relationship between impulsive buying tendency and online purchase intention. 
Thus, based on these arguments, the following hypotheses were formulated: 
 
H3: There is a mediating effect of shopping enjoyment on the relationship between impulsive 
buying tendency and online shopping intention. 
 
H4: There is a mediating effect of shopping enjoyment on the relationship between perceived 
risk and online shopping intention. 
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Conceptual Framework 
The theoretical framework of the study is shown in Figure 1. There will be two independent 
variables which are impulsive buying tendency and perceived risk and one dependent variable 
namely online purchase intention. This relationship is further mediated by shopping 
enjoyment. 
 
 
 
 
 
 
 
 
 
 
 
    
Figure 1: Conceptual Framework 
 
Research Methodology 
Sample and Data Collection  
The sample size intended for this research consist of Malaysian women in the age group of 19 
to 49 years old. The geography of this study covers the whole of Malaysia. Considering the 
population size, the minimum required sample size was 384 respondents. In this study, simple 
random sampling was used to collect the data. With this method, elements of each population 
able to identify and each of them has an equal possibility being selected (Zikmund, 2003). This 
study employed a quantitative research method. The data for the research was collected 
through an online questionnaire to improve the reachability of the respondents across the 
country. This method was chosen because is more cost saving, less time consuming and more 
convenient to distribute. Besides, the online survey method allows better privacy control 
which allows more open response (Sproull & Kiesler, 1986). 
 
Measures and Instrumentation  
The measurement which was adopted for this research was a 5 point Likert scale. 5-point 
Likert scale was chosen because, according to an empirical study done on Likert scale levels, 
it was found that 5 or 7 levels tend to produce slightly higher mean scores compared to 10 
levels (Dawes, 2002). On the other hand, the test instrumentation used for this research was 
adapted from previous studies. The instrumentations used in this research are as stated in 
Table 1. 
 
  

Online Purchase 

Intention 

Shopping 

Enjoyment 

Impulsive Buying 

Tendency 

Perceived Risk 
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Table 1: Test Instruments 

Author Construct Number of Items 

Badgaiyan, Verma, and Dixit (2016) Impulsive Buying Tendency 10 

Shareef et al. (2011) Perceived Risk 6 

Seock and Bailey (2008) Shopping Enjoyment 5 

Gefen and Straub (2004) Online Purchase Intention 3 

  
Findings and Discussion 
Research Sample Analysis  
A valid 358 respondents were finalized for the study after omitting respondents with missing 
and outliers. The research sample analysis of the respondents is displayed in Table 2. 
 
Table 2:  
Research Sample Analysis 

 Category Frequency Percentage 

Age Below 21 99 27.65% 

21-30 132 36.87% 

31-40 102 28.50% 

41-50 13 3.63% 

Above 50 12 3.35% 

Income Below RM2000 27 7.54% 

RM2001-RM4000 96 26.82% 

RM4001-RM6000 122 34.08% 

RM6001-RM8000 85 23.74% 

Above RM8000 28 7.82% 

Education 
Level 

Secondary school 51 14.25% 

Diploma/STPM 116 32.40% 

Degree 133 37.15% 

Master 57 15.92% 

PhD 1 0.28% 

 
Based on Table 2, a total of 99 respondents are below 20 years old, while 132 respondents 
are between 21 to 30 years followed by 31 years old to 40 years old, 102 respondents. Besides 
that, a total of 122 respondents fall into the middle-income group which is between RM4001 
and RM6000 per month. The lowest respondent’s rate is from income group above RM8000 
per month. In terms of educational level, most respondents are degree holders which 
comprise of 133 respondents while respondents holding diploma made up of 116 
respondents.  
 
Reliability Analysis  
There are two types of validity, internal and external. The internal validity test refers to the 
validity of the measurement and test itself, whereas external validity is referring to the ability 
to generate the findings from the target population. Both tests are equally important in 
analyzing the appropriateness, meaningfulness, and usefulness of the data (Psucd, 2011). The 
reliability can be defined as consistency, stability, and repeatability of results. The main 
purpose of the reliability test is to ensure that consistent results will be obtained in an 
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identical situation on different occasions (Twycross & Shields, 2004). The most common 
method applied to measure the internal consistency will be Cronbach Coefficient Alpha (α) 
which was developed by Lee Cronbach in 1951 which range between 0 and 1. According to 
Malhotra (2004), if the coefficient alpha value is at least 0.60, internal consistency reliability 
is within the satisfaction level.  
 
Table 3:  
Reliability Results of Survey Instrument 

Variables under investigation Cronbach Alpha 

Impulsive Buying Tendency (IBT) 0.929 

Perceived Risk (PR) 0.812 

Shopping Enjoyment (SE) 0.854 

Online Purchase Intention (OPI) 0.929 

 
Based on Table 3, the Cronbach coefficient was between 0.812 and 0.929 which is more 
than 0.60 as defined by Malhotra (2004). The result shows that the test instrument has an 
adequate level of internal consistency. 
 
Sample Adequacy  
Kaiser-Meyer-Olkin (KMO) test was conducted to measure the sampling adequacy 
(Thompson, 2004). On the other hand, Bartlett’s test of Sphericity was carried out to test 
whether a significant interrelationship exists between variables under study (Field, 2009). The 
results of these tests are reported in Table 4: 
 
Table 4:  
Measure of Sampling Adequacy 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .919 

Bartlett's Test of 
Sphericity 

Approx. Chi-Square 4484.898 

df 276 

Sig. .000 

 
Both KMO and Bartlett’s test of Sphericity was closer to 1 and significant respectively. 
Therefore, the data was confirmed to be appropriate for Exploratory Factor Analysis (EFA). 
 
Exploratory Factor Analysis 
According to Rummel (1970), factor analysis is important to test whether variables in the 
study can be reduced to a smaller set of latent variables with an assumption that a linear 
relationship exists between the variables tested (Gorsuch, 1983). The correlation of the 
components should be .30 or greater because if the correlation of components is lower than 
.30, it indicates a weak relationship between the variables (Tabachnick and Fidell, 2007). 
Therefore, an EFA is important to identify the structure of factors which are investigated in a 
study (Abdul-Halim and Che-Ha, 2009). EFA is a test where measurable and observable 
variables of a study are reduced to a lesser latent variable which has the same variances 
through the process called dimension reduction (Rietveld & van Hout, 1993). Hence, a 
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Principal Component Analysis (PCA) employing varimax rotation was performed. Table 5 
provides the results of the analysis. 
 
Table 5:  
Variables, Items, and Factor Loadings 

Variables Items 

Factor 

Loading 

IBT IBT1. I usually think carefully before I buy something. .862 

IBT2. I usually only buy things that I intend to buy. .878 

IBT3. If I buy something I usually do that spontaneously. .780 

IBT4. Most of my purchases are planned in advance. .837 

IBT5. I only buy things that I really need. .808 

IBT6. I often buy things without thinking.  .844 

IBT7. I sometimes buy things because I like buying things, 
rather than because I need them. 

.790 

IBT8. I sometimes cannot suppress the feeling of wanting 
things I see in shops. 

.759 

IBT9. I am a bit reckless about buying things. .710 

IBT10. I usually think carefully before I buy something. .862 

PR PR1. Providing credit card information through the website is 
riskier. 

.659 

PR2. I am concerned about the privacy of my personal 
information during a transaction. 

.418 

PR3. Purchasing from a website would involve more product 
risk when compared with more traditional ways of 
shopping 

.689 

PR4. Purchasing from the website would involve more 
financial risk when compared with more traditional ways 
of shopping. 

.730 

PR5. How would you rate your overall perception of risk from 
the website? 

.765 

PR6. The web vendor will use my personal information for 
other purposes without my authorization.  

.478 

SE SE1. I enjoy shopping for cosmetic products online .814 

SE2. Shopping cosmetic products online provides me with a 
lot of enjoyment 

.815 

SE3. I enjoy browsing for Products or services online .731 

SE4. Shopping for clothes puts me in a good mood .745 
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Variables Items 

Factor 

Loading 

SE5. I enjoy spending time browsing for products or services .833 

OPI OPI1. I am likely to purchase the products(s) on this site. .858 

OPI2. I am likely to recommend this site to my friends. .846 

OPI3. I am likely to make another purchase from this site if I 
need the products that I will buy. 

.852 

All the items resulted in a factor loading in the range of 0.418 and 0.878. This is well above a 
threshold level of 0.30 as recommended by Tabachnick and Fidell (2007). 
 
Results of the Tests of the Hypotheses  
The research tested the direct relationships of Impulsive Buying Tendency and Perceived Risk 
towards Online Purchase Intention. Additionally, a mediating effect of shopping enjoyment 
was also tested against these relationships. The results of hypotheses testing are shown in 
Table 6, Table 7, and Table 8. 
 
Table 6:  
Hypotheses Test Results 

H Relationship Std. β t-value Sig. (p-value) R2 Result 

H1 IBT → OPI 0.193 4.301 0.000 0.322 Significant 

H2 PR → OPI -0.026 -0.744 0.457 -0.026 Insignificant 

 
Based on Table 6, the t-value is 4.301 while the p-value is 0.000 < 0.05. This result shows that 
hypothesis H1 is supported and a significant relationship is found between impulsive buying 
tendency and online purchase intention. The standardized beta value of 0.193 shows that 
there is sufficient support that impulsive buying tendency positively influences online 
purchase intention. Hence H1 was accepted. Next, the relationship between perceived risk 
and online purchase intention was tested. The t-value is -0.744 while the p-value is 0.457 > 
0.05. This result shows that an insignificant relationship is found between perceived risk and 
online purchase intention. Nevertheless, the standardized beta value of -0.026 shows that 
there is a negative association between perceived risk influencing online purchase intention. 
As a result, hypothesis H2 was rejected. 
 
According to Baron and Kenny (1986), to determine the relationship of multiple variables with 
a mediating factor normally is a four-step regression analysis approach to examine the 
significance of the coefficients obtained at each step. For Step 1-3, the main purpose is to 
ensure there is a zero-order relationship among the variables tested. The mediation is not 
possible if there is one for more than one of the relationship are insignificant in Step 1-3 
(Mackinnon, Fairchild and Fritz, 2007). For Step 4, if the mediator factor, shopping enjoyment 
is significant after controlling independent variable impulsive buying tendency, it means a 
partial mediation was supported. Meanwhile, a full mediation is supported if impulsive buying 
tendency is no longer significant when shopping enjoyment is controlled.  
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Table 7:  
Mediation Effect (IBT-OPI) 

Step Std. β t-value Sig. (p-value) R2 

1) IBT with OPI 0.567 12.999 0.000 0.322 

2) IBT with SE 0.630 15.288 0.000 0.396 

3) SE with OPI 0.736 20.531 0.000 0.542 

4) IBT and SE predicting OPI 0.187 4.150 0.000 0.563 

0.618 13.699 0.000 

 
Based on Table 7, all steps 1 to 3 were found to be significant, p < 0.05 and have allowed 
mediation testing in Step 4. In step 4, both the impulsive buying tendency and shopping 
enjoyment variable remain significant, p < 0.001 which concludes that a partial mediation 
exists. 

 
Table 8:  
Mediation Effect (PR-OPI) 

Step Std. β t-value Sig. (p-value) R2 

1) PR with OPI 0.055 1.036 0.301 0.003 

 
Based on Table 8, in step 1, the relationship between perceived risk and online purchase 
intention is found to be insignificant because the p-value 0.301 > 0.05. Since the first step of 
mediation analysis failed, subsequence steps of mediation analysis were not performed. 
Therefore, it was concluded that there is no mediating effect of shopping enjoyment on the 
relationship between perceived risk and online purchase intention. 

 
Table 9:  
Summary of Hypotheses 

Hypothesis Result 

H1: There is a significant relationship between impulsive buying 
tendency and online purchase intention 

Accepted 

H2: There is a significant relationship between perceived risk and 
online purchase intention 

Rejected 

H3: There is a mediating effect of shopping enjoyment between 
impulsive buying tendency and online purchase intention 

Accepted  
(Partial Mediation) 

H2: There is a mediating effect of shopping enjoyment between 
perceived risk and online purchase intention 

Rejected  
(No Mediation) 

 
Discussion 
Impulsive Buying Tendency and Online Purchase Intention 
The purpose of this hypothesis is to determine the relationship between impulsive buying 
tendency and online purchase intention.  Based on the results, it was concluded that there is 
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a significant relationship between impulsive buying tendency and online purchase intention. 
The result of this study indicates that the higher the impulsive buying tendency, the higher 
the respondents intention to purchase products or services online. This is in line with research 
findings by Zhang et al. (2007) who concluded that impulse purchase is positively related to 
the customer online purchase intention. Similar findings were reported by Donthu and Garcia 
(1999) who asserts that online shoppers were more likely to be impulse oriented. According 
to the finding of another research by Ozen and Engizek, (2014), most of the online consumers 
will perceive online shopping as an adventurous activity and they will feel relax when they are 
browsing websites or purchase products or services online. According to Piron (1991), the 
impulsive purchase is an unplanned action that stimulates by other factors and it happens 
when consumer make the decision to buy a product on the “spur-of-the-moment”. Dittmar 
et al, (1995) provided further support that women are easily influenced by impulse buying. 
 
Perceived Risk and Online Purchase Intention 
It was concluded that perceived risk is not significantly related to online purchase intention. 
This research finding indicates that perceived risk does not affect the online purchase 
intention because most of the respondents apparently do not perceive online purchase as 
risky when they purchase a product or service online. This could be attributed to the wide-
ranging perspectives about perceived risk and its acceptance level because the understanding 
of perceived risk is very subjective.  Although the hypothesis was insignificant, Kim et al., 
(2008) and Salisbury et al., (2001) reported similar association (i.e. perceived risk is negatively 
associated with online purchase intention) that perceived risk negatively related to online 
purchase intention inferring that high perceived risk will reduce the online purchase intention 
and vice versa. Nevertheless, if the online retailers can provide sufficient information on their 
websites (Soto-Acosta et al., 2014) and comprehensive structure of a website (Lurie, 2004), 
the online consumers will have reduced uncertainty and lower perceived risk. Apart from that, 
assurance of privacy of personal and financial information while shopping online will reduce 
concerns over online purchases (Harn et al., 2006). 
 
Mediating Effect of Shopping Enjoyment  
Based on the statistical analysis, a partial mediating effect of shopping enjoyment was evident 
in the relationship between impulsive buying tendency and online purchase intention. The 
findings indicate that shopping enjoyment contributes partially to how impulsive buying 
tendency could affect online purchase intention. Park and Kim (2008) found that the hedonic 
consumption has a significant relationship with impulsive buying tendency whereby positive 
emotion will affect online purchase intention. According to Ingham, Cadieux, and Berrada, 
(2015), consumers will have a perceived pleasure and enjoyment from the website experience 
and this experience will increase the activities of online purchase. According to the research 
conducted by Weinberg and Gottwald (1982), higher emotional activation will have less 
cognitive control, and this will generate a higher impulsive purchase tendency. Another 
research finding by Yu and Bastin (2010) revealed that shopping enjoyment or any activities 
that make a consumer feel happy and relax will lead to impulsive buying tendency and the 
relationship are inextricably related to each other and females tend to get “hedonic” 
enjoyment such as excitement during the shopping experience. This is further agreed by 
Wang et al., (2013) informing that perceived enjoyment has a significant influence on 
perceived value and this has a further positive effect on purchase intention. Nevertheless, 
there is no mediation effect of shopping enjoyment on the relationship between perceived 
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risk and online purchase intention. Since risk is not proven to be a factor contributing to the 
online purchase intentions, it was inferred that risk does not affect the enjoyment of a 
consumer while browsing online to purchase products and services. 
 
Conclusion 
With the rapid growth of e-commerce worldwide, it is very important to understand more 
about the factors that influence consumers’ online purchase intention. The findings of this 
study have found that there is, in fact, a significant relationship between impulsive buying 
tendency and online purchase intention while shopping enjoyment is found to have a partial 
mediating effect on the relationship.  
 
This study offered some theoretical contributions. According to the Theory of Planned 
Behaviour (TPB) which was formulated by Ajzen, TPB was an extension of the Theory of 
Reasoned Action (TRA) which included the measures of control belief and perceived 
behavioral control (Armitage & Conner, 2001). The core value of both theories claimed that 
human will analyze the available information on hand and make a logical, reasoned decision 
to engage in specific behaviors. In this study, it was proven that consumers will make an 
impulsive purchase with the stimulation effect of shopping enjoyment. While many research 
reports a positive association between impulsive buying and purchase intention, Ling et al., 
(2010) stated otherwise that shopping enjoyment does not have a positive relationship with 
purchase intention in the web purchase environment. In view of varying findings, Chang et al. 
(2011) concluded that existing researches have reported inconsistencies in the study of 
impulsive buying and purchase intentions. Therefore, this study has offered some direction 
to this phenomenon. Additionally, several researchers (e.g. Pavlou, 2003; Crespo et al., 2009; 
Hsu et al., 2014) indicated that perceived risk or online trust needs further research in 
understanding consumers’ online purchase intention. This indicates that risk should be 
investigated in regards to specific phenomena as it can result in different findings.  
 
In terms of managerial implications, the findings from this study could be useful for existing 
e-retailers or who are considering starting their online business. The finding in this study can 
let e-retailers to have a better understanding about the importance of shopping enjoyment 
and how to improve the shopping experience through their websites and eventually stimulate 
online purchase intention among women in Malaysia. The results of this study revealed that 
the respondents will engage in online purchase impulsively most of the time, hence e-retailer 
can use this finding to improve the website design to make it more attractive and user-
friendly. Besides, e-retailers can stimulate the impulse buying desire and behavior among 
consumers by creating promotional activities with a focus on fun, excitement, and variety. 
Furthermore, this study could provide policymakers a better understanding of enhancing the 
security on the e-commerce platforms and to design efficient rules and regulations. 
 
Limitations and Recommendation for Future Research 
Though the study provides some directions into consumer research, it still suffers a few 
limitations. The first limitation of this study is the sample of the study which is limited to 
women consumers only which means the finding of this research does not represent overall 
online consumers behaviors in Malaysia. Incorporation of male online consumers in the study 
will enhance the generalizability and have comparative findings of online consumers’ 
behaviors in Malaysia. Secondly, the study used several variables only namely impulsive 
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buying tendency, perceived risk, and shopping enjoyment to explain online purchase 
intention phenomenon. Since consumer research is a wide area, inclusions of other relevant 
variables would increase the predictive ability of this research. The last limitation will be the 
language constraints of a questionnaire which limits to English only. This might have 
discounted other relevant and suitable respondents who are not conversant with the English 
language. 
 
Due to the limitations of this research, there are three recommendations suggested for future 
research for enhancement of the study of the customers’ online purchase intention. The first 
recommendation is to include more dimensions of consumers’ shopping orientations in 
explaining the phenomenon. It could further evaluate the impacts of impulsive buying 
tendency, perceived risk and shopping enjoyment on online purchase intention for existing 
and potential customers who have a strong intention to participate in the online purchase 
transaction. By doing so, it could provide more clarity into more dimensions of shopping 
orientation individually which could ultimately explain online purchase intention in a more 
comprehensive manner. The second recommendation is to extend the study for the male 
online shoppers in Malaysia to get a comprehensive picture of online purchase behaviors. 
Addition of male online shoppers will provide comparative findings, providing clarity into 
gender-specific online purchase intention debates.  
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