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Abstract
The purpose of this research is to analyze the effects of time pressure perceived by users of the airport duty-free
shop on impulsive purchasing behavior, satisfaction, and repurchase intention. For the purpose, we have carried
out a questionnaire survey with users of the duty-free shop at the Incheon International Airport who are waiting
to get on-board after purchasing duty-free goods at the airport duty-free shop as target. A total of 203
questionnaires were analyzed using structural equation modeling. As a result of the analysis, time pressure turned
out to have a significant effect on impulsive purchasing behavior and repurchase intention, and satisfaction
turned out to have a positive effect on repurchase intention. On the other hand, the effect of impulsive purchasing
behavior on satisfaction and repurchase intention turned out to be insignificant statistically.
Keywords: airport duty-free shop, time pressure, impulsive purchasing behavior, satisfaction, repurchase
intention
1. Introduction
At the Incheon International Airport (IIA), more than 60% of its total sales come from non-aviation revenues, of
which the greatest portion of the sales is occupied by the airport duty-free shop. This can be attributed to the
growing trend of Koreans and foreign tourists from China and Japan which constitutes an 85% of the sales of the
duty-free shop with high propensity for consumption. For the reason described above, the duty-free shop of the
IIA is expected to maintain continuous growth at 7% of average annual growth until 2020 based on the future
increase in aviation demand. Thanks to this growth, the duty-free shop of the IIA is already operating a number
of promotion projects for sales increase such as discount, coupon, and membership system. But due to short
shopping time in comparison to city-based duty-free shops, there is a need for concrete studies on time pressure
which is an important factor for sales increase in the future.
Customers who use the airport duty-free shop tend to feel considerable time pressure for shopping due to tight
aircraft boarding time. Therefore, it is very important to grasp the effect of time pressure perceived by users of
the duty-free shop due to limited shopping time and to analyze the effect it has on satisfaction and repurchase
intention. Accordingly, an attempt is made in this research to grasp paths of impulsive purchasing behavior and
repurchase intention caused by time pressure and examine inter-relations among these factors in an effort to
derive implications that can be applied in establishing an operation strategy of the airport duty-free shop.
2. Theoretical Background
2.1 Time Pressure and Impulsive Purchasing Behavior
Howard & Sheth (1969) have defined time pressure as the state in which consumers feel shortage of time while
involved in purchasing and consuming behavior from the perspective of consumer behavior. Solomon (2012) has
defined it as a subjective psychological state of consumers who feel time poverty. Umesh et al. (1989) have
discovered that consumers who are sensitive about time purchase a large quantity of goods at one time to reduce
the time they stay at a store and the number of shopping time. The easier is access of consumers to the location
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of a store, its facilities and its form, urgency of consumers toward time who are being pressed for time is reduced
and quality of their shopping experience is increased (Herrington, 1995). Because of this, the degree of time
pressure appears differently based on individual and situational characteristics (Rastegary & Landy, 1993). In
this research, time pressure can be understood as a psychological state in which users of the airport duty-free
shop feel shortage of time available to them for shopping. Dhar & Nowlis (1999) have identified appearance of
salient characteristics in consumers under time pressure, and this is because consumers use more heuristic under
situations of time constraints to simplify their cognitive task. For this reason, when there are time restraints, there
is a good possibility that consumers would purchase goods impulsively as there is little likelihood to search for
information and process them (Brehm, 1966).
Impulsive purchasing refers to the behavior of immediate purchasing in a state where purchasing was not
intended before consumers enter into a sales outlet (Rook & Fisher, 1995). It is a shopping action that appears
immediately in response to a particular situation and atmosphere and which is hard to control for consumers.
Vohs & Faber (2007) claimed that the phenomenon of impulsive purchasing occurs more frequently when
consumers react to various factors emotionally in a shopping environment. Impulsive purchasing includes both
unplanned purchasing and unintended purchasing before consumers visit a sales outlet (Faber & O’Guinn, 1992;
Stern, 1962). As characteristics of impulsive purchasing, it occurs often when subsequent result after purchasing
is not considered, and the required time between the time when consumers find an item to purchase and the time
when they actually purchase is short (Rook & Fisher, 1995). In other words, consumers make an instant decision
due to a sudden desire to possess a commodity (Lee & Kacen, 2008). In this research, impulsive purchasing can
be defined as purchasing behavior that occurs with no regard to a purchasing plan due to a shopping desi re on
the part of consumers which was stimulated by a shopping environment of the airport duty-free shop (Hodge,
2004). Hausman (2000) claimed that impulsive purchasing is basically not an action intended to achieve a
particular objective. Rather, it is an action that can evoke repurchase intention and satisfaction by itself since it
engenders hedonic fulfillment. Gardner & Rook (1988) have stated that, in impulsive purchasing, there co-exist
contrasting emotions since consumers are satisfied after impulsive purchasing while they feel certain sense of
guilt at the same time. According to Xiao (2012), in the case of impulsive purchasing too, satisfaction with the
result of one’s decision can be great even though it is not a rational purchase.
2.2 Satisfaction and Repurchase Intention
Customer satisfaction, an overall evaluation that is based on accumulated experience of repeated purchasing, has
attracted steady attention as a major means of loyalty management in marketing (Szymanski & Henard, 2001).
That is, as a variable that plays an important role in enabling customer maintenance and in bringing about
profitability, customer satisfaction is regarded as a practical scale that is used to evaluate corporate development.
In this research, it was defined as an evaluation for subjective satisfaction perceived on the goods purchased at
the airport duty-free shop and the particular shopping environment. The fact that customer satisfaction is a
precondition for loyalty that encompasses repurchase, service maintenance, and positive word of mouth is
already verified by existing studies (Lam et al., 2004). Furthermore, it was already proved that the customers
who are satisfied with a particular good or service often entertain the intention to repurchase or influence others
by way of favorable communication (Kristensen et al., 1999).
Repurchase intention not only has a great effect on corporate record, it often serves as an important resource for
competitive advantage. Oliver (2014) have noted that it is an intention to use the service provided again on the
part of a purchaser based on past experience. According to Biong (1993), repurchase intention is closely related
to both actual repurchasing behavior and a long-term strategy for maintaining customers, and as such it is treated
importantly in marketing together with customer satisfaction (Hof et al., 2000). In this research, repurchase
intention signifies a personal judgment as to the possibility of repurchase from the airport duty-free shop that
provided goods and services in the past.
2.3 Research Model and Hypotheses
In order to analyze the effects of time pressure within an airport duty-free shop, a model was designed and
analyzed in this research on relationships among time pressure, impulsive purchasing behavior, satisfaction, and
repurchase intention <Figure 1>. Research hypotheses are marked with arrows, and all hypotheses are set up as a
positive entity.
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Figure 1. Conceptual model
3. Methodology
In order to analyze hypotheses of this research empirically, we have derived questionnaire items based on factors
related to preceding studies, and carried out a pilot-test with 52 users of the duty-free shop at IIA who have
completed shopping and were waiting to get on-board at the boarding lounge as target. And based on an analysis
of preliminary survey results, we have drawn up the final questionnaire with modifications on the form of
questionnaire construction and certain items in an effort to facilitate understanding of the respondents and
enhance reliability and validity by variable. Measurement items that have been used in this research are as shown
in Table 1, and each item is displayed in such a way that [Very much so (5) – Not very much so (1)] can be
marked using a 5-point Likert scale <Table 1>.
Table 1. Measurement items
Time
pressure

Impulsive
purchasing
behavior
Satisfaction

Repurchase
intention

When shopping at the duty-free shop, I had to finish shopping hurriedly.
When shopping at the duty-free shop, I had to finish shopping under time pressure.
When shopping at the duty-free shop, I did not have sufficient time for shopping.
When shopping at the duty-free shop, I finished shopping hurriedly.
I did not have a plan to purchase at the airport duty-free shop, but there are goods that I
purchased impulsively.
I have goods purchased impulsively in addition to the goods I originally planned to purchase
at the airport duty-free shop.
I am satisfied overall on the duty-free shopping this time.
I am satisfied with the duty-free goods purchased at the duty-free shop overall this time.
I am satisfied with my shopping at the duty-free shop this time.
I intend to repurchase duty-free goods at the airport duty-free shop in the future.
I would like to purchase again at the airport duty-free shop next time.

* Note: Five-point Likert scale
Sample for survey target was chosen from among Korean passengers who have completed shopping at the
duty-free shop of IIA that has maintained the top rank in sales among airport duty-free shops in the world since
2011 and were waiting to get on-board at the boarding gate after completing their shopping. The questionnaire
survey was carried out for about 2 weeks from June 15 to June 23, 2013. A total of 253 copies of the
questionnaire were distributed and 211 copies were recovered. But for final analysis, only 203 copies were used
excluding those that contained insincere answers or unanswered items. General characteristics of the sample are
as shown in <Table 2>.
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Table 2. Sample Characteristics
Division
Sex

Male
Female
Age
20～29 years old
30～39 years old
40～49 years old
50～59 years old
60 years old or older
Shopping time
Less than 10 minutes
11～20 minutes
21～30 minutes
31～40 minutes
41～50 minutes
51～60 minutes
1 hour～Less than 1.5 hour
1.5 hour～Less than 2 hours
2 hours or longer
Amount of
Less than 100,000 won
shopping
110,000～150,000 won
160,000～200,000 won
210,000～250,000 won
260,000～300,000 won
310,000～350,000 won
360,000～400,000 won
410,000～450,000 won
460,000～500,000 won
510,000 won or more
Number of total valid respondents

Frequency(Persons)
102
101
30
72
36
40
25
11
22
41
40
19
21
28
12
9
47
14
24
18
23
17
13
9
12
26
203

Ratio (%)
50.2%
49.8%
14.8%
35.5%
17.7%
19.7%
12.3%
5.4%
10.8%
20.2%
19.7%
9.4%
10.3%
13.8%
5.9%
4.4%
23.2%
6.9%
11.8%
8.9%
11.3%
8.4%
6.4%
4.4%
5.9%
12.8%
100.0%

4. Empirical Results
In this research, before verifying hypotheses using a structural equation model, we have carried out a reliability
analysis and a validity analysis of measurement concepts. As a result of confirmatory factor analysis, values for
model fit indexes turned out to be x^2(38) of 67.661, p = 0.002; RMR = 0.028; GFI = 0.942; AGFI = 0.9; TLI =
0.977; CFI = 0.984. That is, model fit index for each turned out to be suitable to adoption level, suggesting that
the model of this research is quite suitable to the data. Squared Multiple Correlation (SMC) values turned out to
be 0.7 or above for all measurement variables, and values for standardized loadings also turned out to be 0.8 or
above <Table 3>.
Table 3. Result of Confirmatory Factor Analysis
Factor
Time pressure

Impulsive
purchasing
behavior
Satisfaction
Repurchase
intention

Variable
Time pressure -1
Time pressure -2
Time pressure -3
Time pressure -4
Impulsive purchasing
behavior -1
Impulsive purchasing
behavior -2
Satisfaction -1
Satisfaction -2
Satisfaction -3
Repurchase intention
-1
Repurchase intention
-2

SMC
0.861
0.905
0.82
0.788
0.738

Standardized Loading
0.928
0.951
0.906
0.888
0.859

Loading
1.07
1.118
1.000
1.036
1.000

C. R.
21.893
23.38
Fix
19.932
Fix

0.832

0.912

1.093

6.197

0.715
0.875
0.832
0.825

0.845
0.936
0.912
0.908

1.000
1.107
1.096
1.000

Fix
17.873
17.156
Fix

0.799

0.894

1.048

12.588

*Note: Values in parentheses are critical ratios and all the values are significant (p< 0.001)
As a result of validity analysis using Average Variance Extracted (AVE) and construct reliability, values for most
measurement item analyses turned out to be suitable to adoption level <Table 4>. Internal consistency was
secured as construct reliability was 0.851 or above, and convergent validity was secured among measurement
variables used in this research since AVE values also turned out to be 0.785 or above. Discriminant validity also
proved to be secured since average values for each factor turned out to exceed squared value of correlation
coefficients.
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Table 4. Results of Construct Validity Analyses (Construct Reliability, AVE)
Variable

Construct
Reliability

Time Pressure

0.945

Average
Variance
Extracted
0.844

Time Pressure
Impulsive
Purchasing
Satisfaction
Repurchase
Intention

Impulsive
Purchasing

Satisfaction

0.851

0.785

0.102

1

0.945

0.807

0.002

0.000

1

0.920

0.812

0.045

0.021

0.350

Repurchase
Intention

1

1

After completing a confirmatory factor analysis, verification was carried out for the structural equation model
based on covariance matrix among factors using maximum likelihood method. As a result of verification, values
for model fit indexes turned out to be χ2 = 44.573, DF = 37, CMIN/DF = 1.205, RMR = 0.028, GFI = 0.963,
AGFI = 0.934, NFI = 0.977, RFI = 0.966, IFI = 0.996, TLI = 0.994, CFI = 0.996, RMSEA = 0.032. As these
values were above adoption level, the model used in this research was verified to be suitable. Verification results
of the hypotheses are as shown in <Table 5>.
Table 5. Verification Results of Hypotheses
Hypothesis
H1
H2
H3
H4
H5
H6

Path
Time pressure → Impulsive purchasing behavior
Time pressure → Repurchase intention
Time pressure → Satisfaction
Impulsive purchasing behavior → Repurchase
intention
Impulsive purchasing behavior → Satisfaction
Satisfaction → Repurchase intention

Estimate
0.311***
0.16*
0.049

C. R.
3.863
2.407
0.624

S. E.
0.082
0.053
0.06

Result
Supported
Supported
Rejected

0.089

1.292

0.055

Rejected

-0.002
0.583***

-0.027
8.221

0.061
0.075

Rejected
Supported

Note: * p < 0.05, *** p < 0.01.
Regarding the effect of time pressure on impulsive purchasing behavior, standardized estimate value turned out
to be 0.311, and C.R value turned out to be 3.863. Regarding the effect of time pressure on repurchase intention,
standardized estimate value turned out to be 0.016, and C.R value turned out to be 2.407. From this, it is clear
that hypotheses H1 and H2 are supported. When information that boarding time is imminent is given, it evokes a
strong temptation in the minds of passengers to purchase goods as their attentiveness is raised. This discovery
serves as an empirical evidence for the elaboration likelihood model of Cacioppo & Petty (1980) who claimed
that, when information processing ability of consumers is restrained by time pressure, tendency to purchase
goods based on price, brand or explanations of a sales personnel is heightened. On the other hand, the effect of
time pressure on satisfaction turned out to be not significant statistically. This result is identical with that of Lee’s
analysis (2010). When time pressure is high, information and time that are necessary for purchase decision is not
sufficient, causing confusion in decision making. This explains post-purchase regret and dissatisfaction.
The effect of impulsive purchasing behavior on repurchase intention turned out to be not significant statistically.
On the other hand, regarding the relationship between satisfaction and repurchase intention, standardized
estimate value turned out to be 0.583, and C.R value turned out to be 8.221, both of which are statistically
significant. It is not that users of the airport duty-free shop feel satisfaction through time pressure and impulsive
purchasing. Rather, it is that, when their expectation for the airport duty-free shop is exceeded, they feel more
satisfaction which leads to repurchasing.
5. Conclusion
This research has academic significance in that it analyzes the relationship between time pressure that is
important in establishing an operation strategy of the airport duty-free shop, which is characterized by short and
limited shopping time, and impulsive purchasing behavior. This research has confirmed that time pressure is an
antecedent variable for impulsive purchasing behavior, satisfaction, and repurchase intention as it functions as a
stimulation factor, and contributed to broadening of the research by verifying inter-relationships among them. As
a result of this research, time pressure turned out to have positive effects on impulsive purchasing and repurchase
intention. Based on this kind of result, there is a need to apply time pressure marketing that is mainly employed
in home shopping to the airport duty-free shop that has similar conditions. As is well known, obsession on
decision making is one of the basic characteristics of Korean people due to hot temper. If time pressure
marketing is applied, the possibility that it could lead to actual purchasing would be enhanced that much.
Therefore, there is a need for IIA to utilize this stimulation factor more actively in its effort to come up with a
new strategy
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Despite these implications, however, this research has the following limitations to be overcome before we can
propose a direction for future research. First, the sample of this research was limited to Korean users which
preempted consideration of overall distribution of users that includes foreigners. Hence, in the future,
comprehensive research that includes foreigners who use the airport duty-free shop would be needed. Second, in
this research, the concept of time pressure perceived by users of the airport duty-free shop is defined as one that
is based on one’s subjective judgment with no regard to actual shopping time of users who feel the time pressure
or the amount of shopping involved. Hence, in the future, empirical research would be needed that takes time
pressure, shopping time, and amount of shopping into consideration. Also, as external factors that induce
impulsive purchasing, not only time pressure but diverse other variables should also be taken into consideration.
If these limitations can be complemented by overall grasp of actual situations in conducting a questionnaire
survey, the result of present research can be utilized more usefully including theoretical extension.
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