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Abstract :

The study aims to highlight the impact of consumer attributes and
situational factors on impulsive buying via the Internet, as the study developed an
electronic questionnaire list, and the study sample included 216 individuals who
made impulsive purchases via the Internet, and using the structural equations
modeling (SEM) method, the data was statistically processed and the study
hypotheses tested. Where it led to a statistically significant effect of all the
dimensions of the independent variables on achieving impulsive buying via the
Internet, and therefore the results of this study can be considered important as it
provides a framework for all companies' e-marketing managers and website
designers.

Keywords: Situational factors, consumer attributes, website quality, impulsive
buying ,Ease of use.
Jel Classification Codes: M30.M31.
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Behavior. European Journal of Marketing, VOL.47, n°10, p. 1713.

® Yongsoo .Ha, Y. (2020). The effects of shoppers’ motivation on self-service technology use
intention: Moderating effects of the presence of employee. Journal of Asian Finance, Economics and
Business,vol. 7 n°9,p.490.

® Badgaiyan, A. J., & Verma, A, (2015), “Does urge to buy impulsively differ from impulsive

buying behaviour? Assessing the impact of situational factors”, Journal of Retailing and

Consumer Services, Vol. 22, p. 147.

0| in, P.C. & Lin, Z. H. (2013). Buying Impulse Triggered by Digital Media. The Service Industries
Journal,vol. 33, n°10 ,p.897.

204



Algerian Scientific

MECAS ;> 2023 Ol [ 1 3441/19 widt

é}d\ 352 o

Hng Slatd Ipodiog Cratonndl o el Blasll Wilghy Catllylly plasza VI BLG L3 313 a a3el) 530
s Ll P éﬂj&hﬂ C’ﬁ’u 3355 (Sytms s Q@ plnd gé‘“ sl o )
Ay OB I Oall G O gy 3ine BT oW1 alagll 3yl plaseaaly bl su5 15 calisun) Uggw —
sl L 5ale SN L Y1 pe elad dboms pLA JMry 3grSINI @3l Bk bl dad) s NI g pldsind
BRSSPI Boe @ ALl 2ade wally 055 U8y 83mmie pE dyysh o3 Blas
Sloghas 539 a8 ¢ S AN SEY B ) Ol e IRV dsn 3 A Sloshall 355 pam 1 laghall B2 —
oSzl Ldlen o o8 (a8 Ragehag Hho Ol3g Buiitory B2 Slaglansdy 259580y JleeYl e & (o)l s
e Uiy el
aand Al BT e 2ol aat)l e oo i g 7SIV 3)lond) s el on gl ol Al tiesadly OLYY —
JeY Bl S e lgranald 2Ly Y1 355 Al OF LT (L5 g i) gl 2y asesdl L eonas
it e fety WSl Sldy Cadly asmy Jlam¥) e pdsnd) 3l s sl cig aSOY) 3ylnal) sty
M e o el Loy 093 T ol wlg o LeSiLingl Lonn 83Le] o plina¥l sl SULY) By Bosad
Bt SVl ol ks iy 2SI Sl Gl 3 34 Bl e
;i) Cilew 4.1

THRUIPEINY of D=Ll T2 ¢ ey CHVER- VN U W A cé\j.U\ R R LY gt S L) G:;LV oles
alaaly Sl sl,8 e Ryl W Jabit Slgzadl 2SN éy catl) alaalll bl Sl e ST 28601 5L Olhans
b e ) Sled) 5 Y QWL BUL1 T 15K OF st G jand) iy Sl S et
Joo gl Sl e By e galll Il Caniar OF S eS¢ 2aS0ly 535ly and) ST O3l e Eom b ¢
RRIURNIC IR RPSN VIS SR U B R PR VIV I PO R I R R VA
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