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Impulse control during the online shopping frenzy
in China: the role of consumer inertia
Jerry Yuwen Shiu 1, Guohang Wei1 & Hsiu-Hua Chang2✉

This study examined impulse control during an online shopping festival in China. The

research model integrated the flow theory into a Stimulus-Organism-Response (S-O-R)

framework to explore the direct and indirect impacts of positive eWOM on impulse buying;

the mediating role of consumer inertia was assessed as a risk-reduction strategy in impulse-

control intervention. The proposed model reasonably well fits the data; all hypotheses are

supported. The structural equation modeling results (n= 497) show that positive eWOM

contributes to impulse buying because of the online shopping frenzy. Simultaneously, the rise

of these stimuli also leads to reflective impulse control, and the three types of consumer

inertia can explain the transition from positive eWOM to impulse buying. Furthermore, the

affective and cognitive inertia enhance the dependence on the behavioral type after con-

tinuous stimulation with positive reinforcement. The findings imply consumer inertia helps

secure decision quality and alleviates impulse behavior. In addition, the behavioral inertia

generated by sustained affective and cognitive stimulation is essential to subsequent impulse

purchases associated with evolving brand loyalty. The study consequently offers some

suggestions for marketers to promote repeat purchases as well as potential lines of inquiry

for further research.
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Introduction
Research background. E-commerce is one of the most innovative
retail strategies that erode physical retail in the twenty-first cen-
tury. Electronic word-of-mouth (eWOM) communication effec-
tively influences consumers’ purchase decisions in the industry;
reviews and ratings have become the most popular way for cus-
tomers to find out about a brand or product online (Roy et al.
2021). For example, the Double Eleven event on 11 November,
known as “Singles’ Day,” is the most famous online shopping
festival with the most significant transaction in China. Like Black
Friday in the United States, this shopping frenzy has always
attracted online shopping because of its promotion activities, and
the trade continues to rise yearly. According to the 2020 report
from the Chinese Ministry of Commerce, China has become the
largest e-commerce market in the world, with its total revenue
reaching 37,210 billion RMB in 2020 from 26,100 billion RMB in
2016, representing a 6.3% annual increase rate (MOFCOM 2021).
The perceived utilitarian and hedonic motives from reading
positive online reviews or ratings urge consumers to buy impul-
sively in an online shopping frenzy (Baumeister 2002; Horvath
et al. 2015; Zhang et al. 2018). However, because of the cognitive
load of stimuli, it is necessary to re-examine impulse buying as
the sales of online marketing channels rise yearly (Shiu
2017, 2021).

Past research and current study contribution. In recent studies,
consumers’ self-control was found to resist urges that involve
attempts by individuals to restrain their desires, conform to rules,
and change how they think, feel, or act (Iyer et al. 2020). How-
ever, these studies have mainly focused on why consumers engage
in problematic buying and their self-regulation strategies to avoid
and distract from compulsive behavior or to control unnecessary
spending during shopping (Horvath et al. 2015). In contrast to
the previous goal of reducing the irrational impact on consumers’
finances, the current study makes an incremental contribution to
the theory of bounded rationality by examining the impulse-
control strategies that prudent shoppers or rational consumers
use more frequently in deliberate decisions. The rise of reviews or
ratings may resume the interrogation that leads to decision
postponement and reflective self-control, which aims to increase
the certainty that the purchase decisions will not fail (Ahmad
et al. 2022; Chevalier and Mayzlin 2006; Lamberton 2020; Shiu
2018, 2021). Particularly, consumer inertia is considered a rea-
sonable strategy in such a confusing scenario to deal with the
increasing stimuli from different sources, thereby avoiding poor
decisions (Shiu 2021). Therefore, this study is the first to explore
whether consumer inertia can be viewed as a risk-reduction
strategy to predict impulse control in an online shopping frenzy.
Specifically, an appraisal transformation framework was devel-
oped to assess whether and how three types of consumer inertia
(i.e., affective, cognitive, and behavioral inertia) can mitigate and
ease the transition from positive eWOM to impulse buying.

Study motivation and paper organization. For decades, the
Stimulus-Organism-Response (S-O-R) framework has depicted
past studies of purchase behavior in e-commerce, examining the
relationships between external/internal stimuli (e.g., marketing
information and consumer experience or knowledge), consumers’
reactions, and buying behavior (Chan et al. 2017). However, the
fast expansion of online shopping has provided people with many
choices; this can lead to too much information and make it dif-
ficult to process it all (Shiu 2021). Therefore, this study employs
flow theory within the S-O-R framework to investigate the effects
of stimuli on the flow experience of decision-makers. The inte-
grated model assessed whether consumer inertia predicts

complete engagement in an intrinsically rewarding activity that
can elicit optimal experience by narrowing the focus of attention
and filtering out extraneous stimuli (Csikszentmihalyi 2020).

The rest of this paper is organized as follows: Section “Theory
and hypotheses” summarizes a literature review on eWOM,
impulse buying, and the mediating effect of consumer inertia
between positive eWOM and impulse buying. Accordingly, we
developed a set of hypotheses and an integrated model combining
flow theory and the S-O-R framework in this section. The study
methods and results are then presented in Sections “Methods”
and “Results”. Finally, Section “Discussion” discusses its implica-
tions, limitations, and future research.

Theory and hypotheses
eWOM and impulse buying. Research on impulse buying in
social science began in the 1950s; the construct was associated
with unplanned buying. The early study mainly investigated
purchase decisions made by consumers after entering a retail
store (Silvera et al. 2008). The impulse behavior research exten-
ded to exploring people’s reactions to the stimuli that markedly
heighten emotional reactions (Iyer et al. 2020; Kim and Johnson
2016). Meanwhile, eWOM, engaged in spreading positive or
negative service experiences (Zhang, Omran et al. 2021; Wake-
field and Wakefield 2018), is a disseminating means in marketing
and must be considered an essential topic in the online shopping
era (Ahmad et al. 2022). Over the past decades, researchers have
examined the pros and cons of eWOM in online shopping on
short- and long-term judgments, as well as the influences of
consumers’ product involvement and purchase experiences on
the decisions (e.g., Abbasi et al. 2023; Ahmad et al. 2022; Hu and
Kim 2018; Kim and Johnson 2016; Lee et al. 2022).

Tsao and Hsieh (2015) found that eWOM, transmitted by
experts, celebrities, and other shoppers, can be more trusted than
the stimuli from marketers. As a result, most consumers are
accustomed to browsing reviews from other online users or
internet celebrities before shopping online. Although opposing
ratings are more potent in the marginal decrease of sales than
positive ones are in the additional increase of sales (Chevalier and
Mayzlin 2006; Verma and Dewani 2021), favorable consumers
with self-enhancement and enjoyment are likelier to send
recommendations that lead to impulse purchasing (Hu and
Kim 2018; Kim and Johnson 2016). Furthermore, the argument
quality of online reviews, characterized by perceived informa-
tiveness and persuasiveness, source credibility, and the number of
reviews, significantly affects consumers’ purchase intention
(Zhang et al. 2018).

In brief, the argument quality of online reviews, characterized
by perceived informativeness, persuasiveness, and credibility, can
affect consumers’ purchase intention. Those recommendations
cause self-control failure (e.g., conflicting goals and standards,
failure to keep track, or depletion of self-regulatory resources),
which leads to impulsive purchases (Baumeister 2002; Lamberton
2020; Zhang et al. 2018). This occurrence is widespread in online
shopping; therefore, the above discussion led us to form the
following hypothesis:

H1: Positive eWOM contributes to impulse buying.

Consumer inertia in the impulse-control intervention. How-
ever, positive eWOM growth is also critical for consumers to
resume reflective self-control, associated with re-examining the
negative side of the established belief systems (Chevalier and
Mayzlin 2006; Lamberton 2020; Vafeas and Hughes 2021).
Consumer inertia as a risk-reduction strategy will likely retake
charge in this appraisal transformation to cope with the rise of
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favorable reviews or ratings while embracing a new belief system
(Chevalier and Mayzlin 2006; Kuo et al. 2013; Shiu 2021).

In management literature, inertia is defined as “rigid behavior
and a reliance on past responses” (Vafeas and Hughes 2021). The
construct can be conceptualized as having cognitive, affective, and
behavioral aspects (Polites and Karahanna 2012). According to
Kuppens et al. (2010), affective inertia is the degree to which a
previous emotion can predict a person’s current emotional status,
and it is defined as an emotional change brought on by pressure.
In contrast, cognitive inertia consumes one’s mental resources in
choosing options (Bruyneel et al. 2006). The third type,
behavioral inertia, is what individuals always do without over-
thinking (Messner and Vosgerau 2010). The three types, taken
together, demonstrate the propensity of consumers to stick to the
habits or actions they adopt to respond rationally or irrationally
(Anderson and Srinivasan 2003; Polites and Karahanna 2012;
Shiu 2021; Shiu and Tzeng 2018).

A primary question is whether consumers can satisfy their
needs using heuristic shortcuts in impulse control. This
phenomenon relies on a particular condition when trading risks
for benefits possibly invites bad long-term outcomes or as an
alternative when self-control against impulsive purchases is vital
for more rewarding ones (Reyna and Farley 2006). In light of this,
consumer inertia is believed to be crucial for impulse-control
intervention. The following hypotheses about the mediating roles
of three dimensions of consumer inertia as risk-reduction
strategies were thus developed for the transition from positive
eWOM to impulse buying:

H2: Three types of consumer inertia mediate the relationship
between positive eWOM and impulse buying (i.e., H2a: affective
inertia, H2b: cognitive inertia, H2c: behavioral inertia).

The reciprocal influences among three types of consumer
inertia. Previous relevant studies have investigated e-commerce
adoption, focusing on users’ psychological influences (e.g.,
motivation, personality, and perception) (Al-Adwan et al. 2022).
With that focus, flow theory posits that complete engagement in
an intrinsically rewarding activity can elicit optimal experience
through the presence of consumers’ cognitive and affective states
(Csikszentmihalyi 2020; Ming et al. 2021). Individuals tend first
to recall items linked together in their memory of cognition and
affection in decision-making. When positive reinforcement is
most continuously activated, the habitual use of the belief system
will emerge from the genuine subconscious. As a result, beha-
vioral inertia represents a consistent repurchasing or re-
patronizing behavior for select products/services due to per-
ceived transition costs or psychological commitment (Anderson
and Srinivasan 2003; Huang and Yu 1999; Polites and Karahanna
2012; Seth et al. 2020). According to the above discussion,
ongoing affective and cognitive stimulation is what leads to
behavioral inertia. Thus, we put forth the following hypotheses:

H3: Behavioral inertia mediates the relationship between
affective inertia and impulse buying.

H4: Behavioral inertia mediates the relationship between
cognitive inertia and impulse buying.

Research model. The hypothesized model we developed from the
extant psychological research is illustrated in Fig. 1. The research
model integrated the flow theory into a S-O-R framework (Ming
et al. 2021; Shiu et al. 2023). Considering the cognitive load of
rising reviews or ratings, this study aimed to examine whether a
stimulus, such as positive eWOM, affects the flow experience that
can trigger the intrinsic states of organisms, including three types
of consumer inertia, leading to a response, such as impulse
buying. The investigation focused on the direct impact of positive

eWOM on impulse buying and the indirect effect of impulse
control by including three mediators in this relationship (i.e.,
affective, cognitive, and behavioral inertia). Moreover, two addi-
tional mediating effects of behavioral inertia in the relationships
between cognitive inertia and impulse buying and between
affective inertia and impulse buying were tested since the beha-
vioral habit likely stems from mental awareness and psychological
emotion. Finally, the integrated model was built to evaluate
consumers’ use of inertia as a risk-reduction/facilitating strategy
that explains the transition from positive eWOM to impulse
buying in an online shopping frenzy. Table 1 exhibits the most
relevant studies supporting the integrated model and each
hypothesis.

Methods
Sample and data collection. The online shopping festival has
become a popular marketing strategy in China. The Double 11
Shopping Festival, which Alibaba initiated in 2009, has become
the world’s largest online shopping festival that offers various
discounts and promotions. In this online shopping carnival,
personal involvement, informational incentives, and social influ-
ence effectively promote consumers’ impulse buying (Xu et al.
2017; Zhang, Shao et al. 2021). Therefore, the research context
complies with the scope of the research model associated with
eWOM and impulse buying to test the mediating role of con-
sumer inertia (Lucas 2003). Some shoppers who participated in
the Double Eleven shopping festival in 2020 were invited to our
online survey at two sampling stages (i.e., pre-test and formal
surveys). Recommended as a precursor to confirmatory factor
analysis (CFA) and structural equation modeling (SEM), the scale
items were examined using an exploratory factor analysis (EFA)
for major revision and purification in pre-test surveys (Hair et al.
2018). Ultimately, 497 valid responses using convenience sam-
pling were collected in the formal study; this number of responses
exceeded a minimum sample size of 200 for the subsequent
analytical steps, including CFA and SEM (see the research flow-
chart in Fig. 2).

Table 2 describes the participants’ profiles. Total valid
respondents n= 497; 62.8% of the respondents were female,
and 37.2% were male. 76.4% were under 34 years of age. 75.8%
held junior college or undergraduate degrees, and 66.2% were

Fig. 1 Hypothesized model. The research model integrated flow theory into
a S-O-R framework. The study looked at how a stimulus—in this case,
positive eWOM—affects the sensation of flow, which can cause three
different types of consumer inertia and, ultimately, a response—in this case,
impulse buying—by evoking the intrinsic states of an organism.
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Table 1 Most relevant studies to model and hypotheses.

Model/hypotheses Description Sources

Integrated model A combination of the S-O-R framework and flow theory. Ming et al. (2021) and Shiu et al. (2023)
H1 The direct impact of positive eWOM on impulse buying. Baumeister (2002), Lamberton (2020) and Zhang et al.

(2018)
H2a–c The indirect effect of positive eWOM impulse buying: mediation of

consumer inertia.
Chevalier and Mayzlin (2006), Kuo et al. (2013) and Shiu
(2021)

H3 and H4 Interactions among three types of consumer inertia and the
evolution under continuous stimulation.

Csikszentmihalyi (2020), Ming et al. (2021), Polites and
Karahanna (2012)

Fig. 2 Research flowchart. This flowchart illustrates the procedure and steps involved in measure development, model fit/quality verification, and
hypothesis testing. EFA exploratory factor analysis, CFA confirmatory factor analysis, SEM structural equation modeling.
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office workers (e.g., government employees, state-owned enter-
prise staff, and private enterprise workers). All income levels
range from 22.5% to 27.4%. The sample profile has some degree
of representation of current online shoppers in China; moreover,
a biased sample can still be a reasonable estimate because most
demographics were not missing out on sampling (Hair et al.
2018).

Measures. The Double Eleven event scenario has been adapted to
investigate the research theme associated with eWOM and
impulse behavior. The questionnaire included five variables:
positive eWOM, three types of inertia, and impulse buying. Each
item was measured on a five-point Likert scale (1 = strongly
disagree to 5 = strongly agree). The Cronbach’s alphas for all
constructs ranged from 0.76 to 0.79, and the 20-item scale was
0.94, indicating acceptable internal consistency (Hair et al. 2018).

The items used in the study were adopted from the extant and
relevant literature (see measures in the Supplementary Appendix).
Four items were adapted from Chevalier and Mayzlin (2006) to
measure positive eWOM (α= 0.79). To measure consumer inertia,
three dimensions (i.e., affective, cognitive, and behavioral inertia)
were measured each by four items adapted from Kuppens et al.
(2010), Messner and Vosgerau (2010), and Anderson and
Srinivasan (2003) (α= 0.78, 0.76, and 0.78, respectively). Lastly,
we used four items adapted from Rook and Fisher (1995) to
measure impulse buying tendency (α= 0.78). Several demographic
characteristics were controlled in the SEM analysis, such as gender,
age, level of education, occupation, and monthly income.

Results
CFA-reliability and validity. We used standardized factor load-
ings (SFLs) from the measurement model with the suitable model
fit to assess the composite reliability (CR) and average variance
extracted (AVE). Tables 3 and 4 present the reliability and
validity analysis results, respectively.

Table 3 shows that positive eWOM has a CR value of 0.86;
affective inertia, 0.86; cognitive inertia, 0.85; behavioral inertia,

0.86; and impulse buying, 0.86. All values of CR and each
construct’s SFLs exceed the minimum requirement of 0.70,
indicating good construct reliability (Hair et al. 2018).

Table 4 shows the key variables’ mean, standard deviations,
and Pearson correlations. Positive eWOM, three types of
consumer inertia, and impulse buying are closely correlated (r
raged from 0.63 to 0.71); all correlations are significant at the 0.01
level. The results also show satisfactory convergent and
discriminant validities because all AVE exceed 0.50, and each
square root of AVE located along the diagonal (in boldface) is
greater than the corresponding correlations in the off-diagonal
(Hair et al. 2018).

Model fit. We conducted CFA and SEM for the measurement
and structural models. Table 5 displays the assessment of model
fit indices, suggesting both measurement and structural models
were favorable because χ2/df was below 3, the goodness-of-fit
index (GFI) was above 0.90, the comparative fit index (CFI) and
incremental fit index (IFI) were above 0.95, and standardized root
mean square residual (SRMR) and root mean square error of
approximation (RMSEA) were below 0.05 (Hair et al. 2018).

Path analysis. Structural equation modeling was used to con-
struct simultaneous regression paths and test the hypothesized
model (see results in Table 6). Following a similar practice
recommended, the SEM analyzed mediation when consumer
inertia was introduced in the relationship between positive
eWOM and impulse buying. The results show positive eWOM
contributed to impulse buying (β= 0.14, p < 0.01). Thus, H1 is
supported. Furthermore, as a result of having H1 supported,
affective inertia partially mediated the relationship between
positive eWOM and impulse buying because both relationships of
positive eWOM−affective inertia (β= 0.70, p < 0.001) and
affective inertia−impulse buying (β= 0.21, p < 0.001) were found
significant. This result indicates that H2a is partially supported.
Similarly, cognitive inertia also partially mediated the relationship
because both positive eWOM−cognitive inertia (β= 0.65,
p < 0.001) and cognitive inertia−impulse buying (β= 0.39,
p < 0.001) were found significant. Thus, H2b is partially sup-
ported. Also, behavioral inertia partially mediated the relationship

Table 2 Sample profile.

Demographic
variables

Items Frequency (%)

Gender Male 185 37.2%
Female 312 62.8%

Age Under 25 203 40.8%
25–34 177 35.6%
35–44 115 23.2%
45+ 2 0.4%

Education Up to high school 72 14.5%
Junior college 194 39.0%
Undergraduate 183 36.8%
Graduate+ 48 9.7%

Occupation Student 45 9.1%
Government employee 95 19.1%
State-owned enterprise
staff

98 19.7%

Private enterprise worker 136 27.4%
Freelance 76 15.3%
Others 47 9.4%

Monthly income (US
$)

Up to 770 112 22.5%

771–1230 125 25.2%
1231–1850 124 24.9%
1851+ 136 27.4%

n= 497.

Table 3 CFA-reliability.

Constructs Items SFL CR

Positive electronic word-of-mouth
(eWOM)

eWOM1 0.788 0.861
eWOM2 0.785
eWOM3 0.754
eWOM4 0.792

Affective inertia
(AI)

AI1 0.793 0.859
AI2 0.799
AI3 0.803
AI4 0.708

Cognitive inertia
(CI)

CI1 0.758 0.848
CI2 0.762
CI3 0.780
CI4 0.750

Behavioral inertia
(BI)

BI1 0.756 0.861
BI2 0.789
BI3 0.809
BI4 0.763

Impulse buying
(IB)

IB1 0.796 0.859
IB2 0.759
IB3 0.784
IB4 0.771

SFL standardized factor loading, CR composite reliability.
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because both positive eWOM−behavioral inertia (β= 0.22,
p < 0.001) and behavioral inertia−impulse buying (β= 0.17,
p < 0.001) relationships were found significant. Thus, H2c is
partially supported.

In addition, two mediating effects of behavioral inertia between
affective inertia and impulse buying and between cognitive inertia
and impulse buying were also assessed. The results showed that
behavioral inertia was the partial mediator between affective
inertia and impulse buying because all relationships among
affective inertia, behavioral inertia, and impulse buying were
found significant (β= 0.39, p < 0.001; β= 0.17, p < 0.001;
β= 0.21, p < 0.001, respectively). Thus, H3 is partially supported.
Similarly, behavioral inertia was also the partial mediator between
cognitive inertia and impulse buying because all relationships
among cognitive inertia, behavioral inertia, and impulse buying
were found significant (β= 0.25, p < 0.001; β= 0.17, p < 0.001;
β= 0.39, p < 0.001, respectively). Thus, H4 is partially supported.

Model power. Hair et al. (2018) suggested that the R2 values of
0.01, 0.09, and 0.25 can be used as threshold values to demon-
strate predictive power. As for the explained variances, the

proposed model showed excellent squared multiple correlations
(R2) for the dependent variables (above 0.25), such as affective
inertia (AI: R2= 0.49), cognitive inertia (CI: R2= 0.42), beha-
vioral inertia (BI: R2= 0.53), and impulse buying (IB, R2= 0.58).
These results suggest that large impacts on the endogenous
variables were captured in the hypothesized model (see Fig. 3).
The R2 values indicated a good explanation of the model building,
and more than 50% of the variance in impulse buying could be
explained.

Discussion
The study used a survey-based approach to collect data from a
sample of Chinese consumers participating in an online shopping
festival. The survey included questions about positive eWOM,
consumer inertia, and impulse buying behavior. The data were
analyzed using structural equation modeling to examine the
mediating role of consumer inertia in the relationship between
positive eWOM and impulse buying. The empirical results show
that positive eWOM can lead to impulse buying directly (H1),
simultaneously through the mediating effects of affective-, cog-
nitive-, and behavioral-based inertia (H2a, H2b, and H2c,
respectively). In addition, the affective and cognitive styles
enhance the dependence of behavioral inertia on impulse buying
under continuous stimulation (H3 and H4, respectively).

Theoretical implications. This study contributes to the literature
by providing a comprehensive understanding of the mediating
role of consumer inertia in the relationship between positive
eWOM and impulse buying. The above results demonstrated
some academic implications for understanding consumers’
rational and irrational choices in an online shopping frenzy.
Consistent with the existing literature, positive eWOM influences
shoppers’ information adoption in decision-making, thereby
contributing to the impulse behavior of consumers. However, we
show for the first time that the rise of positive eWOM also leads
to reflective impulse control. Consumer inertia is an effective risk-
reduction strategy to reduce the cognitive load of stimuli from the
increasing positive eWOM. The risk-reduction approach helps
consumers make more rational online shopping decisions (Shiu
2021).

Managerial implications and recommendations. Furthermore,
the findings of this study can help marketers better understand
the role of consumer inertia in impulse buying and provide
insights into how to manage impulse buying during online
shopping festivals. Two main managerial implications emerge.
First, positive eWOM is significant for making remarkable sales
records during an online shopping festival since time constraints
often restrict consumers’ options. As a result, online shoppers
have no choice but to rely on favorable reviews or ratings from
other users or internet celebrities (Verma and Dewani 2021).
Accordingly, e-retailers may optimize their marketing strategies
by improving the quality of their products and online customer

Table 6 Simultaneous regression paths.

Structural paths SRW p-values

eWOM →AI 0.700 0.000(***)
eWOM →CI 0.652 0.000(***)
eWOM →BI 0.215 0.000(***)
eWOM →IB 0.144 0.003(**)
AI→IB 0.205 0.000(***)
CI→IB 0.386 0.000(***)
BI→IB 0.170 0.000(***)
AI→BI 0.391 0.000(***)
CI→BI 0.245 0.000(***)

SRW standardized regression weights, eWOM positive electronic word-of-mouth, AI affective
inertia, CI cognitive inertia, BI behavioral inertia, IB impulse buying.
*p < 0.05; **p < 0.01; ***p < 0.001 (two-tailed).

Table 5 Model fit.

Fit
indices

Thresholds Measurement
model

Structural
model

Favorable Acceptable

χ2/df <3 3.00–5.00 1.163 1.162
GFI >0.90 0.80–0.90 0.964 0.964
CFI >0.95 0.90–0.95 0.992 0.992
IFI >0.95 0.90–0.95 0.992 0.992
SRMR <0.05 0.05–0.08 0.027 0.028
RMSEA <0.05 0.05–0.08 0.018 0.018

χ2/df chi-square to the degree of freedom, GFI goodness-of-fit index, CFI comparative fit index,
IFI incremental fit index, SRMR standardized root mean square residual, RMSEA root mean
square error of approximation.

Table 4 CFA-validities.

Constructs Mean SD AVE eWOM AI CI BI IB

eWOM 3.887 0.714 0.608 0.780
AI 3.912 0.706 0.603 0.700** 0.777
CI 3.830 0.680 0.582 0.652** 0.682** 0.763
BI 3.831 0.735 0.608 0.635** 0.693** 0.638** 0.780
IB 3.869 0.740 0.605 0.633** 0.672** 0.712** 0.637** 0.778

eWOM positive electronic word-of-mouth, AI affective inertia, CI cognitive inertia, BI behavioral inertia, IB impulse buying, SD standard deviation, AVE average variance extracted.
*p < 0.05; **p < 0.01 (two-tailed).
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services to elicit positive evaluations. Second, consumer inertia
reforms the transition from positive eWOM to impulse buying
into more confident decision-making. The behavioral inertia,
which emerges from ongoing affective and cognitive stimulation,
ultimately coheres to impulse buying of one brand later. There-
fore, marketers need to develop customers’ brand trust and loy-
alty by highlighting the importance of online reviews.

Social implications and solutions. However, the findings also
reveal at least two social implications. Given that consumer
inertia partially mediates the positive eWOM–impulse buying
relationship for prudent buyers, impulse buying may still be
problematic in an online shopping frenzy if consumers have no
prior experience (Lee et al. 2022; Shiu 2017). That is because the
affective facet of impulsive behavior is susceptible to interpersonal
and social influences, and the cognitive aspect is incapable of
identifying fraudulent reviews. Public policy and social marketing
are two possible solutions for reducing inappropriate impulse
purchases (Silvera et al. 2008).

Limitations and future research. Our research has contributed to
understanding inertia as a risk-reduction strategy and consumers’
self-control that mediates and explains the affective, cognitive,
and behavioral processes associated with impulse buying trig-
gered by positive eWOM. However, some restrictions may pro-
vide future research direction and further improvement potential.
One limitation is that this study investigated the conceptual
model within the e-commerce context in China. This integrated
model also needs empirical validation across various e-commerce
platforms and countries. In addition, many triggers might affect
impulse buying; however, only the effect of positive eWOM was
considered and investigated in this study. Notably, the other
internal and external factors contributing to impulsive buying
behavior, such as traits, motives, and marketing stimuli, should be

included in future research to understand consumers’ self-control
behavior (Iyer et al. 2020). Moreover, since rational decision-
making cannot select wisely among similar options in a confusing
setting (Shiu 2021), future research should therefore examine the
moderating effect of consumer confusion on the relationships
between consumer inertia and impulse buying, as well as between
positive eWOM and impulse buying, as online marketing channel
sales increase yearly. Last but not least, it will also be worthwhile
for marketers and researchers to explore viable strategies (e.g.,
service failure/recovery) for dealing with the expectancy violation
of consumers at the post-decision stage (Yang and Mundel 2022;
Wakefield and Wakefield 2018).

Data availability
The data supporting this study’s findings are available from the
corresponding author upon reasonable request.
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