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Abstract— in the recent past, India has seen a large flow of 
money and companies in the field of e-commerce. FDI 
rules along with interests of several venture capitalists 
many companies have set up their operations in India. 
There are some who have started new ventures as well. 
However, in the field of e-groceries where a purchaser has 
a plethora of options to look for, little has been studied 
upon why products of low involvement are not always 
sought after, despite being an essential commodity. This 
paper looks at the products that are low in cognitive 
involvement and reasons why people purchase or do not 
purchase them online.  
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I. INTRODUCTION AND LITERATURE REVIEW 

Several research papers have focused on Impulse buying 
behavior in Retail stores. The advantage of such papers is that 
the outcomes of the papers can be translated to a retail 
environment depending upon the circumstance. In case of an 
online grocery store, impulse buying behavior can be the same 
like brick and mortar store or may not be. (Chan, Cheung, & 
Lee, 2016) have described impulse buying as hedonically 
complex buying behavior that is unplanned and compelling. 
The literature of marketing has also broadcasted a plethora of 
factors that stimulate impulse buying such as consumer 
characteristics, store characteristics, and product 
characteristics. (Chan et al., 2016).  
Some researchers have also focused on how impulsive buying 
process has affected compulsive buying. The results of a 
research paper by (Darrat, Darrat, & Amyx, 2016) said that 
consumers when are impulsive in their purchasing process 
may become more anxious which in turn could make them 
compulsive in their buying behavior. The paper also talked 
about how the escapist attitude of consumers could affect the 
conversion of anxiety to compulsive buying.  
To bring in some clarity about what is compulsive buying, a 
Greek word called Oniomania may be described. In greek 
Onios means something for sale and mania means insanity”. 
This could imply that many compulsive buyers are forced 
usually by sales promotions. There are many research papers 
that prove that most of the compulsive buyers have better idea 
about prices of products in stores, they are also among the 

ones who have better returns through sales promotions. These 
are the set of customers who are more likely to shop online as 
compared to non-compulsive buyers. (Kukar-Kinney et al., 
2012; Palan et al., 2011; Kukar- Kinney et al., 2009; Park and 
Burns, 2005; Roberts, 1998; d’Astous, 1990). As per some 
neurological research the activity of brain in decision making 
differs a lot between compulsive and non-compulsive buyers. 
(Raab et al., 2011), this could be the reason why many 
compulsive buyers don’t have control over their buying and 
probably get addicted. USA boasts to have a 5.8% of 
consumers who are compulsive buyers of which more than 
80% are Female (Koran et al., 2006). Between 1980 and 1990 
there has been many literature that talk upon compulsive 
consumption behavior. This phenomenon was researched and 
recognized then on. Faber and O’Guinn (1988) pushed on the 
fact that a good outcome could be expected from the findings 
of compulsive consumers. Valence et al. (1988) did research 
on the same and developed a scale for compulsive buying. 
Faber and O’Guinn (1992) also researched and bought out a 
descriptive measuring scale. There have been some negative 
side to the consumer behavior that has been the focus in the 
recent years. There are many studies that look out for 
compulsive behavior and their repercussions. Despite saying 
all this, we know of very few things that drive 
compulsiveness. (Ozer and Gultekin, 2015).” (Darrat et al., 
2016). 
On a different note a paper focusing on the characteristics of 
online versus traditional supermarket purchases of consumers 
brought about some specific insights. (Degeratu, 
Rangaswamy, & Wu, 2000) say that a consumer is more likely 
to be price sensitive online as compared to a brick and mortar 
store primarily because of more discounts being offered online 
at large. It also talked about how brand names are becoming 
more and more important for a certain category of products 
online. It  
Is based on the extent of information available to customers. It 
basically tries to convey the message that brands become more 
important online when less product information is available to 
customers. The researchers also added that sensory cues have 
less importance online as compared to an offline store. This is 
primarily because customers prefer factual information while 
online like price, contents, etc.  
While considering the market demographics of online grocery 
customers, (Elms, de Kervenoael, & Hallsworth, 2016) quote 



  

market research saying that customers who shop online are 
from households who own cars, live in the suburban and have 
dual income sources. They also say these people belong to the 
age group between 24 and 36 years. We also get an insight 
from the research that customers prefer shopping online 
primarily for its convenience and less effort required as 
compared to shopping in a retail store. (Morga- nosky and 
Cude, 2000a, 2000b; Rohm and Swaninathan, 2004; Liu et al., 
2011). 

 

II. CONCEPTUALMODEL 

 
The conceptual model is the popular Elaboration 

Likelihood model that talks about two methods of persuasion, 
the central and the peripheral. In the central route, a person 
may pursue a customer through cognitive methods whereas in 
the peripheral route, affective methods are looked for. This 
means a more emotional approach is looked out at the 
peripheral route.  

Another Conceptual model was created after looking at Self 
Image Congruency test. Based on all this the below Hypotheses 
were created. 

 

A. Hypothesis Development 

With the help of literature the following were the 
hypotheses that were formulated.  

• H1: E-mailers having high self-congruency can lead 
to high click through rates in comparison to E-mailers 
with less self-congruency 

• H2: E-mailers having high self-congruency can lead 
to high open rates in comparison to E-mailers with 
less self-congruency 

• H3: E-mailers that are high on affective involvement 
can have higher open rates. 

• H4: E-mailers that are high on affective involvement 
can have high click through rates.  

Self-Image Congruence is one mechanism through which 
retailer personality acts on consumer attitudes. It includes 
cognitive and affective assessments  

 

III. METHODOLOGY  

 

A. Data source 

For the purpose of this study, the data was collected from 
bigbasket.com. A series of data for several mailers sent by 
bigbasket to its customers were taken into account. These 

mailers were sent for the Indian Republic Day sale and also the 
Valentine’s Day sale. Based on the data that was collected 
from bigbasket, a field experiment was done with a large set of 
respondents to see if there is a correlation.  

IV. RESULTS AND DISCUSSIONS  

 A Chi-Square test showed the images having high 
congruency and involvement are significant 
different. 

 Based upon the research findings it was found that 
E-mailers having high self-congruency had high 
open rates.  

 It was also found out that the same E-mailers 
having high-self congruency had high click 
through rates as well 

 It was also found that E-mailers that had high on 
affective involvement had high open rates 

 E-mailers with high affective involvement also had 
high click through rates 

 

V. CONCLUSION 

With the above discussions and understanding, it could be 
concluded that products that are of low involvement could be 
persuaded for purchase through e-mailers that are high on 
affective involvement and high self-congruency.    

Subject Sent Deliver Open Open% Click Click%

bb flavors  Try out Republic 
day special tricolor recipes 

3320930 3318750 204791 6% 7112 3% 

Celebrate Triple Savings 
Bonanza! 

2797884 2796095 258799 9% 10388 4% 

Hurry!  Last 3 days up to 
50% off 

3318768 3316286 198827 6% 12455 6% 

Hurry!  Last day up to 50% 
off 

3317297 3315035 179462 5% 9841 5% 

Hurry!  Up to 50% Off + Get 
up to Rs 310 cash back 

3321344 3319185 204523 6% 13381 7% 

The biggest online sale. 
Groceries upto 50% OFF. 

3326408 3324171 228243 7% 16375 7% 

Triple your savings this 
Wednesday 

3325259 3323015 301876 9% 15072 5% 


