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Internet and smartphones enable people to purchase online independent of time 
and place, and this have resulted in that impulsive purchases on the internet have 
increased. Different generations have been described to be more or less susceptible 
to impulse buying. Generation Y, the first generation that grew up with technology, 
have generally been described as impulsive, while Generation X, who were 
introduced to technology later in life, have been described as more rational. 
Further, consumers’ impulsive buying behavior has shown to be crucial and 
common, especially within the fashion industry. 
 
The purpose was to investigate how Gen Y purchase apparel impulsively online 
compared to the older Gen X. Also, which one of them that make most apparel 
purchases online, and which one of them who do most web browsing of apparel. 
Further, the authors wanted to investigate how four different factors affect the 
generations’ impulsive buying behavior in the case of apparel online. These were 
based on an adjustment of the Revised CIFE-model. 
 
This research was conducted through a quantitative method, and seven hypotheses 
were formulated based on the theory. An online survey was constructed and shared 
through social media, and the final sample consisted of 709 respondents from both 
Gen X and Gen Y. These responses were analyzed through SPSS, and the 
hypotheses were tested by combining questions. 
 
The results showed that Gen Y are browsing more apparel online than Gen X, and 
also that they more often purchase apparel impulsively online. However, Gen X 
buy more apparel online in general. The findings further showed that Gen Y are 
more affected than Gen X by external trigger cues, normative evaluation, and 
internal factors when it comes to impulsive e-purchases of apparel. There was no 
difference between the generations’ impulse buying tendency. Findings from the 
open-ended questions showed that Gen X often are affected by advertising, while 
Gen Y are more affected by influencers. Sales and special offers influenced both 
generations. 
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Definitions 

 
Apparel: 
Refers to clothes and in particular clothes that are sold in a store (Cambridge Dictionary, n.d., a). 
In this thesis, the term will include garments, shoes and accessories. 
 
Brick-and-mortar: 
Store which are housed in physical buildings, instead of on the internet (Cambridge Dictionary, 
n.d., b). 
 
Browsing: 
Describes persons walking around in a store or searching for information on the internet, most 
often without the intention to find or buy anything particular (Cambridge Dictionary, n.d., c). 
 
E-commerce: 
Buying and selling goods and services on the internet (Cambridge Dictionary, n.d., d). 
 
E-purchase: 
Purchase on the internet (United Nations, 2012). 
 
E-tailer: 
Business which uses the internet to sell its products (Cambridge Dictionary, n.d., e). 
 
Gen X: 
Abbreviation for Generation X. In this research, Gen X are defined as people born between 1960 
and 1980. 
 
Gen Y: 
Abbreviation for Generation Y. In this research, Gen Y are defined as people born between 1981 
and 2000. 
 
Impulse: 
Strong, often irresistible urge or sudden inclination to act without deliberation (Cambridge 
Dictionary, n.d., f). 
 
Impulse buying: 
Unplanned purchases triggered by strong and immediate urges to buy (Aruna & Santhi, 2015; 
Beatty & Ferrell, 1998; Rook, 1987).
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1. Introduction 
 
Do you ever browse online stores without intention to buy anything particular, and then see 
garments that you cannot resist, which screams ‘buy me’, so you just have to put it in the shopping 
cart, and all of a sudden you have made a large order of apparel which you did not really need? If 
so, you may have made an impulsive purchase, and you are not alone. With the introduction of 
internet and smartphones in people’s lives, the amount of impulsive purchases has increased 
(Dawson & Kim, 2009) and since apparel have a high symbolic value, it is one of the most common 
product categories to buy on impulse (Phau & Lo, 2004). The phenomena of impulsive apparel 
purchases online are therefore, nothing unique, but rather pretty common. 
 
 
1.1. Background 
 
In the early 1900s, Sweden was a country dominated by vast poverty. There were no department 
stores and a very limited offer of apparel to be bought, instead, most people would buy fabrics and 
contact a tailor who would sew them apparel. At that time, clothing used to be considered as a 
long-term investment (Aléx, n.d.). Today, Sweden is a rich country (World Bank Group, 2019) and 
the term fast fashion, which assumes that a buyer will not wear the same item more than six to 
eight times (Manning, 2018), is a common phenomenon in the Swedish society. Shopping has even 
become an accepted leisure activity (Horváth & Adıgüzel, 2018). The average Swede buys more 
than 14 kilos of clothes and textiles every year (Naturvårdsverket, n.d.) and on average one-third 
of these will never be used. Consciously new trends and low prices cause many people to buy much 
more apparel than what they need (Naturskyddsföreningen, 2018). 
 
During the last decades, there has been a shift not only in the way people consume but also in the 
way people live their lives. Many activities which used to only exist in the physical world have 
moved to new digital platforms (Svensk Handel, 2018). Generation Y, shortened Gen Y, were the 
first generation to grow up in this new, digital time area (Prensky, 2001), they are sometimes 
described as digital natives (Prensky, 2001) and growing up like this has given them a new and larger 
digital awareness compared to older generations (Svensk Handel, 2018). Today, mobile phones are 
a big part of Gen Y’s lifestyle (IIS, 2018) as well as their buying behavior (Svensk Handel, 2018). 
 
Many retailers have been forced to adjust to this digital transformation. Between 2005 and 2016 
Swedish e-consumption increased with seven percent while the physical commercial declined with 
14 percent (Svensk Handel, 2017), and according to Svensk Handel (2017), this trend is expected 
to continue. The time people spend browsing online stores has also increased (Halzack, 2015), and 
it is often done for hedonic reasons (Sundström, Hjelm-Lidholm, & Radon, 2019), meaning that it 
is done for the enjoyment of the activity rather than in order to fulfill a particular purpose 
(Holbrook & Hirschman, 1982). Compared to customers in brick-and-mortar stores, the nature of 
online transactions causes many people to overspend (Dittmar, Long, & Meek, 2004), and 
according to Dawson and Kim (2009), online consumers tend to be more spontaneous and less 
risk-averse. 
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Today, apparel is one of the most popular products to purchase online both in Sweden (Postnord, 
2019) and in most of the world (Statista, 2018a). Despite this, the fashion industry was slower than 
many other sectors to adopt e-commerce (Blázquez, 2014), and one reason for that is that it can 
be challenging to translate the apparel store experiences to an online environment (Keng Kau, 
Tang, & Ghose, 2003). It also used to be riskier to purchase apparel online when the returning 
policies were poorer, the customers never knew if the garment would fit or how the material felt 
before it arrived (Díaz, n.d.). However, during the latest years, the demand of apparel online has 
increased, and the increased consumption of apparel online are expected to continue (Statista, 
2018a). 
 
At the same time, many scientists report that climate change is urgent, and that people must 
completely change their lifestyles in order to stop the global warning (Norberg, 2017). During the 
latest years, the consumption has begun to slow down in many EU-countries, however, in Sweden 
it has continued to increase (Svenska Konsumenter, n.d.), and according to WWF (2018), the 
Swedish population use resources as if there were more than four globes available. The production 
of apparel has a massive environmental impact. In fact, it has been stated that the apparel industry 
is the second largest polluter in the world (Conca, 2015) and that textile dyeing are the second 
largest polluter of clean water globally (Perry, 2018). 
 
Impulsive apparel purchases are often unsustainable since they are unplanned (Chen, Su, & Widjaja, 
2016; Kollat & Willett, 1967; Piron, 1991; Stern, 1962) and often done without considering the 
consequences (Rook, 1987). As the number of people purchasing apparel online is increasing, the 
number of impulsive purchases online has increased as well (Dawson & Kim, 2009). Generally, 
esthetic products with high symbolic value often lead customers to emotional attractions, which 
often result in impulse buying (Phau & Lo, 2004). 
 
Much of the statistics that have been collected in the field of impulsive buying are somewhat older 
and therefore often done in physical brick-and-mortar stores (Dholakia, 2000; Rook & Fisher, 
1995). However, technologies such as cash machines and credit cards enable people to make more 
impulsive purchases today compared to in the 1950s when the concept first received attention 
(Rook, 1987) and the adoption of internet enables consumers to shop impulsively at any time, 
independent of opening hours (Dawson & Kim, 2009; Phau & Lo, 2004). 
 
 
1.2. Problem discussion 
 
During the last two decades, the number of impulsive purchases done online has increased, and 
this is mainly due to two reasons (Campbell-Kelly & Garcia-Swartz, 2013). The first one is the 
development of the personal computer and internet, which enable people to purchase impulsive 
independent of time and place. The second factor is the revolution from mobile phones to 
smartphones (Campbell-Kelly & Garcia-Swartz, 2013). With smartphones, customers could 
purchase online more flexible than what they could with a desktop. Between 2007 and 2016, the 
usage of internet in mobile phones among the Swedish population increased from 16 to 81 percent, 
and in 2018, 80 percent of the Swedish population used the internet in their mobile phones on a 
daily basis (IIS, 2018). At the same time, the amount of money people spend online is increasing 
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and between 2004 and 2015, e-commerce increased by in average 20 percent each year and in 2015, 
e-commerce stood for 50 billion SEK (Svensk Handel, 2017). 
  
Dawson and Kim (2009) stated that as the amount of e-purchases are increasing, the amount of 
impulsive online shopping increases as well. According to Statista (2018b), the consumption of 
apparel has increased during the last year, and it is expected to continue, and in general, impulsive 
purchases are essential in the fashion industry (Khan, Hui Hui, Booi Chen, & Yong Hoe, 2015). 
Svensk Handel (2017) estimate impulsive purchases to reach somewhere in the range of 192-287 
billion SEK in 2025. A study from Sweden showed that people spend in average 100 to 200 euro 
per month on impulsive purchases and that most of the participants bought fashion online 
impulsively on a regular basis (Sundström et al., 2019). 
 
While impulsive buying behavior offline has been studied since the 1950s (Rook, 1987), impulsive 
behavior online is a rather new phenomenon and therefore not as researched (Dawson & Kim, 
2009) as brick-and-mortar impulse buying (e.g., Dholakia, 2000; Rook & Fisher, 1995). Most of the 
articles found about impulse buying online have focused on other demographic variables than 
generations and those that were found were concentrated on only one generation. This paper will 
compare two different generations, Gen X and Gen Y. These are of interest because both have 
been stated to have a strong technical ability (Lissitsa & Kol, 2016). However, Gen Y grew up with 
technology while Gen X were introduced to it later in their life. Also, Gen X are described to be 
the generation with most purchasing power (Peralta, 2015), while Gen Y have been described to 
be more susceptible to impulse buying (Aruna & Santhi, 2015; Lissitsa & Kol, 2016; Parment, 2009; 
Zakowicz, 2019).  
 
As far as the authors are aware of, there are no research which compares the two generations’ 
impulsive buying of apparel online in the Swedish market and few in other markets. Further, there 
are few articles which have focused on impulsive buying behavior of Swedish consumers in general. 
By understanding the impulsive buying behavior of Gen X and Gen Y, marketers can adjust their 
marketing to better suit their particular target. Further, the understanding of these two generations 
may be used to see patterns and draw generalizations about future generations’ impulse buying. 
 
 
1.3. Purpose 
 
The main purpose of this research is to investigate how Gen Y, who grew up with technology, 
purchase apparel impulsively online and whether or not they are more likely to do it compared to 
the older Gen X, who were introduced to technology later in life. The aim is also to investigate 
which of these generations who purchase most apparel online and which of them who do most 
apparel web browsing in online stores. Further, the authors want to investigate how four different 
factors, namely external trigger cues, internal factors, normative evaluation, and impulse buying 
tendency, affect the generations in their impulsive purchases of apparel online. This research aims 
to raise the understanding of both practitioners and researchers in the field of impulsive purchasing 
online. 
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1.4. Hypotheses 
 
These are the hypotheses that will be tested and analyzed throughout the thesis. The theory which 
were used to formulate these hypotheses will be discussed further in chapter two.  
 
H1: Gen Y spend more time browsing apparel stores online than Gen X 

H2: Gen Y do fewer apparel e-purchases than Gen X 

H3: Gen Y do more impulsive apparel e-purchases than Gen X 

H4: External trigger cues affect Gen Y less than Gen X in impulsive apparel e-purchases 

H5: Impulse buying tendency makes Gen Y e-purchase more apparel impulsively than Gen X 

H6: Normative evaluation affects Gen Y more than Gen X in impulse apparel e-purchases 

H7: Internal factors affect Gen Y more than Gen X in impulsive apparel e-purchases 

 
 
1.5. Delimitation 
 
The main focus in this thesis is placed on impulsive online purchases and offline purchases were 
therefore excluded from the main focus. This was chosen because a majority of the previous studies 
in the field of impulsive buying behavior have focused on an offline environment (e.g., Beatty & 
Ferrell, 1998; Dholakia, 2000; Rook, 1987; Rook & Fisher, 1995). Further, it is interesting because 
e-purchases have increased during the last years and they are expected to continue to increase in 
the future (Svensk Handel, 2017). 
 
This thesis will further focus on apparel instead of any other product category. This was chosen 
because it is a product category that is often purchased online in Sweden (Svensk Handel, 2018) 
and it is the top-selling industry online in many parts of the world (Statista, 2018a). Also, because 
impulsive behavior is very important in the fashion industry (Khan et al., 2015) and it is a product 
category which many people tend to buy on impulse (Phau & Lo, 2004).  
 
This thesis will sample respondents from Gen X and Gen Y. Generation Z, which often covers 
those born after 2000 (Heery & Noon, 2008) were excluded because most of them are too young 
to legally make purchases online in Sweden (Hallå Konsument, 2017), and older generations were 
excluded because they use the internet less frequently (IIS, 2018). Gen X and Gen Y were 
interesting to compare because they have a somewhat different relationship towards technology 
(Prensky, 2001).  
 
The chosen sample will be Swedes. This was mainly due to two factors. Firstly, because of the 
convenience since the authors were stationed in Sweden. Secondly, because much of the scholars 
found have sampled American (e.g., Dawson & Kim, 2009; Rook & Fisher, 1995) or Asian (e.g., 
Aruna & Santhi, 2015; Chen et al., 2016; Khan et al., 2015; Zhang, Xu, Zhao, & Yu, 2018) 
respondents in their surveys and few were found with Swedish respondents. This makes Swedes 
into an interesting target of subject.  
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2. Literature review 
 
2.1. Theoretical framework 
 
2.1.1. Generation X & Y 
 
In 1977, Inglehart (1997) explained the Generational Cohort Theory. This was used as a way to divide 
the populations in advanced economies into segments, which he called generational cohorts. The 
generational cohorts share similar attitudes, values, and beliefs, and since they were born in near 
time, they have experienced same macro-levels events, which may have affected their values 
(Inglehart, 1997). The generational cohorts have been described with variating names. Four of the 
most often used are Baby Boomers, Generation X, Generation Y (Lissitsa & Kol, 2016; Parment, 
2012) and Generation Z (Heery & Noon, 2008). Among these four, Baby Boomers is the oldest 
(Lancaster & Stillman, 2002) and Generation Z is the youngest (Heery & Noon, 2008). According 
to Inglehart (1997), each cohort lasts for about 20-25 years. Scholars have described different year 
spans to which the generations were born in, for example, Lancaster and Stillman (2002) state that 
Gen X are born between 1965-1980 and Gen Y between 1981-1990, while Gurâu (2012) states that 
Gen X are born between 1961-1980 and Gen Y between 1980-2000. 
 
According to Caplan (2005), Gen X grew up with economic and societal uncertainty, which have 
given them a more skeptical and negative view of the world. Many of them had to take care of 
themselves and become independent at a younger age, which has given them an individualistic 
personality (Lissitsa & Kol, 2016). As a customer segment, Gen X are stated to be the generational 
cohort with most purchasing power (Peralta, 2015), and they tend to care a lot about other people’s 
opinions (Caplan, 2005) and like to read reviews before purchasing (Peralta, 2015). Gen X are 
digital immigrants, which means that they have not grown up with technology but were introduced 
to it later in life (Prensky, 2001), however, despite that, they are often argued to have a strong 
technical ability (Lissitsa & Kol, 2016). 
 
Many people in Gen Y are children to people in the generation of Baby Boomers. Compared to 
Gen X, Gen Y grew up in a more stable economic and societal environment, which gave them a 
more casual and optimistic state of mind (Caplan, 2005). Their main characteristics are optimistic, 
confident (Lissitsa & Kol, 2016) and social. Further, Parment (2012) argues that Gen Y have more 
friends than earlier generations. If they are forced to choose, many of them will prioritize their 
family and friends over their work (Crumpacker & Crumpacker, 2007). Gen Y as a customer 
segment, have been argued to be disloyal to brands (Caplan, 2005; Parment, 2009), and instead 
look for products that match their personalities (Caplan, 2005). The fact that Gen Y were born 
during the technological boom has made them friendlier towards new technology (Caplan, 2005) 
and today, Gen Y’s daily activities, such as social interactions, activities, hobbies (Palfrey & Gasser, 
2008), and buying behavior (Svensk Handel, 2018), are highly influenced by digital technologies. 
Gen Y are stated to be digital natives since they have grown up with technology and never known 
any other way of life (Palfrey & Gasser, 2008). Further, Gen Y have often been considered to be 
born green, because they grew up in a society where sustainability was becoming a norm, and where 
environment concepts were taught in school. Therefore, Gen Y have higher expectations of the 
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products to be eco-friendly and are more likely than their predecessor to consume consistently with 
these expectations (Rogers, 2013). 
 
 
2.1.2. Web browsing 
 
The term browsing has been used in various studies in relation to impulse buying. Beatty and Ferrell 
(1998) researched in-store browsing, and they described it as shopping without any specific 
intention and stated that it is a central component in the impulse buying process. Impulsive 
purchases are often categorized as fast actions (Dholakia, 2000; Jones, Reynolds, Weun, & Beatty, 
2003; Rook, 1987). However, research has found that people who browse longer are more likely to 
experience impulsive buying urges (Beatty & Ferrell, 1998). This is because the longer a person 
browses, the more stimuli they will be exposed to, and the more likely they will be to purchase 
impulsively (Jarboe & McDaniel, 1987). Beatty and Ferrell (1998) found that if a person enjoys 
shopping in general, he or she will be more likely to browse longer. 
 
Web browsing is a key to influence impulse buying for apparel purchases (Park, Kim, Funches, & 
Foxx, 2012), and just as in an offline context, web browsing is positively correlated with the urge 
to buy impulsively (Zhang et al., 2018). Browsing can be divided into two different categories, 
utilitarian and hedonic. Utilitarian browsing is more goal-oriented (Park et al., 2012), it involves 
seeking product information and aims to optimize the outcome of future purchases (Zhang et al., 
2018). Hedonic browsing focuses on the more entertaining and enjoyable aspects of shopping, 
whether or not a purchase occurs (Park et al., 2012). The factors that drive utilitarian and hedonic 
browsing variates somewhat. A great variety of selection, such as a big product assortment with 
varying colors, designs and prices, encourage utilitarian web browsing, however, it discourages 
impulsive purchases. In hedonic web browsing, price attributes are one of the most critical factors, 
and a hedonic web browser is more likely to take impulsive buying decisions depending on price 
or special promotions (Park et al., 2012). 
 
There is a rising level of hedonic browsing on the internet (Park et al., 2012). Sundström et al. 
(2019) concluded that boredom affects fashion impulse buying online and that boredom is a strong 
motivator for customers to buy on impulse. Vojvodic and Matic (2013) found that online shoppers 
are influenced by two major factors, impulsiveness and recreational factors. They found that the 
online shoppers who buy for recreational reasons spent on average 1-3 hours a week browsing 
online stores, while the impulsive shoppers spent on average 3-4 hours a day browsing online 
stores, mostly during the weekend. This further confirms Beatty and Ferrell’s (1998) and Zhang et 
al.’s (2018) findings that browsing is positively correlated to impulse buying. 
 
Compared to older generations, Gen Y spend more time online (IIS, 2018). Further, Gen Y have 
been stated to browse more apparel online than Gen X (Bovits, 2015). Lachman and Brett (2013) 
stated that Gen Y take shopping very seriously and that they spend a lot of time online on, for 
example, looking at what celebrities are wearing, reading fashion blogs, sharing outfit pictures on 
Pinterest, and fantasizing about shopping. Based on these findings, the first hypothesis was 
formulated: 
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H1: Gen Y spend more time browsing apparel stores online than Gen X 
 
 
2.1.3. Online buying behavior 
 
In 1999, Kotan (as cited in Phau & Lo, 2004) stated that the internet should not be considered as 
a threat to traditional shopping malls and retailers. Instead, it should be considered as an alternative 
to brick-and-mortar stores. Today, Swedish e-commerce is increasing every year while physical 
commerce is declining (Svensk Handel, 2017) and a similar tendency can be identified in many 
countries (Levinson-King, 2018; Townsend, Surane, Orr, & Cannon, 2017). 92 percent of all 
internet users in Sweden above the age of 16 have purchased online, and it occurs in all ages above 
16 years, even though it is less common among the older people (IIS, 2018). 
 
Many e-tailers have improved their return policies, which have reduced the risks with purchasing 
online, and especially purchasing apparel (Díaz, n.d.). However, since the perceived risk still is 
relatively high, it is crucial in online marketing to establish customer trust and to make the website 
feel secure. In 2003, Keng Kau et al. stated that people, in general, prefer to purchase apparel online 
from companies that they are already familiar with, either from well-known brands or from brands 
that they have purchased from earlier (Keng Kau et al., 2003). However, a study from Aruna and 
Santhi (2015) found that individuals in Gen Y more often buy brands that they never seen before 
on impulse. The website quality is also vital in customer behavior online. According to Wells, 
Parboteeah and Valacich (2011), customers with high impulsiveness tend to be positively 
influenced by a high-quality website. 
 
Gen X are the generation with most spending power (Peralta, 2015) and according to Forrester 
(2012), Gen X is also the generation which spends the most money online. Likewise, a report by 
KPMG International (2017) stated that Gen X made more online purchases than any other 
generation, over 20 percent more than the younger Gen Y. However, Dhanapal, Vashu and 
Subramaniam (2015) stated that Gen Y generally have shown to spend more money online, and 
Business Insider (2015) reported the same. A report showed that a majority of people in Gen Y 
favor physical retail before webshops (Donnelly & Scaff, 2013). Another study found that both 
Gen X and Y prefer apparel shopping online before brick-and-mortars, however, that Gen X found 
online shopping to be more significant than Gen what Y did (Beattie, Evans, Lewis, & Spoerke, 
2016). In Sweden, a similar pattern can be identified, and according to IIS (2018), the number of 
internet users which purchase online in the age of 18-35 is in average 86.5 percent, while the 
representative number in the age of 36-55 are in average 89.5 percent. Likewise, Postnord (2019) 
found the number of people who have purchased online is higher in the age category of 30-49 
years than the younger age category, 18-29 years (Postnord, 2019). Based on this, the second 
hypothesis was formulated: 
 
H2: Gen Y do fewer apparel e-purchases than Gen X 
  



8 
 

2.1.4. Impulse buying 
 
For many years, marketers have realized that there is vast profitability in consumers’ impulsive 
buying behavior (Dholakia, 2000; Jones et al., 2003). Store layouts, packaging, and promotions are 
examples of what marketers for a long time have used to promote impulsive purchases. In 2000, 
Dholakia argued that impulsive consumption had received disproportionately little attention 
among consumers researchers compared to its importance in retailing (Dholakia, 2000). However, 
since then, an increasing number of academic research have been conducted in the field (Lim & 
Yazdanifard, 2015) and today it is one of the major issues among consumer behavior research 
(Sharma, Sivakumaran, & Marshall, 2010). 
 
In the 1950s, various studies began to investigate the number of impulsive purchases across 
different product categories and in various retail settings (Rook, 1987). The DuPont Consumer 
Habits were one of the first extensive studies, and it provided a paradigm for the early research in 
the field of impulsive buying (Rook, 1987). In the DuPont study, consumers were asked before 
entering a store to list the items that they intended to buy, and this list was matched with what the 
customers bought. The purchased items not mentioned beforehand were defined as impulsive. The 
survey was conducted four times between 1945 and 1959, and it showed that the percentage of 
unplanned items bought were increasing every time (Stern, 1962). Ever since the DuPont study, 
impulse buying has often been described as unplanned purchases (Chen et al., 2016; Kollat & 
Willett, 1967; Piron, 1991), and it is accurate, since impulsive purchases always are, by definition, 
unplanned. However, it is not very descriptive, since not all unplanned purchases are impulsive 
(Rook & Hoch, 1985). Many scholars have therefore tried to redefine the term (e.g., Aruna & 
Santhi, 2015; Beatty & Ferrell, 1998; Rook, 1987) but unplanned remains as an often used explanation 
for impulsive purchases (e.g., Chen et al., 2016; Kollat & Willett, 1967; Piron, 1991). 
 
Rook (1987) described the term impulse buying as something that occurs when a consumer 
experiences a sudden, often powerful and persistent, urge to buy something immediately. Beatty 
and Ferrell (1998) defined impulsive purchases as a sudden, immediate purchase with no pre-
shopping intention. According to Beatty and Ferrell (1998), a purchase can only be considered as 
impulsive if the customer had not planned to buy a product in that specific product category and 
if the customer does not buy the product to fulfill a particular shopping task, such as buying a gift 
to someone (Beatty & Ferrell, 1998). Aruna and Santhi (2015) described impulse buying as a novelty 
purchase that breaks the regular buying pattern. According to Rook (1987), impulse buying is made 
without carefully considering the consequences of the purchase, and without a great deal of 
evaluation. 
 
Scholars have discussed which product categories that could be classified as impulsive items. 
Typically, impulsive products are characterized as low-cost, frequently purchased, which demands 
little cognitive effort from the customer. However, expensive and high-involvement products, such 
as TVs, vacations, or important furniture, can also be bought on impulse (Rook, 1987). 
 
Impulsive purchases are often followed by positive feelings, such as cheer, passion, or joy (Vojvodic 
& Matic, 2013). Nevertheless, the impulse to buy usually stimulates an emotional conflict between 
two opposite motivators, the pleasure-seeking and the self-regulation (Punj, 2011). Individuals who 
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have an impulse to buy often experience ambivalence, with feelings of both pleasure and guilt 
(Rook, 1987). This is mainly because many people enjoy the shopping experience (Vojvodic & 
Matic, 2013), at the same time as impulse buying often involves breaking budgetary or dietary rules 
(Rook, 1987). In a study by Rook (1987), 80 percent of the respondents stated to have experienced 
some problems as a result of their impulse buying, such as financial issues or disappointment with 
the purchased product. 
 
Mani, Chaubey and Gurung (2016) stated that impulse buying is influenced by age and that young 
people are more indulge in impulse buying. Further, various scholars have argued that Gen Y are 
more likely to make impulsive purchases than other generations (Aruna & Santhi, 2015; Lissitsa & 
Kol, 2016; Parment, 2009; Zakowicz, 2019). According to Parment (2009), this is due to the fact 
that Gen Y are used to make faster decisions with less deliberation than other generations. 
Contrary, another study stated that Gen Y more carefully plan their purchases of apparel before 
entering an online or brick-and-mortar store than Gen X (Bovits, 2015). According to Reisenwitz 
and Iyer (2009), Gen X are more risk-averse than Gen Y. Compared to other segments, Gen X 
prefer to do careful research before purchasing online, such as reading reviews and checking 
opinion sites (Peralta, 2015). Based on these findings, the third hypothesis was formulated: 
 
H3: Gen Y do more impulsive apparel e-purchases than Gen X 
 
 
2.2. Theoretical models 
 
2.2.1. CIFE 
 
In 2000, Dholakia presented a model in order to raise the understanding of the relationship 
between temptation and resistance when it comes to impulsive buying behavior. The model is 
called An integrated model of consumption impulse formation and enactment, shortened as CIFE, see Figure 
1, and it is a description of how the psychological processes behind consumption impulses work 
(Dholakia, 2000). According to Dholakia (2000), consumption impulses are influenced by three 
different stimuli; marketing stimuli, impulsivity trait, and situational factors. Marketing stimuli are 
controlled by marketers, and it includes, for example, visual exposure to the product and the 
physical proximity. Secondly, the customers’ impulsivity trait is how fast a person responds to a 
stimulus, and if there are some reflection involved in the decision. Finally, situational factors can 
be divided into two, consumers’ current mood and the environmental conditions, which includes 
personal and social factors (Dholakia, 2000). After the consumption impulse occurs, it either meets 
or not by constraining factors. These include emotions, long-term consequences, and current 
impediments. If constraining factors do not meet the impulse, the consumer will make a purchase, 
and if the impulse is meet by constraining factors, conflict by the person’s desire and willpower 
might occur. In this step, the person does a thought-based evaluation of the consequences of 
following the consumption impulse. If the cognitive evaluation of the impulsive behavior is 
positive, the impulse will be followed, however, if it is negative, the customer’s consumption 
impulse will meet the volitional system, where resistance strategies will counteract the impulse 
purchase. After that step, the impulse to consume will either be met or rejected (Dholakia, 2000). 
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Figure 1. CIFE-model (Dholakia, 2000) design by authors. 

 
 
2.2.2. Revised CIFE 
 
In 2009, Dawson and Kim revised the original CIFE by Dholakia (2000) into the Revised CIFE 
model for online impulse buying, see Figure 2. This was done in order to make the model suit an online 
consumption context, but also to better explain situational factors and to adapt marketers’ point 
of view rather than psychological. Dawson and Kim (2009) changed marketing stimuli into external 
stimulus, while impulsivity traits and situational factors were changed to internal factors. Marketing 
stimuli were therefore relabeled as External trigger cues, impulsivity trait was replaced with Impulse 
buying tendency, further, situational factors were divided into two factors, namely Internal cues and 
Normative evaluation. These four factors will be explained further in Section 2.3. All these four factors 
can influence and create consumption impulses. 
 
 

 
Figure 2. Revised CIFE model for online impulse buying (Dawson & Kim, 2009), designed by authors. 

 
 
2.3. Factors influencing impulse buying online 
 
2.3.1. External trigger cues of impulse buying 
 
According to Dawson and Kim (2009), external trigger cues are factors controlled by marketers 
and companies to stimulate the urge to purchase. These can include for example sales, free gifts, 
buying ideas, and future benefits (Dawson & Kim, 2009; Lo, Lin, & Hsu, 2016). According to 
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Roberts and Manolis (2000), Gen X generally have a positive attitude towards different marketing 
tactics and advertising, and they regard it as something important for society. Gen Y, on the other 
hand, have shown to have a more negative attitude towards advertising (Tanyel, Stuart, & Griffin, 
2013). Furthermore, Adis et al. (2015) concluded that Gen Y have less susceptible to advertising 
than earlier generations, according to Parment (2013), it is because Gen Y are more used to receive 
a vast amount of information and does not get as stressed about it as other generations. Also, they 
are more aware of marketing tactics, which have made them more suspicious than earlier 
generations (Tsui & Hughes, 2001). Based on this, hypothesis four was formulated: 
 
H4: External trigger cues affect Gen Y less than Gen X in impulsive apparel e-purchases 
 
 
2.3.2. Impulse buying tendency 
 
Impulse buying tendency (IBT) explains to which degree individuals are likely to make unintended, 
immediate, and unreflective purchases (Dawson & Kim, 2009; Jones et al., 2003). Research made 
during the late 1990s showed that personality traits could explain how and why some individuals 
are more suggestive to impulsive purchases than others (Beatty & Ferrell, 1998; Rook & Fisher, 
1995; Youn & Faber, 2000). The higher the IBT, the more likely a person will be to respond to a 
marketing stimulus (Dawson & Kim, 2009). Various scales have been developed to measure 
people’s IBT (Jones et al., 2003). A person with a high desire for material goods are more likely to 
have a higher IBT (Dittmar & Bond, 2010) and someone concerned about status and social roles 
is more likely to make impulsive purchases (Phau & Lo, 2004). Other traits that influence the IBT 
are wellbeing and their stress reactions since some people tend to handle stress with impulse buying 
(Youn & Faber, 2000). Further, someone who lacks premeditation is more likely to have a higher 
IBT (Sundström, Balkow, Florhed, Tjernström, & Wadenfors, 2013). Parment (2009) stated that 
Gen Y often act on impulse, and according to Aruna and Santhi (2015), Gen Y are likely to make 
buying decisions based on emotions and fantasies. Gen Y are driven to use status-seeking 
consumption (Eastman & Liu, 2012). Reisenwitz and Iyer (2009) stated that Gen X are more risk-
averse than Gen Y. Based on this, hypothesis five was formulated: 
 
H5: Impulse buying tendency makes Gen Y e-purchase more apparel impulsively than Gen X 
 
 
2.3.3. Internal cues of impulse buying 
 
Internal cues are the factors which have an affective nature, such as emotions, moods, feelings, 
cognitive state, and understanding of the surroundings. People’s responsiveness to impulse buying 
is influenced by the relationship between their emotional and cognitive state, and an impulse 
purchase is more likely when the individual has more responsiveness towards their affective state 
than their cognitive state (Dholakia, 2000; Rook, 1987). According to Youn and Faber (2000), both 
positive and negative feelings affect impulse buying. Beatty and Ferrell (1998) found that a person 
with a good mood is more likely to make impulse purchases. Internal cues will be explained further 
in Section 2.4. 
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2.3.4. Normative evaluation 
 
Rook and Fisher (1995) describe normative evaluation as consumers’ judgments about the appropriateness 
of making an impulsive purchase in a particular buying situation (p. 306). According to Dawson and Kim 
(2009), normative evaluation describes if the customers perceives the purchase as appropriate and 
also, the customers’ emotions after they have given in for their urge to buy. Further, Rook and 
Fisher’s (1995) study showed that customers indulged to impulse buying mainly when it is socially 
appropriate because the overall perception of impulse buying is that it is irrational and wasteful. 
Atalay and Meloy (2011) found that an impulse purchase can both ease a bad mood and consolidate 
a good mood. However, impulse purchases often have consequences, for example breaking the 
budget or decreasing savings, which can lead to negative emotions such as shame, regret, and guilt 
(Fenton-O'Creevy, Dibb, & Furnham, 2018; Rook, 1987). According to Parment (2009), Gen Y 
are used to make faster decisions with less deliberation than other generation, while Gen X are 
more risk-averse. Based on this, hypothesis six was formulated: 
 
H6: Normative evaluation affects Gen Y more than Gen X in impulse apparel e-purchases 
 
 
2.4. Adjusted Revised CIFE 
 
Due to the fact the Revised CIFE is adapted to suit an online environment, and that it is seen from 
a marketing perspective rather than psychological, the model could be argued to suit well in this 
study. However, some disadvantages were identified by the authors. The main issue identified was 
that the categories were considered by the authors to be somewhat narrow. While doing the 
literature review, the authors found some important factors which did not fit into any of the 
categories in the revised model. For example, Lou (2005) found that another person’s company in 
a shopping environment influences the way they purchase impulsively and that people tend to do 
more impulsive purchases in the company of friends, and less with the presence the of a family 
member (Lou, 2005). Further, various scholars have highlighted the importance of culture in 
influencing impulse buying (Cakanlar & Nguyen, 2018; Kacen & Lee, 2002; Xiao, Nicholson, & 
Iyer, 2017). For example, Kacen and Lee (2002) found that people from a collectivistic culture are 
more likely to be pleased with a purchase if another person is present at the time of the purchase. 
Another obvious, but yet, an important factor is people’s economy (Beatty & Ferrell, 1998; Mani 
et al., 2016; Stern, 1962). With more money available, a person is more likely to make impulsive 
purchases (Beatty & Ferrell, 1998). Further, Beatty and Ferrell (1998) concluded that time is an 
essential factor in impulse buying and that available time is positively correlated with impulse 
purchases. Hence, a person who is lacking time is less likely to make impulsive purchases (Jarboe 
& McDaniel, 1987). 
 
The authors would argue that these factors are important in the decision making. However, they 
did not fit into any of the existing categories in the Revised CIFE model. External trigger cues 
include what marketers can influence, internal buying tendency focus on personality traits, internal 
cues focus on mood and cognitive state and normative evaluation focus mainly on the perceived 
appropriateness and the feelings after an impulse purchase (Dawson & Kim, 2009). Therefore, the 
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authors wanted to make a small adjustment in the Revised CIFE. Factors such as economy, 
company, culture, and time could be argued to be internal factors since they associate to the 
consumer and not controlled by marketers, and they are therefore not external trigger cues. In the 
Revised CIFE, Dawson and Kim (2009) relabeled the internal factors to internal cues, since it in 
the revised model focuses more on a customer’s emotional mood or state. However, the authors 
of this thesis would like to adjust the internal category, so it includes not just the internal cues and 
feelings within the customer, but also other factors affecting the customer. Therefore, internal cues 
were relabeled to Internal factors which broaden the category to include additional factors, such as 
economy, company, culture, and available time, see Figure 3. 
 
According to Parment (2013), Gen Y are concerned about how others perceive them as consumers 
and what other people think about the products that they buy. Also, Husnain, Rehman, Syed, and 
Akhtar (2019) stated that family’s influence and time available impact how people in Gen Y do 
impulsive buying. Based on this, the final hypothesis was formulated: 
 
H7: Internal factors affect Gen Y more than Gen X in impulsive apparel e-purchases 
 

 
Figure 3. Adjusted Revised CIFE, designed by authors. 
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3. Methodology 
 
The methodology will be explained by using the Research Onion, by Saunders, Lewis and Thornhill 
(2016). The onion consists of six layers, namely research philosophy, research approach, 
methodological choice, research strategy, time horizon, and data collection method (Saunders et 
al., 2016), see Figure 4. The research onion can be used in the method, both to add credibility to 
the study and to make it clearer for the reader as well as for the researcher (Saunders et al., 2016). 
 

 

Figure 4. The research onion (Saunders et al., 2016) designed by authors. 
 
 
3.1. Research philosophy 
 
Research philosophy explains how research knowledge is developed, and it refers to the set of 
beliefs about the reality that is being investigated (Bryman, 2012). In this thesis, a positivist research 
philosophy was used. The positivistic philosophy implies that only phenomena that people can 
observe can lead to the production of credible data (Saunders et al., 2016). A positivist approach 
often uses existing theory to creates a hypothesis that will be tested, and it should be conducted in 
a value-free manner, where the researchers should influence the respondents as little as possible to 
get objective results (Saunders et al., 2016). This philosophy was chosen because it enables the 
researcher to receive quantifiable measurement and statistical analysis (Saunders et al., 2016). 
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3.2. Research approach 
 
Research approach explains how the researcher should handle the research road. The two main 
approaches are deductive and inductive, but it is also possible to use a combination of these two 
(Saunders et al., 2016). 
 
This thesis uses a deductive approach. The deductive approach can be referred to as the testing 
theory, and it starts by reviewing existing theory and knowledge within a subject and based on that, 
hypotheses or research questions are being made. After this, there are some form of testing of how 
the theory stands up towards own observations (Saunders et al., 2016). A deductive approach is 
appropriate when the researcher wants to transform general knowledge to create a more specific 
knowledge, and it can be more time-effective when there are previous findings within the subject. 
The deductive approach is usually connected to the positivistic philosophy and to quantitative data 
(Saunders et al., 2016), which will be used in this research. 
 
 
3.3. Methodological choice 
 
The methodological choice consists of deciding between a qualitative or quantitative method and 
between an exploratory, descriptive, or explanatory purpose (Saunders et al., 2016). In this thesis, 
a descriptive research design was chosen. In descriptive research, the phenomena should be well-
defined before starting, it is therefore often used on topics that have been studied previously 
(Saunders et al., 2016). 
 
In quantitative research the amount of data is essential, and the method is used when the researcher 
wants to test and measure results from numerical data to make statistical analyzes and 
generalizations (Saunders et al., 2016). A quantitative method was chosen because it fits well with 
the purpose to measure and compare different generations’ behavior (Bryman, 2012), and because 
it allows the researcher to use numerical data and statistical analysis. Further, it goes hand in hand 
with the decision to use a positivistic philosophy and a deductive approach (Saunders et al., 2016).  
 
 
3.4. Research strategy 
 
The research strategy can be described as the researchers’ plans on how to achieve goals, and how 
to answer research questions (Saunders et al., 2016). There are multiple strategies which can be 
used in quantitative research, some of the most common are experiments, surveys, case studies, 
archival, and documentary research (Saunders et al., 2016). 
 
The decision to use a survey in this research was one of the first choices that were made. A survey 
enables the researcher to collect a large amount of data, and it is most often very efficient and 
economical (Saunders et al., 2016). The main downside with surveys is that the questions usually 
are closed-ended, meaning that researcher only gets answers to the exact questions and have no 
access to follow-up questions which can give a lower validity (Saunders et al., 2016). 
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3.5. Time horizon 
 
Another question which needs to be answered is for how long time the research will be conducted. 
There are two ways this can be done, either cross-sectional studies or longitudinal studies. A cross-
sectional study is a snapshot, a point in time of how the respondent thinks about the topic when 
they answer the questions, while a longitudinal study is done over a longer time (Saunders et al., 
2016). This thesis has collected data from one survey and asks the respondents about their 
impulsive buying behavior at a certain point in time, meaning that it was a cross-sectional study. 
 
 
3.6. Data collection methods 
 
3.6.1. Primary data collection 
 
Primary data is the original information collected and used by the researcher (Easterby-Smith, 
Thorpe, & Jackson, 2018). In this research, the primary data have been collected through a self-
administered online survey. Online surveys are beneficial since they are convenient and fast, and 
because it does not cost more to collect a large sample compared to a small one. Another advantage 
is that it is anonymous, and the interviewer is not present, which enables the researcher to ask 
sensible questions (Sue & Ritter, 2007). 
 
One disadvantage of online surveys is that respondents can easily quit the survey without finishing 
it (Sue & Ritter, 2007). To prevent that, the survey was made as clear and as interesting as possible. 
Further, the respondents who finished the survey had the opportunity to fill in their e-post 
addresses to have the chance to win two movie tickets. However, the questions which the authors 
considered as the most important were still placed in the beginning so that it would be possible to 
collect some data even if the respondents abandoned the survey. According to Sue and Ritter 
(2007), another disadvantage with online surveys is that it is impossible to draw conclusions about 
the whole population since not everyone is on the internet. However, according to IIS (2018), 
among the Swedish population in Gen X and Y, the amount of internet users is 99-100 percent. 
 
 
3.6.2. Survey design 
 
The design of the survey started with a literature review to see what questions previous scholars 
had used in their research. The questions which the authors considered to be useful in this research 
were inspired by studies made by Rook and Fisher (1995), Dawson and Kim (2009), and Badgaiyan, 
Verma and Dixit (2016). These were translated into Swedish and combined with additional 
questions written by the authors. The survey was constructed in the software program Qualtrics. 
Before the survey was distributed on social media, a pre-test was made, which will be further 
described in Section 3.6.4. After the pre-test, some minor adjustments were made. 
 
Before the questionnaire started, the respondents were introduced to the topic and informed that 
their participation was voluntary, in line with ethical guidelines from Vetenskapsrådet (The Swedish 
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Research Council) (2002). The first part of the survey consisted of a demographic section. In 
compliance with RFSL’s (2016) Guidelines about gender and trans in surveys, the option other, and do not 
want to state were added to the gender question along with male and female. 
 

Section  Item Scale 

Demographics Q1-5 
Gender, birth, education, people in 
household, occupation Multiple Choice 

General 
questions 

Q6 Online shopping experience Yes/no 
Q7-8 Impulse buying tendency 

Multiple Choice 
Q9-10 Economic interest 

Time and 
money online 

Q11 Time spent online 

Multiple Choice 
Q12 Time browsing online stores 

Q13-14 
Frequency of purchase and money online 
shopping 

Q15 Online stores apps Value 

Time and money 
apparel online 

Q16 Normative evaluation Five-point Likert Scale 
Q17 Time browsing apparel online stores  

Multiple Choice Q18-19 
Frequency of purchase and money spent 
on apparel online 

Q20 Percent of apparel bought online 

Impulse buying 
apparel online 

Q21 External trigger cues Open ended 
Q22 Frequency impulsively apparel online  Multiple Choice 
Q23 External trigger cues 

Five-point Likert Scale 
Q24 Internal factors 
Q25 Other comments Open ended 

Table 1. Outline of the survey designed by authors. 
 
The whole questionnaire consisted of 25 questions, as can be seen in Table 1. Three of these 
questions consisted of in total 26 statements, and these were constructed in a matrix table with 
checkboxes in a Likert-type five-point scale. An even number scale can be convenient since it 
forces the respondents to choose between a positive or negative position. However, it may confuse 
the respondents who are neutral, therefore, an odd number scaled were used (Sue & Ritter, 2007). 
The questionnaire also consisted of two open-end questions, where the respondents could share 
their opinions outside of the multiple-choice questions (Sue & Ritter, 2007). These open-ended 
questions aimed to enhance different and more in-dept knowledge from the respondents. The full 
questionnaire can be seen in Appendix A, and a translated version can be seen in Appendix B.  
 
In this survey, the respondents born between 1960 and 1980 have been categorized as Gen X, and 
the respondents born between 1981 and 2000 have been categorized as Gen Y. This decision was 
made based on the definition by Gurâu (2012) who stated that Gen X are born between 1961 and 
1980, and Gen Y between 1980 and 2000, however, these were slightly adjusted. The respondents 
who stated to be born after 2000 or before 1960 were excluded from the final sample. 
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3.6.3. Sampling 
 
In this research, the target population is every Swede in Gen X and Gen Y. Because there is no 
register with contact information to every Swede in Gen X and Y, non-probability sampling was 
used, and more precisely a convenience sampling. The self-administered online survey was spread 
on the authors’ social media, mainly through Facebook. The survey was shared both in the authors’ 
Facebook pages and in Facebook groups. Social media was chosen since many people in the target 
group can be found there (IIS, 2018). Convenience samples are biased because the researcher may 
approach certain respondents and the respondents who chose to participate may differ from the 
ones that do not. It is, therefore, not possible to completely generalize the data collected from a 
convenient sample (Bryman, 2016). 
 
When sharing the link to the survey, the authors also asked people to share it further to their 
Facebook friends, with the ambition to create a snowball effect, which means that the researcher 
uses a group of people to reach others (Bryman, 2016). Just as an inconvenient sampling, it is 
impossible to completely generalize data collected from a snowball sampling (Bryman, 2016). It 
gives people with many social connections a higher chance of being selected. However, snowball 
effects are often used because it usually provides a higher response rate (Berg, 2006). 
 
According to SCB (Statistics Sweden) (2018), the Swedish population between 20 and 60 years, 
which are very similar to the people in the target population, represents almost 4.6 million people. 
Researchers often work to a 95 percent level of certainty (Saunders et al., 2016). If this level of 
certainty would be used, the sample size of a population with between 1-10 million should be 384 
respondents. However, the level of certainty must always be weighed against time and cost 
(Bryman, 2016), and due to the limited time, the ambition was to sample 100 people in Gen Y and 
100 people in Gen X. This means that a sampling error was tolerated. With 200 respondents from 
a population of 4.6 million and a 95 percent confidence interval, the margin of error will be 6.93 
percent. 
 
 
3.6.4. Pre-test 
 
Before the survey was distributed, a pre-test was executed. According to Saunders et al. (2016), a 
pre-test is especially important when the questions are new and untested in order to avoid 
misunderstandings. Furthermore, it is important in self-administered surveys, when no interviewer 
is present to clarify potential misunderstandings or uncertainties (Bryman & Bell, 2015). 
 
First, the authors sat down with two people from each generation when they answered the survey. 
The respondents were asked to provide feedback about the questions. After this, some of the 
questions were reformulated or removed, and the order of the questions was adjusted to make the 
survey more cohesive. This method is a way of testing the face validity and it is a way for the 
researcher in an early stage to ensure that the test has validity (Saunders et al., 2016). After the 
adjustments, the survey was sent to 18 people from both generations. The responses were tested 
through a method called test-retest, which is used to check reliability. The answers were not many 
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enough to draw conclusions. However, it showed that the survey had reliability and validity 
(Saunders et al., 2016). 
 
 
3.6.5. Secondary data collection 
 
The databases Google scholar and PRIMO were used to search for secondary data. First, the 
authors searched for Impulse buying in PRIMO, which resulted in almost 45 thousand results. Some 
of the major articles were read in order to receive an understanding of the subject and to get familiar 
with some of the most known researchers in the field, such as Rook (1987), Stern (1962), and 
Beatty and Ferrell (1998). After the general searching, a more specific searching was done. The 
authors searched for phrases such as impulse buying online, generation impulse buying, apparel impulse buying 
online, and generation buying impulse apparel. From this search, the authors got familiar with other major 
researchers within these topics, such as Dholakia (2000), Dawson and Kim (2009), and Lissitsa and 
Kol (2016). These were supplemented with newer sources in order to get a broad but yet updated 
secondary data. 
 
 
3.7. Data analysis 
 
The questionnaire was designed in the software program Qualtrics. After the survey was completed, 
a report was extracted from Qualtrics with the descriptive data, and the report was then analyzed 
in the software program IBM SPSS Statistics 25. Out of the respondents who did not finish the 
survey, a threshold with 78 percent closure was included in the report, so that the final questions 
had a slightly lower answer rate than the first ones. 
 
There were in total of 728 responses collected during the time frame, between the 11th and the 
25th of March 2019. 113 of these belonged to Gen X, 596 to Gen Y, and 19 people were excluded 
from the final sample because they were born after 2000 or before 1960, hence they did not belong 
to the target group. The number of respondents were then 709. 
 
 
3.7.1. Reliability and validity 
 
Reliability of a scale refers to the extent the data are yielding consistent findings. There are two 
factors which should be considered when measuring reliability. First, the stability of test-retest 
measures whether the data is consistent and how it correlates with previous data (Babin & 
Zikmund, 2016). Secondly, internal consistency measures to which extent different parts of a 
summated scale are consistent in what they indicate. This can be done by dividing the test into two 
and finding the correlation between the separated halves, or by using Cronbach’s coefficient alpha, 
which measures the average of all split-half coefficients. The Cronbach’s alpha varies between 0-1, 
and according to Babin and Zikmund (2016), an acceptable value is 0.7 or more. This value was 
also used as an acceptable value in this analysis. 
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Validity is the concern that the test measure what it supposed to measure. There are multiple ways 
of establishing validity. Face validity is to control that questions seems to reflect what should do, 
this usually demands asking feedback for the question (Bryman, 2016). Concurrent validity is the 
way to ask the same thing in different ways and see if the result differs. Construct validity uses the 
measure more abstract questions and convergent validity is comparing measurement that were 
collected by two different methods (Bryman, 2016).  
 
 
3.7.2. Hypotheses testing 
 
The hypotheses were tested by using a method called compute variables. Compute variables uses 
the value of each question ads it together and gives an average for each respondent. Some of the 
questions were used in more than one hypothesis. These values were then tested with both a t-test 
and a chi-square test in order to accept or reject the hypotheses. 
 
When comparing two different groups, independent sample t-tests are often used. This test 
examines if there are any statistically significant differences between the groups that could reflect 
on the bigger population (Pallant, 2016). An independent t-test will examine the probability that 
the two groups came from the same populations (Pallant, 2016). A Sig-2 tailed value, also called p-
value, under 0.05, means that the difference within the random sample is by 95 percent security 
found in a bigger population (Pallant, 2016). In this thesis, a p-value of 0.05 or under were 
considered as a statistically significant. 
 
A cross table is used for two different reasons. The first is to explore the relationship between two 
different independent variables and compare the observed frequencies in each category (Pallant, 
2016). The second reason is to achieve a chi-square value, this test compares the values of the 
observed frequency within the respective category and if the difference is a statistically significant 
and can be generalized to a bigger population (Pallant, 2016). 
 
When the chi-square test and t-test indicate different results in the hypothesis testing, the decision 
was made to prioritize what the t-test stated, and the reason for that was that a parametric test 
generally has higher statistical power (Pallant, 2016). 
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3.8. Methodology summary 
 
 
 

 
 

Figure 5. The research onion (Saunders et al., 2016), summary of the methodology chosen, designed by authors. 
 
 
3.9. Codes of ethics 
 
According to Vetenskapsrådet (The Swedish Research Council), there are four principles of 
research ethics that a researcher must oblige when conducting research. These four are information 
requirements, content claim, confidentiality, and usage requirements (Vetenskapsrådet, 2002), these 
principles have been taken into consideration throughout the research process. 
 
Information requirements 
The researcher should inform all participants about the reason for the research (Vetenskapsrådet, p.7, 2002). 
Information about the reason for the research should be given with the research method or as soon 
as it is possible so that participants can decide if they want to participate in the study or not. The 
information given by the researcher should include the purpose of the research, how the 
information will be handled, and that the participation is voluntary (Vetenskapsrådet, 2002). In this 
survey, this information was placed in the beginning, see Appendix A and B. 
 
Consent claim 
The participants in research have the right to decide if they want to participate (Vetenskapsrådet, p.9, 2002). 
The participation should be voluntary, and the participants should have the opportunity to cancel 
the survey at any time without any consequences. If the participants are under 15 years old or are 
in a vulnerable group, they must in some cases have a parent or guardian which gives consent for 
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the participation, especially when the research is of a sensitive character (Vetenskapsrådet, 2002). 
In the survey, respondents under 18 years were excluded because they are not in the target group. 
Further, the respondents had to click in a box that their participation was completely voluntary 
before they were able to start the survey, and they were able to cancel it at any time. 
 
Confidentiality 
Information about the participants should be given the highest possible confidentiality, and all personal information 
should be kept in a way so that no unauthorized will be able to take part of it (Vetenskapsrådet, p.12, 2002). 
In general, it should be impossible to identify any individual participants in the reports. It is also 
important to consider that what is considered as sensitive information can vary. The researchers 
should always avoid disclosing information that the affected could be assumed to be perceived as 
uncomfortable. Further, no personal data should be available to unauthorized people 
(Vetenskapsrådet, 2002). In this research, personal information has been handled with the largest 
possible caution, and it is not possible to identify any of the participants in the written thesis. 
 
Usage requirements 
Information about the participants is only to be used within the research purposes (Vetenskapsrådet, p. 14, 2002). 
The information collected about the participants should not be sold or used in any other purposes 
than the original research. In this research, information about the participants has only been used 
and handled by the authors. Further, all information collected has been protected by passwords to 
guarantee that the information will be used for what it is supposed to and stored correctly 
(Vetenskapsrådet, 2002). 
 
 
3.10. Sources of error in surveys 
 
One common bias in online self-administered surveys is self-selection bias. This occurs when those 
who chose to answer the survey do not represent the whole population. This occurs when the 
respondents either feel strongly or not about the survey subject, and it may result in an 
underrepresentation of those that do not feel for the subject or an overrepresentation of those who 
do (Zikmund, Babin, Carr, & Griffin, 2010). 
 
Another potential bias in surveys is response bias (Babin & Zikmund, 2016). Response bias can be 
divided into four different categories; acquiescence bias, extremity bias, interviewer bias, and social 
desirability bias. Acquiescence bias means that respondents tend to either agree or disagree with 
the asked questions and the purpose of the survey and will, therefore, answer the questions with 
that in mind. Extremity bias can occur because some individuals tend to use extremes when 
answering questions, rather than a neutral, for example, answer either 1 or 5 in a scale of 1-5. 
Interviewer bias occurs when the presence of the interviewer affects the respondents’ answers. 
Since the authors conducted the survey online, no interviewer will be present so this bias will be 
avoided. Lastly, social desirability bias means that the respondent answers in a way to make them 
look in a favorable manner. In this research, a potential risk could be that the respondents do not 
want to identify themselves as an impulsive shopper because many people associate impulse buying 
with something wasteful and selfish (Rook, 1987). However, also the likelihood of a social 
desirability bias is reduced when the interviewer is not present (Babin & Zikmund, 2016).   
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4. Empirical findings 
 
4.1. Descriptive statistics 
 
4.1.1. Demographics and sample description 
 
After processing the data, 709 respondents remained in the sample. Out of these, 419 respondents 
were born 1991-2000, 177 respondents between 1981-1990, 80 respondents between 1971-1980 
and the remaining 33 respondents between 1960-1970. The majority, 596 respondents, 84 percent, 
therefore belonged to Gen Y, born between 1981 and 2000, as can be seen in Table 2.  
 

Table 2. Q2 & Q5 - Year of birth and occupation. 
 
As can be seen in Table 3, most of the respondents, 652, were women, 54 respondents were men, 
and 3 respondents identified themselves as other than men or women. This distribution will be 
further discussed in Section 4.3. Regarding occupations, most of the respondents, 426 of them, 
were employed, and the second largest group, 245 respondents, were students. Every respondent 
answered yes to the question if they had ever shopped online. 
 
 
 
 
 
 

Table 3. Q1 - Gender distribution. 
 

 
4.1.2. Web-browsing 
 
Question 11, 12, 15, and 17 focused on how much time the respondent spent online, how much 
the respondents looked at online stores, and how much they looked at apparel. In the question of 
how many hours the respondents spent online a day most people in both Gen X and Gen Y 
answered 2-4 hours, see Table 4. However, there was a higher amount of people in Gen X who 
answered 0-2 hours, and a higher amount of people in Gen Y who answered 4-6, 6-8, and above 
8. 
 

What is your birth year? N % What is your main current occupation? N % 
1991-2000 419 59.10 Student 245 34.56 
1981-1990 177 24.96 Unemployed 12 1.69 
1971-1981 80 11.28 Employed 426 60.08 
1960-1970 33 4.65 Self-employed 25 3.53 

   Pensioner 1 0.14 

 Gen X Gen Y Total 
Gender N % N % N % 
Women 94 83.19 558 93.62 652 91.96 

Men 19 16.81 35 5.87 54 7.62 
Other 0 0 3 0.50 3 0.42 
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How many hours per 
day do you spend on 

the internet? 
Gen X 

% 
Gen Y 

% 
0-2 hours 37.17 9.06 
2-4 hours 46.90 45.47 
4-6 hours 12.39 32.05 
6-8 hours 1.77 9.56 

More than 8 hours 1.77 3.86 
Table 4. Q11 - Time spent online. 

 
In question 12, the respondent answered how much time they spend looking at online stores, this 
showed that Gen X had more people spending 0-20 minutes, but also more people spending 60-
120 minutes and above 120 than Gen Y. In question 17, how much time they spent browsing 
apparel, more people in Gen X had spent 0-20 minutes, while Gen Y had a higher percentage of 
respondents answering 20-120 minutes. However, a higher percentage of people in Gen X than 
Gen Y spent more than 120 minutes per week looking at apparel. 
 

During an average week, 
approximately how much time 
do you spend looking at online 

stores? 
Gen 
X % 

Gen 
Y % 

During an average week, 
approximately how much time do 

you spend looking apparel at online 
stores? 

Gen 
X % 

Gen 
Y % 

0-20 minutes 40.71 33.22 0-20 minutes 53.98 43.12 
20-40 minutes 23.89 32.38 20-40 minutes 19.47 26.01 
40-60 minutes 19.47 20.64 40-60 minutes 15.93 18.29 

60-120 minutes 10.62 9.40 60-120 minutes 6.19 9.06 
More than 120 minutes 5.31 4.36 More than 120 minutes 4.42 3.52 

Table 5. Q12 & Q17 - Time spent in online stores. 
 
When asked how many apps the respondents had in their phones where they could buy apparel, 
the majority, 43 percent, stated to have no app. 21 percent had one app, and six of the respondents, 
0.8 percent, had more than 10 apps. 
 

Table 6. Q15 – Apparel apps on the phone. 
  

How many apps do you have in your 
phone where you can buy apparel? Gen X % Gen Y % 

 
Gen X % Gen Y % 

0 45.37 42.83 6 0.93 1.88 
1 18.52 21.33 7 0.00 0.51 
2 12.04 14.85 8 0.93 0.34 
3 7.41 7.85 9 0.00 0.71 
4 6.48 4.78 10+ 3.70 0.34 
5 4.63 5.12 
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4.1.3. Online purchases 
 
In question 13, Approximately how many times have you purchased something online during the last month, 
more people in Gen Y than Gen X answered 0-2 times. In average, the respondents in Gen X had 
done more online purchases than the respondents in Gen Y. In question 18, Approximately how many 
times have you purchased apparel online during the last month, the answer showed that respondents in Gen 
X had purchased apparel more times than Gen Y. 
 

Approximately how many times have 
you have you purchased something 

online during the last month? 
Gen 
X % 

Gen 
Y % 

Approximately how many times 
have you purchased apparel 

online during the last month? 
Gen 
X % 

Gen 
Y % 

0-2 times 47.79 65.32 0-2 times 76.11 82.38 
3-4 times 31.86 24.41 3-4 times 17.70 13.76 
5-6 times 12.39 7.91 5-6 times 2.65 2.35 
7-8 times 2.65 1.35 7-8 times 1.77 1.17 

More than 8 times 5.31 1.01 More than 8 times 1.77 0.34 
Table 7. Q13 & Q18 - Amount of online purchases. 

 
The answers to questions 14, Approximately how much money have you spent on online purchases during the 
last month? and 19, Approximately how much money have you spent on apparel online purchases during the last 
month? showed that the respondents in Gen X spend more money than Gen Y, both in general and 
on apparel. 
 

Approximately how much 
money have you spent on online 

purchases during the last month? 
Gen 
X % 

Gen 
Y % 

Approximately how much money 
have you spent on apparel online 
purchases during the last month? 

Gen 
X % 

Gen 
Y % 

0-1000 SEK 53.98 63.26 0-1000 SEK 66.37 74.50 
1000-2000 SEK 24.78 24.50 1000-2000 SEK 23.01 18.46 
2000-3000 SEK 13.27 8.39 2000-3000 SEK 7.98 4.87 

More than 3000 SEK 7.96 3.86 More than 3000 SEK 3.54 2.18 
Table 8. Q14 & Q19 - Money spent online. 

 
 
4.1.4. Impulse buying 
 
In question 7, Do you regard yourself as an impulsive person in general, most respondents in Gen X, 48.67 
percent, answered Yes, sometimes, while most respondents in Gen Y, 49.92 percent answered, No, 
usually not. Contrary, in the question 8, I would describe myself as an impulse buyer, most people in Gen 
X answered, No, usually not, while most people in Gen Y answered, Yes, sometimes. 
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Do you regard yourself as an 
impulsive person in general? 

Gen 
X % 

Gen 
Y % 

I would describe myself as an 
impulsive-buyer 

Gen 
X % 

Gen 
Y % 

Yes, always 1.77 4.71 Yes, always 2.65 6.40 
Yes, sometimes 48.67 39.33 Yes, sometimes 41.59 46.46 
No, usually not 40.71 49.92 No, usually not 43.36 37.04 

No, never 8.85 6.05 No, never 12.39 10.10 
Table 9. Q7& Q8 - Impulsive personality. 

 
In question 22, How many times the respondents had purchased apparel online without thinking it through, the 
respondents in Gen X had a slightly higher percentage in the lowest answer, 0-3 times. The 
respondents in Gen Y had a higher percent than Gen X in the answers in higher times, except for 
the highest answer more than 15 times, where Gen X had a slightly higher of percent than Gen Y. 

 
 
 
 
 
 

 
 
 

Table 10. Q22 - Amount of impulsive purchases. 
 
 
4.2. Hypothesis testing 
 
The seven hypotheses were tested by using the new variables called H1-7. The new variables are a 
combination of the questions related to the topic, see Table 11. Out of the seven hypotheses, five 
were accepted, and two were rejected. These two were H4, External trigger cues affect Gen Y less than 
Gen X in impulsive apparel e-purchases, and H5, Impulse buying tendency makes Gen Y e-purchase more apparel 
impulsively than Gen X. H5 showed no statistical significance between the two generations, while H4 
showed a difference between Gen X and Gen Y. However, the result was opposite to what was 
expected from the literature review. Further explanations of each of the seven hypotheses tests will 
be presented in Section 4.2.1.-4.2.7. Independent t-tests to all of the individual questions can be 
seen in Appendix C. The means and standard deviation for the generations in all of the questions 
can be seen in Appendix D.  
 
As stated in Section 3.7.2, when the chi-square test and t-test indicate different results in the 
hypothesis testing, the decision was made to prioritize what the t-test showed. 
  

During the last year, approximately how 
many times have you purchased apparel 

online without thinking it through? 
Gen 
X % 

Gen 
Y % 

0-3 times 75.70 72.44 
4-7 times 14.95 16.20 

8-11 times 5.61 7.45 
12-15 times 0.93 2.23 

More than 15 times 2.80 1.68 
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H# Hypothesis Question Outcome 

H1 
Gen Y spend more time browsing apparel stores online 
than Gen X 

11, 12, 15, 
16_7, 17 

Accepted 

H2 Gen Y do less apparel e-purchases than Gen X 13, 14, 18, 19 Accepted 

H3 Gen Y do more impulsive apparel e-purchases than Gen X 
22, 23_9-11, 
24_1-6, 24_8 

Accepted 

H4 
External trigger cues affect Gen Y less than Gen X in 
impulsive apparel e-purchases 

23_1-6, 24_8 Rejected 

H5 
Impulse buying tendency makes Gen Y e-purchase more 
apparel impulsively than Gen X  

7, 8, 23_11, 
24_1 

Rejected 

H6 
Normative evaluation affects Gen Y more than Gen X in 
impulsive apparel e-purchases 

9, 10, 16_5-7, 
24_5-7 

Accepted 

H7 
Internal factors affect Gen Y more than Gen X in 
impulsive apparel e-purchases 

9, 10, 16_1-4, 
23_7-8 

Accepted 

Table 11. Summary of the hypotheses testing. 
 
 
4.2.1. Hypothesis One 
 
H1: Gen Y spend more time browsing apparel stores online than Gen X 
 
The result from the chi-square test showed that there was a statistically significant difference 
between the two generations’ browsing time and that Gen Y spend more time browsing apparel 
stores online than Gen X. The independent t-test further confirmed this. 
 

H1 χ2-value  t-value df Sig. 2-tailed Interpretation 
chi-2 test 66.108  19 0.000 

Gen Y > Gen X 
t-test  1.729 692  0.050 

Table 12. Chi-square test and independent t-test, H1. 
 
Question 11, 12, 15, 16_7, and 17 were used to analyze hypothesis one. In question 16_7 I often 
look at apparel online when I feel bored and 11, How many hours per day do you spend on the internet, there was 
a statistical significance, where Gen Y had a higher mean, 2.54, compared to Gen X 1.84. 
 
The analysis showed that hypothesis one was accepted. 
 
 
4.2.2. Hypothesis Two 
 
H2: Gen Y do fewer apparel e-purchases than Gen X. 
 
Hypothesis two regarding how much apparel that the generations bought online showed a 
statistical significance by using a chi-square test and this was further confirmed by the independent 
t-test. 
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H2 χ2-value t-value df Sig. 2-tailed Interpretation 

chi-2 test 29.158  13 0.006 
Gen Y < Gen X 

t-test  -2.795 137.074  0.006 
Table 13. Chi-square test and independent t-test, H2. 

 
The hypothesis was tested by combining question 13, 14, 18, and 19. In all of these, Gen X had a 
higher mean than Gen Y.  
 
Based on the findings, hypothesis two was accepted. 
 
 
4.2.3. Hypothesis Three 
 
H3: Gen Y do more impulsive apparel e-purchases that Gen X 
 
When analyzing the third hypothesis, regarding how much apparel the generations buy impulsively 
online, the tests gave different results. The result from the chi-square test showed that there was 
no statistical significance between the two generations. However, this result was contradicted by 
the independent t-test. 
 

H3 χ2-value t-value Df Sig. 2-tailed Interpretation 
chi-2 test 35.668  24 0.059 

Gen Y > Gen X 
t-test  3.226 627  0.010 

 Table 14. Chi-square test and independent t-test, H3. 
 
Question 22, 23_9-11, 24_1-2, 24_4-6, and 24_8 were used to analyze this hypothesis. The 
statement in Q24_8 When I see that the webshop has a low stock of some apparel that I want, I buy it without 
thinking it through, had a statistical significance. In Gen X, most respondents, 42.99 percent answered 
Rarely, 32.71 percent answered Never, and no one answered, Very often. In Gen Y, most of the 
respondents, 31.53 percent Sometimes, and 2.61 percent answered, Very often. 
 
Based on the independent t-test, hypothesis three were accepted. 
 
 
4.2.4. Hypothesis Four 
 
H4: External trigger cues affect Gen Y less than Gen X in impulsive apparel e-purchases 
 
Both the chi-square test and the independent t-test revealed that there was a statistical significance 
between how the generations were affected by external trigger cues. However, it was the opposite 
of what the hypothesis stated, and Gen Y were more affected by external trigger cues in impulsive 
buying behavior online than Gen X were. 
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H4 χ2-value t-value Df Sig. 2-tailed Interpretation 

chi-2 test 36.685  24 0.047 
Gen Y > Gen X 

t-test  3.223 636  0.010 
Table 15. Chi-square test and independent t-test, H4. 

 
The statements in question 23_1-6, and 24_8 were used to answer the hypothesis. Seven different 
external trigger cues were used. For both Gen X and Gen Y, the trigger most people agreed to 
make them buy more than they had planned were Q23_1, Sales, and the trigger which least people 
thought made them buy more were Q23_5, Suggestions of additional products. In Q23_2 Discount codes 
can make me buy more apparel online than I had planned, 46.73 percent in Gen X and 59.34 in Gen Y 
answered Agree or Mostly agree, and 32.71 percent in Gen X and 24.95 percent in Gen Y answered 
Disagree or Mostly disagree. Gen Y were more affected than Gen X by sales, discount codes, free 
shipping and returns, and low stock. 
 
Hypothesis four was rejected. However, both tests showed a statistical significance between the 
generations, but unlike the hypothesis, it showed that external trigger cues affected Gen Y more 
than Gen X. 
 
 
4.2.5. Hypothesis Five 
 
H5: Impulse buying tendency makes Gen Y e-purchase more apparel impulsively than Gen X. 
 
When analyzing hypothesis five, how impulse buying tendency affects the generations, the two 
tests gave different results. The chi-square test showed that there was a difference between the two 
generations, while the independent t-test indicated that there was no statistical significance between 
them. 
 

H5 χ2-value t-value Df Sig. 2-tailed Interpretation 
chi-2 test 24.788  9 0.030 

No sig. difference 
t-test  1.208 134.853  0.229 

Table 16. Chi-square test and independent t-test, H5. 
 
The questions 7, 8, 23_11, and 24_1 were used to analyze hypothesis five. In question 23_11 When 
I look at apparel online, I often see apparel that I feel like ’I must have’ most people in Gen Y answered 
Mostly agreed, while most people in Gen X answered Disagreed, this indicates that there are some 
differences, however, nothing that reliably can be translated into a larger population. 
 
Based on the independent t-test, hypothesis five was rejected, even if there was a significant p-
value in the chi-square test. 
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4.2.6. Hypothesis Six 
 
H6: Normative evaluation affects Gen Y more than Gen X in impulse apparel e-purchases 
 
Results from the chi-square test showed that there was a statistical significance between how 
normative evaluation affects Gen X and Gen Y. According to the test, Gen Y were more affected 
than Gen X, and the independent t-test further confirmed this. 
 

H6 χ2-value t-value Df Sig. 2-tailed Interpretation 
chi-2 test 60.892  20 0.000 

Gen Y > Gen X 
t-test  7.074 153  0.000 

Table 17. Chi-square test and independent t-test, H6. 
 
Question 9, 10, 16_5-7, and 24_5-7 were used to answer hypothesis six. In question 16_5, My mood 
improves when I receive the apparel that I purchased online, in total 77.61 percent in Gen Y, and 53.57 
percent in Gen X answered Agree or Mostly agree. 5.90 percent in Gen Y and 16.07 percent in Gen 
X answered Disagree or Mostly disagree. 
 
Based on the analysis, hypothesis six was accepted. 
 
 
4.2.7. Hypothesis Seven 
 
H7: Internal factors affect Gen Y more than Gen X in impulsive apparel e-purchases 
 
Results from the chi-square test showed that there was no statistical significance between how 
internal factors affected the two different generations. However, this result was contradicted by the 
independent t-test. 
 

H7 χ2-value t-value df Sig. 2-tailed Interpretation 
chi-2 test 16.720  24 0.860 

Gen Y > Gen X 
t-test  2.718 588  0.007 

Table 18. Chi-square test and independent t-test, H7. 
 
Eight statements were used to answer how internal factors affect the different generations, Q9, 
Q10, Q16_1-4, Q23 7-8. Question 16_4 I often buy apparel as a comfort when I feel down, stated that 
23.04 percent in Gen Y and 8.04 percent of the respondents in Gen X answered Agree or Mostly 
agree. 45.87 percent in Gen Y and 69.54 percent in Gen X answered Disagree. In statement Q16_1, 
I enjoy buying apparel online, 33 percent of the respondents in Gen Y answered Agree, and 5.05 percent 
answered Disagree. In Gen X, 14.29 percent answered Agree, and 8.93 answered Disagree. 
 
Based on the analysis, hypothesis seven was accepted. 
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4.3. Missing data issue 
 
There were a high majority of women among the respondents, with 91.96 percent of the responses, 
compared to 7.62 percent men. Therefore, a decision was made to investigate how the result would 
look like if the sample were more equally distributed between the genders. The male data were 
multiplied so that the sample consisted of an even amount of men and women, and then a random 
selection of 30 percent of the total respondents was selected. When this action was completed, the 
total sample of 357 respondents was left, resulting in 49 percent women and 51 percent men, see 
Table 19. 
 
 
 

 
 
 
 
 

Table 19. Gender distribution after data-adjustments. 
 
With this new sample data, a set of new tests was conducted in order to see how the results would 
differ and thereby to see how this adjustment would affect the overall result. When trying the 
hypotheses with the new data, there was a statistical significance between the generations in all of 
the hypothesis, but just as in the original hypotheses testing, hypothesis four was rejected, see 
Appendix E. 
 
 
4.4. Open-ended questions 
  
In the open-ended question 21, Is there anything particular that makes you impulsive purchase apparel, shoes, 
and accessories online, 220 of the respondents, 31.03 percent, answered, and 280 different factors were 
mentioned. Out of the 220 answers, 34 were from Gen X, and 186 were from Gen Y. As can be 
seen in Table 20, the most mentioned factor, which was written 80 times, was price offers, such as 
sales, special offers, or discount codes. The second most mentioned factor was inspiration from 
influencers, bloggers, and social media, which 31 respondents wrote. All the respondents who 
mentioned this to affect them were from Gen Y. 17 respondents wrote that advertising affects 
them, 17 specified it to advertising in social media, and 15 wrote advertising through direct mails. 
16 respondents wrote that boredom could make them shop apparel impulsively online, and 8 
respondents wrote sadness. Also, convenience was often mentioned as a reason for the 
respondents to shop apparel impulsively online, and some of them mentioned that they think that 
it is more convenient to buy apparel online than in stores. However, this could have been a 
misunderstanding where the respondents were focusing more on why they buy apparel online 
rather than the factors that makes them buy it impulsively. Also, a low price was also an affecting 
factor which 11 respondents wrote. 
 
 
 

 
Gen X Gen Y Total 
N % N % N % 

Women 37 10.36 138 38.66 175 49.0 
Men 71 19.89 111 31.09 182 51.0 

Total 108 - 249 - 357 - 
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Is there anything particular that makes you impulsively 
purchase apparel, shoes, and accessories online? 

Times 
mentioned 

Percentage 
of Gen X’s 

answers  

Percentage 
of Gen Y’s 

answers 
Sales, special offers or discount codes 80 38.24 36.02 

Inspiration from influencers and bloggers 31 0.00 16.67 
Advertising in general  17 11.76 6.99 

Advertising in social media 17 8.82 7.53 
Boredom 16 5.88 7.53 

Advertising through direct mail 15 5.88 6.99 
Convenience, easier, relaxing and time-saving 13 5.88 5.91 
Price is low or better than in a physical store 11 11.76 3.76 

When feeling down, sad or lonely  8 0.00 4.30 
Long distance to or out of stock in a physical store  7 5.88 2.69 

Need clothes for a special occasion or event 7 0.00 3.76 
As a reward after an exam or another task  6 0.00 3.23 

Afraid that the item will go out of stock 5 0.00 2.69 
Other 47 20.59 21.51 

Table 20. Q21 - Open-ended question 1. 
 
In the open-ended question 25 Is there something you want to add regarding impulsive purchases of apparel 
online, 49, 6.91 percent of the respondents, answered, and 61 different factors were mentioned. Out 
of the respondents, 6 were in Gen X, and 43 in Gen Y. 9 persons wrote that they often purchase 
apparel online when the e-tailer offers free shipping and returns and that they often chose to return 
the majority of the order. 6 respondents wrote that they think about the environment and therefore 
mainly decided to purchase apparel from secondhand sites, such as Tradera (Swedish marketplace 
online), all of these were from Gen Y. 
 

Is there something you want to add regarding impulsive 
purchases of apparel online? 

Times 
mentioned 

Percentage 
of Gen X’s 

answers  

Percentage 
of Gen Y’s 

answers 
Often chose to return items 9 20.93 0.00 

No 8 13.95 33.33 
Second hand or environment 6 13.95 0.00 

Rarely shop online 5 9.30 16.67 
Feedback about the survey 4 9.30 0.00 

Income or budget restrains impulse buying 4 9.30 0.00 
Payment-methods result in more impulse buying  3 6.98 0.00 

Shop more in store than online 3 6.98 0.00 
Other 11 11.76 3.76 

Table 21. Q25 - Open-ended question 2. 
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4.5. Reliability 
 
Cronbach’s alpha 
 
The pre-test had an overall Cronbach’s alpha value of 0.875, which is an acceptable value, see 
Section 3.7.1.  
 
After all of the responses were collected, the Cronbach’s alpha test was made again. The test was 
concluded on 568 valid cases out of 709 respondents and it gave a Cronbach’s alpha value of 0.802, 
which is still a solid result. If the question 24_7 After I purchased apparel impulsively online, I often get bad 
conscience would be deleted, the Cronbach’s alpha would be slightly higher. However, the decision 
was still to keep the question since it was considered to be important, and because the alpha-value 
if item deleted-value only were marginally higher. By using the Cronbach’s alpha, the authors could 
conclude that the survey had high reliability and that there was consistency within the test. 
 

Cronbach’s alpha 
Cronbach’s alpha 0.802  

Cronbach’s alpha if item deleted 0.814 Revised Q24_7 
No of items 36  

Table 22. Cronbach’s alpha of the test. 
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5. Analysis 
 
Missing data analysis 
 
As mention in Section 4.3. there were more women than men answering the survey. Since it was a 
self-administered survey, this issue could be described as a self-selection bias (Zikmund et al., 2010), 
in this case, the issue was that more women than men who chose to answer.  
 
In order to see how this affected the final result, a new set of data was created and tested. The new 
data set had a more even distribution between the gender, which better represent the population. 
The new results from independent t-tests showed that six of the seven hypotheses were accepted. 
H4 still showed that Gen Y were more affected by external trigger cues than Gen X, this hypothesis 
was therefore rejected. The original data rejected hypothesis five, regarding impulse buying 
tendency. However, the new data accepted this hypothesis, and showed a statistical significance 
between the generations, see Appendix E. 
 
Except for hypothesis five, all of the other hypotheses gave the same results as the original data 
set. Due to the limited time frame, and because the new hypothetical sample gave similar results, 
the decision was made to keep the findings from the original data. The uneven distribution of 
gender in the survey sample should be kept in mind when reading the report, however, it will not 
be further analyzed, since the ambition has been to compare generations rather than genders. 
 
Hypothesis One – Browsing 
 
According to IIS (2018), Gen Y are spending more time online than Gen X. Gen Y were the first 
generation to grow up in a digital world (Caplan, 2005), and today, their daily activities are highly 
influenced by technology (Palfrey & Gassler, 2008). Lachman and Brett (2013) stated that Gen Y 
take shopping very seriously and that they spend a lot of time to fantasize and look at pictures of 
outfits online. Based on this, the first hypothesis stated that Gen Y spend more time browsing 
apparel stores online than Gen X, and this was accepted. In line with the theory from IIS (2018), 
the findings also showed that Gen Y spent more time online than Gen X. 
 
The theory stated that Gen Y browse more apparel online than Gen X do, regardless if they needed 
apparel or not (Bovits, 2015) which could be connected to hedonic browsing. Park et al. (2012) 
described hedonic browsing as the entertaining and enjoyable aspects of shopping. Park et al. 
(2012) further argued that the amount of hedonic browsing online is rising. Based on the findings, 
it could be argued that Gen Y are doing more hedonic browsing than Gen X, since Gen Y are 
spending more time browsing apparel, but yet buying less than Gen X. Further, one of the 
questions showed that Gen Y were more likely than Gen X to look at apparel when they were 
bored. 
 
The longer customer browses, the more impulse buying urges they will be exposed to, and the 
more likely they will be to purchase impulsively (Beatty & Ferrell, 1998; Zhang et al., 2018). The 



35 
 

findings also confirmed this correlation. Gen Y both spent more time browsing apparel online and 
made more impulsive purchases, compared to Gen X. 
 
Sundström et al. (2019) stated that boredom affects impulse buying for fashion online. In the first 
open-ended question, boredom was mentioned by respondents from both Gen X and Gen Y. In 
the second open-ended question, Q25 Is there something you want to add regarding impulsive purchases of 
apparel online, one woman from Gen Y wrote I often make shopping baskets for thousand SEK and then 
just shut down the page. This could be argued to be representative for findings about Gen Y, in short, 
that they are spending more time browsing apparel online, but yet purchasing less than Gen X. 
Further, it could be argued to be representative for the findings, that Gen Y often browse apparel 
online for hedonic reasons. 
 
One of the questions that were used to test the first hypothesis was Q15, How many apps do you have 
in your phone where you can buy apparel. This question was included because the authors thought that it 
could indicate how much time the respondents were browsing apparel in their phones. The 
question showed no statistical significance between Gen X and Gen Y. However, 54.63 percent in 
Gen X and 57.17 percent in Gen Y had one or more apps.  
 
Hypothesis Two - Online purchases 
 
In hypothesis two, the ambition was to find and compare how much apparel purchases the two 
generations do online. Based on the theory, the hypothesis was stated that Gen Y do fewer apparel 
e-purchases than Gen X. IIS (2018) stated that the average e-consumer in Sweden is in the age 
span between 39 and 49 years. Likewise, research from Postnord (2019) found that people born 
between 1970 and 1989 purchased more online than people born between 1990 and 2001. Two 
international studies further indicated that Gen X do more online shopping than Gen Y (Forrester, 
2012; KPMG International, 2017). The same pattern was identified in the findings, and the second 
hypothesis was, therefore, accepted. In all of the questions, Gen X had a slightly higher mean than 
Gen Y. However, no statistical significance was identified in the questions. Contrary to the earlier 
mentioned theory, some studies instead stated that Gen Y were spending more money online than 
Gen X (Business Insider, 2015; Dhanapal et al., 2015), however, as stated, the opposite was found 
when the questions were combined in the hypothesis testing. 
 
Gen X have been described as the generation with most purchasing power (Peralta, 2015). In the 
survey, 57.21 percent of the respondents in Gen Y were either employed or self-employed, while 
the corresponding percentage in Gen X was 97.35. Therefore, Gen X could be assumed to have 
more money available than Gen Y, which could be of one reason to why they are purchasing more 
apparel online, even though Gen Y are spending more time browsing and seem to have a higher 
interest of fashion than Gen X. Also, more of the respondents in Gen X had children in their 
household, which could be an additional reason to why they have a greater need for, and therefore 
are purchasing more, apparel, than Gen Y. 
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Hypothesis Three - Impulsive online purchases 
 
The third hypothesis stated that Gen Y do more impulsive apparel e-purchases than Gen X. This 
were based on theory from various scholars which have indicated that Gen Y are more likely to 
make impulsive purchases than other generations (Aruna & Santhi, 2015; Lissitsa & Kol, 2016; 
Parment, 2009; Zakowicz, 2019) and also that younger people are more likely to purchase 
impulsively (Mani et al., 2016). Further, that Gen X has been described as more risk-averse than 
Gen Y (Reisenwitz & Iyer, 2009) and Peralta (2015) stated that they prefer to do research before 
purchasing online. Based on the findings, the third hypothesis was accepted. As mentioned, the 
fact that Gen Y do more impulsive apparel e-purchases might be linked to the fact that Gen Y are 
browsing more apparel online, since browsing and impulse buying have been described to be 
correlated (Beatty & Ferrell, 1998). 
 
One research by Mihic and Kursan (as cited in Vojvodic & Matic, 2013) found that individual 
characteristics play a more significant role in impulse buying than demographic characteristics, and 
this could explain why the chi-square test and most of the individual questions showed no statistical 
difference. 
 
The only question which showed a statistical significance between the generations was the 
statement Q24_8 When I see that the webshop has a low stock of some apparel that I want I buy it without 
thinking it through, which Gen Y agreed to do more often than Gen X. This could also be assumed 
to be connected to the fact that Gen Y do more apparel browsing than Gen X, which means that 
they will more often see a low stock compared to Gen X. The concern that an item will go out of 
stock was also mentioned by five of the respondents Gen Y in the first open-ended question, Q21, 
Is there anything particular that makes you impulsively purchase apparel online? 
 
In statement Q24_5, When I see apparel that I want, I usually think about the consequences of a purchase, 
there was no statistical significance between the generations. However, Gen Y had a slightly higher 
mean than Gen X had. This could be assumed to be connected to the fact that a much higher 
percentage in Gen Y, 40.22 percent, than in Gen X, 1.77 percent, were students and therefore 
could be assumed to have a smaller income. As stated in theory, economy is an essential factor 
influencing impulsive purchases (Beatty & Ferrell, 1998; Mani et al., 2016; Stern, 1962), and people 
with more money are more likely to make impulsive purchases (Beatty & Ferrell, 1998). Further, 
Gen Y have been described to be more concerned about sustainability (Rogers, 2013), which may 
increase their likelihood of thinking about the consequences before purchasing apparel. 
 
Hypothesis Four - External trigger cues 
 
The fourth hypothesis was about how external trigger cues affects the two generations in impulsive 
e-purchases of apparel. According to Dawson and Kim (2009), external trigger cues include the 
factors that marketers can affect. In this survey, the factors used were sales, discount codes, gifts, 
free shipping and returns, suggestions of additional products, and low stock. The theory about the 
generations revealed that Gen X generally have a more positive attitude towards marketing tactics 
(Roberts & Manolis, 2000), while Gen Y are more suspicious (Tsui & Hughes, 2001). These 
findings were used to formulate the hypothesis, which stated that Gen Y are less affected by 
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external trigger cues in impulsive apparel e-purchases than Gen X. After analyzing the findings, 
hypothesis four was rejected. There was a statistical significance between the generations. However, 
opposite to what the hypothesis suggested, Gen Y seemed to be more affected than Gen X. 
 
There was a statistical significance between the generations in four of the six statements about 
different external trigger cues. These were sales, discount codes, free shipping and returns, and low 
stock. Gen Y were more affected than Gen X by all of these. One reason why Gen Y were more 
affected by this could be that they, as stated, have a lower income than Gen X, and therefore, is 
more likely to be affected by different pricing offers. 
 
In the first open-ended question, Q21, if the respondents could mention something that made 
them buy apparel online impulsively, more of the respondents in Gen X compared to in Gen Y 
wrote that they were affected by advertising. That goes in line with what the theory states, which 
is that Gen X generally have a positive attitude towards advertising (Robert & Manolis, 2000), while 
Gen Y have a more negative attitude (Tanyel et al., 2013), and that Gen Y are less affected by 
advertising than other generations (Adis et al., 2015; Parment, 2013). 
 
The theory used to formulate this hypothesis was about generations’ opinions towards marketing 
tactics and advertising. However, none of the questions that were used to statistically test 
hypothesis four regarded advertising. Instead, sales, gifts, and other external trigger cues were used. 
This could be a potential explanation to why the findings were different from what was expected 
from the theory. 
 
In the first open-ended question, 16.67 percent of the answers in Gen Y and none in Gen X stated 
that influencers make them buy apparel online impulsively. An influencer can be described as 
someone who has a large individual and social capital and uses it to influence others (Langner, 
Hennigs, & Wiedmann, 2013). Influencer marketing is when a company hires an influencer to 
create its own content to promote the company on their own social media (Mathew, 2018). One 
of the reasons to why influencer marketing has become so popular is that many people, especially 
young, are skeptical towards brands and their advertising and that they instead are more likely to 
trust an influencer who recommends a brand or a product (Mathew, 2018). As stated, Gen Y have 
been described as skeptical towards advertising and marketing tactics (Robert & Manolis, 2000), 
which could be one of the reasons to why they seem to be more likely to trust an influencer instead 
of advertising. 
 
However, none of these external trigger cues had a high mean in any of the generations, this means 
that neither of them (sales, discount codes, gifts, free shipping and returns, suggestions of 
additional products, and a low stock) affected the respondents to a large extent in impulse buying 
of apparel online. In most of the factors, the answer-means were under 3, meaning that they were 
closer to Disagree than Agree. Sales were the factor which seems to affect both generations most. 
However as stated, it affected Gen Y somewhat more. As stated, many people from both Gen X 
and Gen Y wrote sales and pricing offers as something that affects them in the first open-ended 
question, Q21. In general, Gen Y had a higher mean in all of the factors, which could be connected 
to the fact that Gen Y have shown to be more impulsive in general in their online buying. The only 
external trigger cue which both generations were closer to agree than disagree was Q23_6, If it is 
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not free shipping and free returns, I more carefully think it through before I buy apparel online. This could indicate 
that not having free shipping and free returns will reduce consumers’ likelihood to do impulsive 
apparel purchases online. In the second open-ended question, Q25, some of the respondents stated 
that when they buy apparel impulsively online, they often return the whole order once they received 
the package. Therefore, it could be argued that free shipping and free returns seem to encourage 
impulse buying. However, it may also be costly for companies if many customers chose to return 
whole orders. 
 
Hypothesis Five - Impulse buying tendency 
 
The fifth hypothesis was about impulse buying tendency (IBT) and how it affects the generations 
to buy apparel online impulsively. Parment (2009) stated that Gen Y often act on impulse, and 
Reisenwitz and Iyer (2009) stated that Gen X are more risk-averse. Based on the theory, the 
hypothesis, therefore, stated that IBT makes Gen Y buy more apparel impulsively online than Gen 
X do. This hypothesis was however, rejected, and no statistical significance was found between the 
two generations. 
 
According to Youn and Faber (2000), stress reactions influences IBT, and some people tend to 
handle stress with impulse buying. In the first open-ended question, 2 of the respondents in Gen 
Y mentioned that they often purchase apparel impulsively online when they are feeling stressed. 
Further, 8 of the respondents in Gen Y and none in Gen X wrote that sadness and loneliness make 
them buy apparel impulsively online. 
 
Hypothesis Six - Normative evaluation 
 
Hypothesis six concerned how normative evaluation affects the generations in impulse buying of 
apparel online. Parment (2009) stated that Gen Y often take faster decisions compared to other 
generations, and Reisenwitz and Iyer (2009) stated that Gen X are more risk-averse and more 
carefully evaluate different alternatives. Therefore, the hypothesis stated that normative evaluation 
makes Gen Y do more impulsive apparel e-purchases than Gen X, and this hypothesis was 
accepted. 
 
Atalay and Meloy (2011) stated that impulse buying both could ease a bad mood and improve a 
good. However, impulsive purchases often have consequences, which may lead to negative 
emotions (Atalay & Meloy, 2011). The statement Q24_7 After I purchased apparel impulsively online, I 
often get bad conscience, showed that Gen Y more often had a bad conscience after purchasing apparel 
impulsively than what Gen X had. As stated, this could be because the respondents in Gen Y could 
be assumed to have less money than Gen X, but also that they have been stated to have more 
sustainability concerns than Gen X (Rogers, 2013). It may also be connected to the fact that Gen 
X made less impulsive purchases than Gen Y and therefore less often have a bad conscience when 
they do it. 
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Hypothesis Seven - Internal factors 
 
In this thesis, internal factors were defined as various factors which influence a person to purchase 
apparel online impulsively, such as mood, feelings, economics, company, time available, and 
culture. In the survey, questions about moods, emotions, economics, and company were included, 
because these were considered to be the most interesting factors. Based on the theory, the 
hypotheses stated that internal factors affect Gen Y more than Gen X in impulsive apparel e-
purchases. This hypothesis was also accepted. 
 
Q16_1 and Q16_2 showed that Gen Y considered fashion and shopping to be more fun than what 
Gen X did. According to Beatty and Ferrell (1998), someone who enjoys shopping will be more 
likely to browse longer, and also to therefore, will be more likely to purchase impulsively. The 
answers from Q16_4 I often buy clothes as a comfort when I feel down showed that Gen Y were more 
likely to buy clothes due to a bad mood. Further, sadness and loneliness were something that 8 of 
the respondents in Gen Y and none in Gen X, mentioned in the first open-ended question, Q21, 
as something that makes them buy apparel impulsively online. 6 respondents in Gen Y and none 
in Gen X also stated that they purchase apparel impulsively online when they want to reward 
themselves. This also concurs to the previous findings, which stated both positive and negative 
feelings affect impulsive buying behavior (Youn & Faber, 2000). 
 
Lou (2005) further stated that other people’s company when browsing apparel online can affect 
buying behavior and that people tend to do more impulse buying in the presence of friends, and 
less with the presence the of family members. Contrary, Husnain et al. (2019) stated that both the 
presence of family members and friends impacts of Gen Y to purchase impulsively. However, none 
of that was confirmed by the findings. Instead, both generations were closer to Disagree than to 
Agree in both of the statements Q23_7, I tend to make more impulsive apparel purchases when I browse with 
friends, and Q23_8, I tend to make more impulsive apparel purchases when I browse with family members. 
According to Parment (2013), Gen Y care much about how others perceive them as customers, 
and that may be one reason to why they do not buy more apparel in the company of others. 
According to Rook and Fisher (1995), impulse buying is generally perceived as something irrational 
and wasteful, and this might be another reason, that people want to be regarded as rational by their 
friends and family. 
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6. Conclusion 
 
Purpose and research question 
 
The main purpose of this thesis was to investigate how Gen Y do impulsive apparel e-purchases, 
and whether or not they are more likely to do it compared to the older Gen X. The authors also 
wanted to investigate which of the two generations that do most apparel shopping online, and 
which of them who do most web browsing in apparel stores online. Further, the authors wanted 
to investigate how four different factors affect the generations’ impulsive buying behavior in the 
case of apparel online. The decision was to look at the two generations Gen X and Gen Y, because 
they have a different relationship towards technology, where Gen Y have grown up with it, and 
Gen X have adopted later in life (Prensky, 2001). 
 
Online impulse purchases 
 
The findings showed that the younger, digital native, Gen Y spend more time on the internet 
compared to the older, digital immigrant, Gen X. Gen Y also spend more time browsing apparel 
online, and they often do it in their spare time, either to entertain themselves or to cure boredom. 
Gen Y further has a high interest for fashion and apparel, and other studies have shown that it is a 
great deal for Gen Y (Lachman & Brett, 2013), and therefore, they spend much of their spare time 
looking at products and pictures of apparel online. 
 
Previous studies have shown that browsing and impulse buying are correlated (Beatty & Ferrell, 
1998; Zhang et al., 2018), and this relationship was also followed in this study, Gen Y also made 
more impulsive apparel purchases than Gen X. Gen Y often have hedonic reasons for their 
browsing and apparel purchases, while Gen X seem to be more rational and utilitarian in the way 
they browse and purchase apparel online. Gen X also spend more on apparel online compared to 
the younger Gen Y. Having in mind that Gen X are older and has more purchasing power, this 
was not surprising. In this study, almost everyone in Gen X had an employment and therefore a 
stable income, while many in Gen Y were students and therefore have a lower income and less 
money to spend on apparel, even if they seem to have a higher interest of fashion than Gen X. 
 
As customers, Gen Y are more affected by their emotions, while Gen X are more rational. Previous 
studies have shown that Gen Y are more optimistic, while Gen X are more skeptical (Caplan, 2005). 
This may have given Gen Y a more impulsive personality, both as customers and in general. 
Therefore, they are more likely to purchase apparel impulsively online and are a good target group 
for webshops which sells apparel, especially with low prices and promotions, since have shown to 
encourage impulse buying, especially in hedonic browsing (Park et al., 2012). 
 
Factors influencing impulsive online purchases 
 
The four different factors which influence impulsive purchases showed that Gen Y are more 
affected than Gen X by internal factors, normative evaluation, and external trigger cues. It was a 
statistical significance between how impulse buying tendency affected the generations. Previous 
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studies have shown that Gen Y are more resistant to marketing tactics (Tsui & Hughes, 2001). 
Therefore, the hypothesis was formulated that Gen X would be more affected by external trigger 
cues than Gen Y. However, the result from the survey showed the opposite, that Gen Y are more 
affected by different external trigger cues, such as sales, free shipping, and low stock in store. The 
qualitative questions showed that influencer marketing is an effective method to target Gen Y’s 
impulsiveness online, while Gen X are more influenced by more traditional advertising. 
 
 
6.1. Managerial implications 
 
This study contributes to knowledge for marketers looking to learn more about consumers’ 
impulsive buying behavior in an online environment. Since the study compared two different 
generations, marketers could benefit by adopting the findings which regard their certain target 
market. 
 
 
6.1.1. Generation X 
 
Gen X have been described as the generation with most purchasing power (Peralta, 2015), and they 
can, therefore, be argued to be an attractive target group. Findings from this study showed that 
most people in Gen X were employed, and therefore could be argued to have a stable income. 
Further, Gen X have been stated to spend more money online than other generations (Forrester, 
2012; IIS, 2018; KPMG International, 2017; Postnord, 2019), which were confirmed in this study. 
This could make Gen X to an attractive target group for websites selling apparel. 
 
Gen X are not very susceptible to impulse buying online. Instead, they seem to be more rational in 
their apparel purchases. Before purchasing online, Gen X have been stated to do thoughtful 
research (Peralta, 2015), and much of their browsing could be described as utilitarian. A great 
variety of selection, such as a big assortment with colors and designs, has shown to encourage 
utilitarian purchases (Park et al. 2012). This could, therefore, be used when targeting Gen X. 
 
One way to target Gen X’s impulsiveness is by using advertising, both through social media, direct 
mails, and in other channels. In general, Gen X have been described to have a positive attitude 
towards advertising and marketing tactics (Roberts & Manolis, 2000), and traditional advertising 
are therefore an effective way to target Gen X. This was further confirmed by the findings. 
 
 
6.1.2. Generation Y 
 
Gen Y have been described as impulsive, both in general and in their buying behavior (Aruna & 
Santhi, 2015; Lissitsa & Kol, 2016; Parment, 2009; Zakowicz, 2019). This study concluded that 
Gen Y are likely to involve in impulse buying of apparel online. However, in relation to others, 
Gen Y spend less money on apparel online in general. It should be stated, however, that many in 
Gen Y are young and that their income will grow in the future, which may result in larger spending, 
this will make them to an even more attractive customer group in the future. 
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The internet is a crucial part of Gen Y’s life, and it influences both their buying behavior and their 
daily activities (Palfrey & Gasser, 2008; Svensk Handel, 2018). Gen Y have been argued to spend 
much time browsing apparel online (Bovits, 2015), and this was also confirmed by the study. 
Further, Gen Y have been argued to take clothes very seriously and spend a lot of time to fantasize 
about it and browse apparel online (Lachman & Brett, 2013). This study also showed that Gen Y 
have high interest in fashion and that they thought that it was fun to purchase apparel online. 
Therefore, an idea for people who target Gen Y could be to have websites with, for example, the 
function to save pictures to Pinterest or to create outfit collages. Much of Gen Y’s browsing can 
be described as hedonic since it focuses on the entertaining aspects of shopping, and in hedonic 
browsing, impulsive purchases are more likely if there are special promotions or low prices (Park 
et al., 2012). Therefore, marketers could target Gen Y’s impulsiveness by offering items at low 
prices and special promotions. Another effective way to target Gen Y’s impulsiveness when it 
comes to apparel online is by using influencer marketing. This seems to affect Gen Y more than 
traditional advertising. 
 
 
6.2. Ethical and societal implications 
 
The authors have identified some ethical and societal issues related to the findings of this research. 
According to Rook (1987), impulse buying often involves breaking budgetary rules, and most 
people have experienced negative consequences of their impulse buying. Since impulse buying 
most often is done without considering the consequences (Rook, 1987), it could be assumed to 
lead many people to irrational spending. Many online stores offer various payment methods, which 
may result in additional impulse buying, and additional monetary consequences for many 
consumers. The correlation between impulse buying and payment-methods was also something 
that was discussed by some of the respondents in the open-ended questions. 
 
Another issue is the environmental consequences of impulse buying. As discussed in the 
background (Section 1.1.), Swedish consumption has described as unsustainable (WWF, 2018), and 
the apparel industry has been described as one of the most polluting industries (Conca, 2015; Perry, 
2018). Today, Swedish consumers purchase in average 14 kilos of clothes and textiles every year 
(Naturvårdsverket, n.d.) and fast fashion, with low prices and continuously new trends, makes 
many consumers buy more than what they need (Naturskyddsföreningen, 2018). Many scientists’ 
report that people must completely change their lifestyles in order to stop global warming 
(Norberg, 2017). At the same time, the market for online impulsive purchases is a lucrative 
business, especially in the fashion industry (Khan et al., 2015). This thesis has identified both which 
generation that is most likely to make impulsive apparel purchases, and different factors that affect 
the consumers to make more impulsive purchases. An increased amount of impulsive purchases in 
the case of apparel can be very profitable for companies. However, it also has environmental 
consequences. For the future, marketers and consumers must work together in order to find a 
sustainable balance between the profitability in the apparel industry and the effects 
overconsumption has on the environment. 
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6.3. Limitations 
 
One limitation with this research has been the fact that a vast majority of the respondents were 
women, since this does not represent the full target population, this may have influenced the final 
result and may have given the study a more feminine point of view. The findings would have been 
more accurate if the respondents were more representative for the whole population, and an 
optimal outcome would be if the male and female respondents were more equally divided. 
However, since the link to the survey was distributed mainly through the authors and their friends’ 
Facebook-walls, who chose to respond were somewhat out of the authors’ control. When this 
inequality was identified, the authors decided to send the survey personally to some men. However, 
the outcome was still an uneven sample in terms of gender. The authors created a hypothetical 
sample by multiplying the amount of men to make the genders more equally distributed. This new 
data set was tested, and the results were similar to what the original data showed, indicating that 
the uneven distribution may not have had a crucial impact on the final results. 
 
There was also a difference between how many of the respondents that were in each generation. 
Many more of the respondents belonged to Gen Y. However, the primary ambition was to sample 
100 people from each generation, and this was met for both generations. However, a more even 
distribution of the sample would maybe have resulted in a better statistical analysis, and also more 
accurate representative responses to the open-ended question. In the first open-ended question, 34 
out of 220 answers came from Gen X. This may have resulted in that something mentioned by 
some of the respondents in Gen X may have appeared to be more important than it was. 
 
Another limitation which was identified after analyzing the survey was that some of the multiple-
choice alternatives could have been improved, especially the ones which regarded the amount of 
money spent online and how many times they had purchased online. By analyzing these questions, 
it was found that many of the respondents ended up in the lowest intervals. For example, in the 
questions regarding how much the money the respondents spent online every month, the lowest 
alternative was between 0 and 1000 SEK, and the second was between 1000 and 2000 SEK. This 
may have been too broad intervals, and someone who spends just a little under 1000 SEK might 
end up in the same category as someone who barely shops online at all. More narrow intervals, or 
the ability for the respondents to freely estimate their amounts, would maybe have resulted in a 
more accurate study. However, when the authors realized this limitation, the survey already had 
many answers, and the decision was, therefore, to keep the intervals as they were. Despite this, it 
was still possible to identify differences between the generations’ spending, and the purpose of the 
research was therefore still fulfilled. 
 
 
6.4. Future research 
 
During the writing of this thesis, the authors have identified some opportunities for future research 
in the field of impulse buying. Firstly, one idea could be to compare other generational cohorts 
than Gen X and Gen Y. For example, when the people in Generation Z are older, it would be 
interesting to research their buying behavior. A comparison could also be done with Gen Y, will 
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their behavior differ from the older Gen Y, and if so, in what ways does their impulsive buying 
behavior differs? This could further indicate for marketers how the future generations will 
consume. 
 
Another idea could be to investigate how consumers’ sustainability awareness affects their 
impulsive buying behavior. In the theory, it was stated that Gen Y generally care about sustainability 
and wants to shop consistently to this (Rogers, 2013), yet, they have shown to be very impulsive in 
the way they consume apparel online, despite the fact that apparel has shown to be one of the most 
polluting industries in the world (Conca, 2015; Perry, 2018). One idea for future research could be 
to examine this contradictory behavior. For example, by conducting a qualitative study and perhaps 
using the Theory of Planned behavior, or a similar model, which can be used to see how the 
consumers’ attitudes, beliefs, and perceived behavior control affects their buying intentions and 
their purchases. 
 
The answers from the first open-ended question showed that influencers highly affect the way Gen 
Y make impulsive apparel purchases online. Since this factor was identified first during the data 
analysis, it was not included in any of the survey questions. The authors have not seen many studies 
about how influencers affect impulse buying. However, it still seems to be an important factor, 
especially for the younger generations. Potential future research could, therefore, be to investigate 
the way influencers and social media triggers consumers’ urges to buy and affect impulsive buying 
behavior. 
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Appendix 
 
A. Survey questions - Swedish 
 
Hej och välkommen till vår undersökning om svenskars impulshandling av kläder online. Vi som 
står bakom den här undersökningen heter Emma och Marléene och läser civilekonomprogrammet 
i Jönköping och detta är vårt examensarbete. Vi skulle uppskatta er hjälp! Undersökningen beräknas 
ta ungefär 5–7 minuter. All information som lämnas här kommer endast att hanteras utav oss och 
det samlas enbart in i undersökningssyfte. I slutet av undersökningen kan du välja om du vill vara 
med i utlottningen utav två biobiljetter genom att fylla i din e-post. Väljer du att inte fylla i din e-
post är du helt anonym, och väljer du att fylla i din e-post så är det bara vi som har tillgång till den. 
Tack på förhand! 
 
Vänligen tryck att du har läst informationen, för att starta undersökningen. 

m Jag har läst informationen och deltar frivilligt i undersökningen. 
 
Q1 Vad har du för kön? 

m Man 
m Kvinna 
m Annat 
m Vill inte uppge 

 
Q2 När är du född? 

m Efter 2001 
m 1991–2000 
m 1981–1990 
m 1971–1980 
m 1960–1970 
m Innan 1960 

 
Q3 Hur många personer finns det i ditt hushåll? 
______ Vuxna 
______ Barn 
 
Q4 Vad är din högst avslutade utbildning? 

m Högstadium 
m Gymnasium 
m Yrkeshögskola 
m Högre utbildning (Högskola/Universitet) 
m Annat 

 
Q5 Vad är din nuvarande huvudsakliga sysselsättning? 

m Student 
m Arbetslös 
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m Anställd 
m Egenföretagare 
m Pensionär 

 
Q6 Har du någonsin handlat online? 

m Ja 
m Nej 

 
Q7 Ser du dig själv som en impulsiv person överlag? 
Med impulsiv menar vi att du ofta tar snabba beslut utan att tänka igenom konsekvenserna. 

m Ja, alltid 
m Ja, ibland 
m Nej, oftast inte 
m Nej, aldrig 

 
Q8 Jag skulle beskriva mig själv som en impuls-shoppare 

m Ja, alltid 
m Ja, ibland 
m Nej, oftast inte 
m Nej, aldrig 

 
Q9 Jag bryr mig inte så mycket om att hålla en budget eller om vad jag har för ekonomi 

m Stämmer helt in 
m Stämmer mestadels in 
m Varken eller 
m Stämmer mestadels inte 
m Stämmer inte alls 

 
Q10 Jag jobbar hårt när jag har ett långsiktigt finansiellt mål 

m Ja, alltid 
m Ja, ibland 
m Nej, oftast inte 
m Nej, aldrig 

 
Q11 Hur mycket tid spenderar du på internet varje dag? 

m 0–2 timmar 
m 2–4 timmar 
m 4–6 timmar 
m 6–8 timmar 
m Över 8 timmar 

 
Q12 Under en genomsnittlig vecka, ungefär hur mycket kollar du i onlinebutiker? 

m 0–20 minuter 
m 20–40 minuter 
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m 40–60 minuter 
m 60–120 minuter 
m Mer än 120 minuter 

 
Q13 Ungefär hur många gånger har du handlat online under den senaste månaden? 

m 0–2 gånger 
m 3–4 gånger 
m 5–6 gånger 
m 7–8 gånger 
m Fler än 8 gånger 

 
Q14 Ungefär hur mycket pengar har du lagt på online shopping under den senaste 
månaden? 

m 0–1000 kr 
m 1000–2000 kr 
m 2000–3000 kr 
m Mer än 3000 kr 

 
Q15 Hur många appar har du i telefonen där du kan handla kläder? 
▼ 0 (1) ... Fler än 10 (11) 
 
Q16 Här vill vi att du svarar hur mycket du instämmer på följande påståenden. 
Med kläder kan du även räkna in skor och accessoarer. 
 
  Håller 

inte 
med 

Håller 
mestadels 
inte med 

Varken 
eller 

Håller 
mestadels 

med 

Håller 
helt 
med 

16_1 Jag tycker att det är kul att 
köpa kläder online 

m  m  m  m  m  

16_2 Jag är intresserad utav mode m  m  m  m  m  
16_3 När jag handlar kläder 

online så känns det inte som 
att jag spenderar pengar på 

samma sätt som när jag 
handlar i en butik 

m  m  m  m  m  

16_4 Jag brukar köpa kläder 
online som tröst när jag 

känner mig lite nere 
m  m  m  m  m  

16_5 När jag får hem kläder som 
jag har köpt online blir jag 

på bra humör 
m  m  m  m  m  

16_6 När jag får hem kläder som 
jag har köpt online vill jag 

genast köpa mer 
m  m  m  m  m  
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16_7 Jag tittar ofta på kläder 
online när jag är uttråkad m  m  m  m  m  

 
Q17 Under en genomsnittlig vecka, ungefär hur mycket kollar du på kläder, skor och 
accessoarer online? 

m 0–20 minuter 
m 20–40 minuter 
m 40–60 minuter 
m 60–120 minuter 
m Mer än 120 minuter 

 
Q18 Ungefär hur många gånger har du handlat kläder, skor och accessoarer online under 
den senaste månaden? 

m 0–2 gånger 
m 3–4 gånger 
m 5–6 gånger 
m 7–8 gånger 
m Fler än 8 gånger 

 
Q19 Ungefär hur mycket pengar har du lagt på online shopping av kläder, skor och 
accessoarer under den senaste månaden? 

m 0–1000 kr 
m 1000–2000 kr 
m 2000–3000 kr 
m Mer än 3000 kr 

 
Q20 Ungefär hur stor del utav dina klädinköp sker online? 

m 0–20 % 
m 20–40 % 
m 40–60% 
m 60–80 % 
m 80–100 % 

 
Q21 Kommer du på något särskilt som får dig att impulsshoppa kläder, skor och 
accessoarer online? (om inte, lämna blankt) 
________________________________________________________________ 
 
Q22 Ungefär hur många gånger har du handlat kläder, skor och accessoarer online utan 
att tänka efter under det senaste året? 

m 0–3 gånger 
m 4–7 gånger 
m 8–11 gånger 
m 12–15 gånger 
m Fler än 16 gånger 
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Q23 Här vill vi att du svarar på hur bra följande påståenden stämmer in på dig. 
Med kläder kan du även räkna in skor och accessoarer. 
 
  Håller 

inte 
med 

Håller 
mestadels 
inte med 

Varken 
eller 

Håller 
mestadels 

med 

Håller 
helt 
med 

23_1 Rea kan få mig att handla 
mer kläder online än vad jag 

planerade 
m  m  m  m  m  

23_2 Rabattkoder kan få mig att 
handla mer kläder online än 

vad jag planerade 
m  m  m  m  m  

23_3 Gåva vid en viss summa få 
mig att köpa mer kläder 

online än vad jag planerade 
m  m  m  m  m  

23_4 Fri frakt vid en viss summa 
få mig att köpa mer kläder 

online än vad jag planerade 
m  m  m  m  m  

23_5 Förslag på kompletterande 
produkter få mig att köpa 

mer kläder online än jag 
planerade 

m  m  m  m  m  

23_6 Är det inte fri frakt och fria 
returer så tänker jag efter 

mer innan jag köper kläder 
online 

m  m  m  m  m  

23_7 Jag impulsshoppar mer när 
jag kollar på kläder online 

med vänner 
m  m  m  m  m  

23_8 Jag impulsshoppar mer när 
jag kollar på kläder online 

med familjemedlemmar 
m  m  m  m  m  

23_9 När jag handlar kläder 
online är det alltid 
välplanerade köp 

m  m  m  m  m  

23_10 Jag köper ofta kläder online 
utan att tänka igenom det 

m  m  m  m  m  

23_11 När jag kollar på kläder 
online så ser jag ofta plagg 

som jag känner att jag ‘bara 
måste ha’ 

m  m  m  m  m  
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Q24 Här vill vi att du svarar på hur ofta du gör följande påståenden. 
Med kläder kan du även räkna in skor och accessoarer. 
 
  

Aldrig 
Nästan 
aldrig Ibland Ofta 

Väldigt 
ofta 

24_1 Jag handlar kläder online utan 
att tänka efter m  m  m  m  m  

24_2 Om jag får en impuls att köpa 
ett plagg brukar jag ge efter för 

impulsen och köpa plagget 
direkt 

m  m  m  m  m  

24_3 Om jag får en impuls att köpa 
kläder, brukar jag fundera några 

dagar innan jag köper plagget 
m  m  m  m  m  

24_4 Om jag får en impuls att köpa 
kläder brukar jag fundera några 
dagar och då går impulsen över 

m  m  m  m  m  

24_5 När jag ser kläder som jag vill 
ha brukar jag fundera på vad 

konsekvenserna blir av ett 
eventuellt köp 

m  m  m  m  m  

24_6 Jag kan stå emot en impuls att 
handla kläder för att nå mina 

ekonomiska mål 
m  m  m  m  m  

24_7 Efter att jag har köpt kläder 
impulsivt online så drabbas av 

dåligt samvete 
m  m  m  m  m  

24_8 När jag ser att det finns få kvar 
av ett klädesplagg som jag vill 

ha online så köper jag det utan 
att tänka efter 

m  m  m  m  m  

 
Q25 Finns det något mer du vill tillägga angående impulsshopping av kläder online? 
________________________________________________________________ 
 
Tack så mycket för din medverkan i vår undersökning! Vill du vara med i utlottningen utav två 
biobiljetter, vänligen fyll i din e-postadress nedan så kontaktar vi dig om du är vinnaren. Med 
vänliga hälsningar, Emma och Marléene 
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B. Survey questions - English 
 
Hello and welcome to our online survey about Swedes’ impulse buying of apparel online. We who 
made this survey are named Emma and Marléene, and we are in the Civilekonom program in 
Jönköping, and this is our master thesis. We would appreciate your help! The survey will take 
approximately 5-7 minutes. All the information collected will only be handled by us and only be 
collected for research purposes. At the end of the survey you will have the opportunity to 
participate in the raffle of two movie tickets by writing your email address. If you chose not to 
write it, you will be completely anonymous, and if you decide to write it, only we will have access 
to it. Thanks in advance! 
 
Please press that you have read the information to start the survey. 

m I have read the information, and I participate voluntarily in the survey. 
 
Q1 What is your gender? 

m Male 
m Female 
m Other 
m Do not want to state 

 
Q2 What is your birth year? 

m After 2001 
m 1991–2000 
m 1981–1990 
m 1971–1980 
m 1960–1970 
m Before 1960 

 
Q3 How many people live in your household? 
______ Adults 
______ Children 
 
Q4 What is your highest finished education? 

m High school 
m Collage 
m Higher Vocational Education 
m Higher education (university) 
m Other 

 
Q5 What is your main current occupation? 

m Student 
m Unemployed 
m Employed 
m Self-employed 
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m Pensioner 
 
Q6 Have you ever purchased online? 

m Yes 
m No 

 
Q7 Do you regard yourself as an impulsive person in general? 
By impulsive we mean that you often take quick decisions without thinking through the 
consequences. 

m Yes, always 
m Yes, sometimes 
m No, usually not 
m No, never 

 
Q8 I would describe myself as an impulsive-buyer 

m Yes, always 
m Yes, sometimes 
m No, usually not 
m No, never 

 
Q9 I do not really care about keeping a budget or about my economy 

m Correct 
m Mostly correct 
m Either 
m Mostly incorrect 
m Incorrect 

 
Q10 I work hard when I have a long-term financial goal 

m Yes, always 
m Yes, sometimes 
m No, usually not 
m No, never 

 
Q11 How many hours per day do you spend on the internet? 

m 0–2 hours 
m 2–4 hours 
m 4–6 hours 
m 6–8 hours 
m More than 8 hours 

 
Q12 During an average week, approximately how much time do you spend looking at 
online stores? 

m 0–20 minutes 
m 20–40 minutes 
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m 40–60 minutes 
m 60–120 minutes 
m More than 120 minutes 

 
Q13 Approximately how many times have you purchased something online during the 
last month? 

m 0–2 times 
m 3–4 times 
m 5–6 times 
m 7–8 times 
m More than 8 times 

 
Q14 Approximately how much money have you spent on online purchases during the last 
month? 

m 0–1000 SEK 
m 1000–2000 SEK 
m 2000–3000 SEK 
m More than 3000 SEK 

 
Q15 How many apps do you have on your phone where you can buy apparel? 
▼ 0 ... More than 10 
 
Q16 Here we want you to answer how much you agree to the following statements. 
By apparel, you can include clothes, shoes, and accessories. 
 
  

Disagree 
Mostly 

Disagree Either 
Mostly 
Agree Agree 

16_1 I enjoy buying apparel online m  m  m  m  m  
16_2 I am interested in fashion m  m  m  m  m  
16_3 When I purchase apparel 

online, it does not feel as I 
am spending the same way as 
when I purchase in a physical 

store 

m  m  m  m  m  

16_4 I often buy apparel as a 
comfort when I feel down  

m  m  m  m  m  

16_5 My mood improves when I 
receive the apparel that I 

purchased online  
m  m  m  m  m  

16_6 When my apparel arrives 
home, I want to purchase 

more 
m  m  m  m  m  

16_7 I often look at apparel online 
when I feel bored m  m  m  m  m  
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Q17 During an average week, approximately how much time do you spend looking at 
apparel in online stores? 

m 0–20 minutes 
m 20–40 minutes 
m 40–60 minutes 
m 60–120 minutes 
m More than 120 minutes 

 
Q18 Approximately how many times have you purchased apparel online during the last 
month? 

m 0–2 times 
m 3–4 times 
m 5–6 times 
m 7–8 times 
m More than 8 times 

 
Q19 Approximately how much money have you spent on apparel online purchases during 
the last month? 

m 0–1000 SEK 
m 1000–2000 SEK 
m 2000–3000 SEK 
m More than 3000 SEK 

 
Q20 Approximately how many of your apparel purchases are done online? 

m 0–20 % 
m 20–40 % 
m 40–60% 
m 60–80 % 
m  80–100 % 

 
 Q21 Is there anything particular that makes you impulsively purchase apparel online? (if 
not, leave blank) 
________________________________________________________________ 
 
Q22 During the last year, approximately how many times have you purchased apparel 
online without thinking it through? 

m 0–3 times 
m 4–7 times 
m 8–11 times 
m 12–15 times 
m More than 16 times 

 
 



61 
 

Q23 Here we want you to answer how much the following statements fits you. 
By apparel, you can include clothes, shoes, and accessories. 
 
  

Disagree  
Mostly 

disagree Either 
Mostly 
agree  Agree 

23_1 Sales can make me 
purchase more apparel 

online than I had planned 
m  m  m  m  m  

23_2 Discount codes can make 
me buy more apparel 

online than I had planned 
m  m  m  m  m  

23_3 A gift at a certain amount 
can make me buy more 

apparel online than I had 
planned 

m  m  m  m  m  

23_4 Free shipping at a certain 
amount can make me buy 

more apparel online than I 
had planned 

m  m  m  m  m  

23_5 Suggestions of additional 
products can make me buy 

more apparel than I had 
planned  

m  m  m  m  m  

23_6 If it is not free shipping 
and free returns, I more 

carefully think it through 
before I buy apparel online  

m  m  m  m  m  

23_7 I tend to make more 
impulsive apparel 

purchases when I browse 
with friends 

m  m  m  m  m  

23_8 I tend to make more 
impulsive apparel 

purchases when I browse 
with family members 

m  m  m  m  m  

23_9 When I buy apparel online 
it is always a well-planned 

purchase  
m  m  m  m  m  

23_10 I often buy apparel online 
without thinking it through 

m  m  m  m  m  

23_11 When I look at apparel 
online, I often see apparel 

that I feel like ’I must have’  
m  m  m  m  m  
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Q24 Here we want you to answer how often you do the following statements. 
By apparel, you can include clothes, shoes and accessories. 
 
  

Never 
Almost 
never Sometimes Often 

Very 
often 

24_1 I buy apparel online without 
thinking  m  m  m  m  m  

24_2 If I get an impulse to 
purchase apparel I usually 

give in and buy the garment 
immediately  

m  m  m  m  m  

24_3 If I get an impulse to 
purchase apparel, I usually 

think it through a couple of 
days and before purchasing it  

m  m  m  m  m  

24_4 If I get an impulse to 
purchase apparel, I usually 

think it through a couple of 
days and the urge goes away 

m  m  m  m  m  

24_5 When I see apparel that I 
want, I usually think about 

the consequences of a 
purchase 

m  m  m  m  m  

24_6 I can resist an impulse to buy 
apparel in order to achieve 

my financial goals  
m  m  m  m  m  

24_7 After I purchased apparel 
impulsively online, I often get 

a bad conscience 
m  m  m  m  m  

24_8 When I see that the webshop 
has a low stock of some 

apparel that I want I buy it 
without thinking it through 

m  m  m  m  m  

 
Q25 Is there something you want to add regard impulsive purchases of apparel online? 
________________________________________________________________ 
  
Thank you very much for your participation in our survey. If you want to be in the raffle to win 
two movie tickets, please fill in your e-post address below. We will contact you if you are the winner. 
Kind Regards, Emma and Marléene  
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C. Independent t-test, question 7-24 
 
Question N P-value Mean difference Interpretation 

Q7 708 0.923 - No sig. dif. 
Q8 707 0.060 - No sig. dif. 
Q9 707 0.712 - No sig. dif. 
Q10 704 0.971 - No sig. dif. 
Q11 709 0.000 0.696 Gen Y > Gen X 
Q12 709 0.774 - No sig. dif. 
Q13 707 0.001 -0.375 Gen Y < Gen X 
Q14 709 0.022 -0.224 Gen Y < Gen X 
Q15 694 0.355 - No sig. dif. 

Q16_1 706 0.000 0.425 Gen Y > Gen X 
Q16_2 655 0.009 0.308 Gen Y > Gen X 
Q16_3 707 0.728 - No sig. dif. 
Q16_4 705 0.000 0.613 Gen Y > Gen X 
Q16_5 706 0.000 0.746 Gen Y > Gen X 
Q16_6 704 0.000 0.424 Gen Y > Gen X 
Q16_7 707 0.000 0.729 Gen Y > Gen X 
Q17 709 0.166 - No sig. dif. 
Q18 709 0.119 - No sig. dif. 
Q19 709 0.098 - No sig. dif. 
Q20 709 0.04 0.283 Gen Y > Gen X 
Q22 644 0.634 - No sig. dif. 

Q23_1 648 0.044 0.230 Gen Y > Gen X 
Q23_2 648 0.001 0.427 Gen Y > Gen X 
Q23_3 648 0.228 - No sig. dif. 
Q23_4 643 0.161 - No sig. dif. 
Q23_5 645 0.844 - No sig. dif. 
Q23_6 646 0.044 0.195 Gen Y > Gen X 
Q23_7 646 0.864 - No sig. dif. 
Q23_8 647 0.475 - No sig. dif. 
Q23_9 642 0.706 - No sig. dif. 
Q23_10 640 0.089 - No sig. dif. 
Q23_11 642 0.100 - No sig. dif. 
Q24_1 643 0.233 - No sig. dif. 
Q24_2 644 0.687 - No sig. dif. 
Q24_3 643 0.000 0.451 Gen Y > Gen X 
Q24_4 643 0.412 - No sig. dif. 
Q24_5 642 0.292 - No sig. dif. 
Q24_6 643 0.581 - No sig. dif. 
Q24_7 641 0.000 0.500 Gen Y > Gen X 
Q24_8 643 0.000 0.390 Gen Y > Gen X 



64 
 

D. Mean and St. Dev, question 7-24 
 

Q Alt. Gen N Mean St.D.  Q Alt. Gen N Mean St.D. 

7 1-4 
Y 595 2.57 0.679  

22 1-5 
Y 537 1.45 0.856 

X 113 2.57 0.680  X 107 1.40 0.867 

8 1-4 
Y 594 2.51 0.762  

23_1 1-5 
Y 541 3.19 1.058 

X 113 2.65 0.729  X 107 2.96 1.157 

9 1-5 
Y 594 3.97 1.118  

23_2 1-5 
Y 541 3.06 1.161 

X 113 4.01 1.138  X 107 2.64 1.216 

10 1-4 
Y 591 1.98 0.689  

23_3 1-5 
Y 541 2.81 1.501 

X 113 1.98 0.756  X 107 2.62 1.371 

11 1-5 
Y 596 2.54 0.924  

23_4 1-5 
Y 536 2.95 1.248 

X 113 1.84 0.841  X 107 2.77 1.307 

12 1-5 
Y 596 2.19 1.128  

23_5 1-5 
Y 538 2.59 1.723 

X 113 2.16 1.222  X 107 2.55 1.750 

13 1-5 
Y 594 1.48 0.782  

23_6 1-5 
Y 539 3.45 0.893 

X 113 1.86 1.085  X 107 3.25 1.010 

14 1-4 
Y 596 1.53 0.806  

23_7 1-5 
Y 539 1.77 1.322 

X 113 1.75 0.969  X 107 1.75 1.367 

15 1-11 
Y 586 2.42 1.782  

23_8 1-5 
Y 540 1.77 1.325 

X 108 2.64 2.350  X 107 1.87 1.360 

16_1 1-5 
Y 594 3.85 1.140  

23_9 1-5 
Y 535 3.12 1.120 

X 112 3.43 1.145  X 107 3.07 1.130 

16_2 1-5 
Y 559 3.92 1.037  

23_10 1-5 
Y 533 2.76 1.744 

X 96 3.61 1.050  X 107 2.45 1.615 

16_3 1-5 
Y 595 2.62 1.467  

23_11 1-5 
Y 535 2.95 1.409 

X 112 2.57 1.374  X 107 2.70 1.567 

16_4 1-5 
Y 593 2.20 1.348  

24_1 1-5 
Y 536 2.20 0.878 

X 112 1.59 1.027  X 107 2.08 0.912 

16_5 1-5 
Y 594 4.04 0.930  

24_2 1-5 
Y 537 2.30 0.928 

X 112 2.29 1.062  X 107 2.26 0.984 

16_6 1-5 
Y 592 2.10 1.084  

24_3 1-5 
Y 536 3.59 1.053 

X 112 1.68 0.998  X 107 3.14 1.153 

16_7 1-5 
Y 595 3.36 1.389  

24_4 1-5 
Y 536 3.38 0.928 

X 112 2.63 1.388  X 107 3.30 0.983 

17 1-5 
Y 596 2.04 1.138  

24_5 1-5 
Y 535 3.44 1.143 

X 113 1.88 1.158  X 107 3.32 1.104 

18 1-5 
Y 596 1.23 0.581  

24_6 1-5 
Y 535 3.97 0.952 

X 113 1.35 0.778  X 107 3.92 1.001 

19 1-4 
Y 596 1.35 0.675  

24_7 1-5 
Y 536 2.62 1.150 

X 113 1.48 0.780  X 107 2.12 1.039 

20 1-5 
Y 596 2.52 1.336  

24_8 1-5 
Y 535 2.35 1.052 

X 113 2.24 1.351  X 106 1.96 0.846 
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E. Missing data comparison 
 
H# Hypothesis Interpretation Outcome 

H1 
Gen Y spends more time browsing apparel stores online 
than Gen X 

Gen Y>Gen X Accepted 

H2 Gen Y do less apparel e-purchases than Gen X Gen Y<Gen X Accepted 

H3 
Gen Y do more impulsive apparel e-purchases than Gen 
X 

Gen Y>Gen X Accepted 

H4 
External trigger cues affect Gen Y less than Gen X in 
impulsive apparel e-purchases 

Gen Y>Gen X Rejected 

H5 
Impulse buying tendency makes Gen Y e-purchase more 
apparel impulsively than Gen X  

Gen Y>Gen X Accepted 

H6 
Normative evaluation affects Gen Y more than Gen X in 
impulsive apparel e-purchases 

Gen Y>Gen X Accepted 

H7 
Internal factors affect Gen Y more than Gen X in 
impulsive apparel e-purchases 

Gen Y>Gen X Accepted 

 

H# Generation 
Mean - 

Original data 
Mean –  

New data Outcome 

H1 
Gen X 2.116 1.990 Decreased 
Gen Y 2.297 2.329 Increased 

H2 
Gen X 1.611 1.581 Decreased 
Gen Y 1.399 1.423 Increased 

H3 
Gen X 2.648 2.534 Decreased 
Gen Y 2.770 2.653 Decreased 

H4 
Gen X 2.678 2.441 Decreased 
Gen Y 2.910 2.750 Decreased 

H5 
Gen X 2.505 2.321 Decreased 
Gen Y 2.569 2.540 Decreased 

H6 
Gen X 2.869 2.837 Decreased 
Gen Y 3.180 3.000 Decreased 

H7 
Gen X 2.447 2.467 Increased 
Gen Y 2.676 2.605 Decreased 

 


