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Abstract: As well as bringing convenience to consumers, online shopping also represents an enormous 

business opportunity. In online shopping, the Double 11 shopping festival (hereafter Double 11) organized 

by China’s Alibaba has set records and has continued to grow rapidly for the last 10 years. To understand 

this phenomenon, this study adapted self-determination theory to explore customers’ motivation and 

perceived values with respect to Double 11. This study focused on people who live in China who shopped 

during the China Double 11 Carnival Shopping Festival in 2018. A total of 399 validated data were collected 

and then confirmatory factor analysis with structural equation model was conducted. The results of the 

study show that purchase amotivation is not significantly related to, but extrinsic purchasing motivation is 

positively related to hedonic value and social value. Moreover, continuance intention to purchase can be 

positively predicted by hedonic value and social value. With a better understanding of these results, 

managers operating electronic businesses can use certain approaches to increase customers’ extrinsic 

motivation and enhance their experiential values to promote their continuance intention to purchase goods 

on a particular day, for example, by creating more shopping festivals.  

 
Key words: Purchase motivation, experiential value, Double 11 shopping festival, continuance intention to 
purchase.  

 
 

1. Introduction 

The proportion of consumers shopping through Internet channels continues to rise, and the revenue of 

e-retailers is growing rapidly [1]. In Alibaba Group's Tmall Mall on the 2018 Double 11 Shopping Festival 

(11.11 Global Shopping Festival), sales reached 213.5 billion yuan (about 30.8 billion US dollars), an 

increase of 27% over 2017. On the same day, the logistics order volume of the mall reached 1.042 billion 

yuan [2]. The economic effect of the Double 11 Shopping Festival (hereafter Double 11) also caused other 

e-commerce websites (such as JD, Yihaodian, Suning, Gome and Amazon) to offer significant discounts and 

promotions on the 11th [3]. Clearly, the Internet is changing the way consumers buy goods and is quickly 
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evolving into a global phenomenon [4]. However, current research on shopping behavior in China focuses 

on the sustainable shopping behavior of consumers, and thus cannot ignore the special situation of the 

Double 11 Shopping Festival [5].  

There are many factors influencing consumers’ shopping. The three factors most mentioned by the 

researchers include motivation, value and intention. Consumer shopping often involves multiple 

motivations [6], while the emotional needs associated with consumption are related to the pursuit of 

happiness and choice behavior [7]. Based on the theory of self-determination, purchase motivation is one of 

the key constructs of shopping behavior research, and is highly related with the development of retail 

marketing strategies [8], [9]. Self-determined motivation is a leading theory of human motivation that has 

been proven to effectively identify factors that affect motivation and behavior [10]. Particularly, the Alibaba 

Group designed a variety of activities (such as shopping games, gifts, TV shows and live performances) for 

Double 11 to share happiness and celebration, not just business promotion [11].  

From a social psychology perspective, it is worth studying how Double 11 affects consumers’ experience 

of experiential value and continuance intention to purchase [12]. Therefore, in order to understand the 

influencing factors for Chinese consumers on Double 11, this study explored the relationship between the 

no-specific and external purchase motivation and experiential values of Chinese consumers and their 

intention to purchase on Double 11. 

 

2.1. Self-determination Theory in Online Shopping 

Self-determination motivation defines different types of motivations such as amotivation, external 

motivation, and intrinsic motivation [13]. Shopping motives can also be classified as having amotivation (a 

lack of intention to act, which has been ignored in the marketing literature), external motivation, and 

intrinsic motivation [14]. Amotivation means that certain human behaviors cannot be described as intrinsic 

or extrinsic [15] and there is a lack of a specific motivation resulting in a lack of intention to act [16], or a 

lack of ability to predict behavioral or willful behavior outcomes [17]. The importance of intrinsic 

motivation has been supported in past studies [9], [18]. However, the motivation of external shopping and 

the influence of no-specific shopping motives on shopping are still unclear and need further exploration. 

Therefore, this study focuses on the contribution of extrinsic motivation and amotivation as no-specific 

shopping motives to examine participants’ purchase motivation.  

Extrinsic motivation means that the motivation for the task comes from outside, whereas behavior 

performed as a means of separable purpose is generally considered to be extrinsic [19]. Intrinsic motivation 

is manifested only in personal enjoyment, satisfaction, and pleasure, and is manifested to some extent 

without any external consequences [20]. Most studies use intrinsic motivation as a shopping motive, which 

has less influence on extrinsic purchase motivation and purchase amotivation. Therefore, this study uses 

purchase amotivation and extrinsic purchase motivation as an observation of consumers’ behavior on 

Double 11.  

2.2. Online Purchase Experiential Value 

The customer-oriented view stipulates that since personal experience belongs to the consumer category, 

only a particular person can experience the experiential value [21], [22]. Hedonic value is an intrinsic 

benefit [23]. The main shopping goal of consumers with high hedonic purchasing motivation is to seek and 

gain self-satisfaction. Hedonism can be assessed as a predictor of online shopping [1]. Social value is 

considered to be a fundamental determinant of people's goals in relationships [24], [25]. The social value 

generated by shopping includes attracting the attention of others and companions [26]. Since the value of 
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experience is important for marketing, the consumer expects to create values; for example, enjoyment, 

cognition (information), social and personal interests should be examined to promote business [27], [28]. In 

related research, shopping activities can bring consumers value, particularly a high degree of hedonic and 

social value [29]; thus, this study focused on participants’ hedonic and social value experienced on Double 

11. 

2.3. Continuance Intention 

Continuance intention is the intensity of a consumer's intention to perform a particular behavior, 

representing actual continuing behavior and the individual's perception of his or her likelihood of 

participating in a continuing behavior [30]; continuance intention is also important for the performance of 

a particular behavior [31]. Past research has also shown that increased shopping will help increase 

consumer shopping opportunities [32]. How those antecedents affect consumers’ intention to continue 

purchasing goods on Double 11 was explored in this study. 

2.4. Hypothesis 

Most consumers think that they can have fun when they spend time with family or friends shopping as a 

social activity. By shopping with family or friends, they get information about what to buy [33]. Customers 

separate social value from hedonic value and define it as the effectiveness of the client's social self-concept 

[34]. In this study, the value creation on the shopping festival is considered as a two-dimensional value; that 

is, it consists of enjoyment value and social value. Relevant research indicates that hedonic value is closely 

related to online shopping motives [35]. In addition, in leisure activities, motivation and value are positively 

related [36]-[38]. Therefore, this study explores the relationship between the Chinese people who shop on 

Double 11, their specific shopping motives, the motivation of extrinsic shopping and the value of enjoyment 

and social value. The variables in the shopping festival context are used to explore the impact of these two 

shopping motives on the value of experience. The relevant research hypotheses are as follows: 

H1: Purchase amotivation is significantly related to hedonic value. 

H2: Purchase amotivation is significantly related to social value.  

H3: Extrinsic purchase motivation is positively related to hedonic value. 

H4: Extrinsic purchase motivation is positively related to social value. 

Value judgments generate consumer preferences, which then increase the consumer’s behavioral intent 

to participate in certain shopping processes [39]. Perceived value is increasingly important in academic 

research and practice, and can be regarded as the most important indicator of repurchase intention [40]. In 

the case of consumers gaining positive enjoyment value from the products they enjoy, they may show 

positive intention to act in the future [41]-[43]. Moreover, sustained intention is directly influenced by the 

value of hedonism [44], and social value affects customers' intention to buy again [45]. Accordingly, this 

study explores the relationship between the enjoyment value and social value of the Chinese people who 

shop on Double 11. The relevant research hypotheses are as follows: 

H5: Hedonic value is positively related to continuance intention to purchase 

H6: Social value is positively related to continuance intention to purchase. 

2.5. Research Model 

Purchase motivation is one of the key concepts of consumer shopping behavior research [9], and 

self-determination theory states that the understanding of human motivation needs to consider the 

inherent psychological needs of individual autonomy and relevance [46]. In addition, this study is based on 

the theory of self-determination motivation [47]. Six research hypotheses are proposed, and a research 

model is constructed. 
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Fig. 1. Research model. 

 

3. Method 

3.1. Procedure  

The questionnaire was administered from November 11 to 17, 2018, and the invited participants lived in 

China in large cities (such as Beijing, Shanghai, Chongqing, Guangzhou, Nanjing, etc.). The people who 

participated in the Double 11 shopping activities filled out the questionnaire, of which a total of 502 were 

collected. 

3.2. Participants  

Of the 502 recovered questionnaires, 103 invalid questionnaires were discarded, leaving an effective 

sample of 399; the effective recovery rate was 79.5%. Among them, there were 231 (57.9%) women and 

168 (42.1%) men, while the consumption during Double 11 was 54 (13.5%) people below RMB 2,500, 189 

(47.4%) between RMB 2,501 and RMB 5,000, and 156 (39.1%) people above RMB 5,000. 

4. Research instrument 

4.1. Measurement  

This study adopts a confirmatory study. The content of the questionnaire is designed with reference to 

previous past research and related theories, and reviewed by relevant experts to review its readability and 

content validity to test the surface validity of the instrument. The reliability and validity of the items and 

dimensions were tested, and the content of the questionnaire was based on a 5-point Likert scale (1 to 5 

meaning strongly disagree to strongly agree). 

1) Extrinsic purchase motivation: Extrinsic motivation is where motivation for a task comes from 

outside, and the purpose of the behavior performed is usually considered to be external [19]. 

Therefore, items related to shopping amotivaton were designed to determine how consumers 

perceive the extrinsic buying motives on Double 11. Extrinsic shopping motive in this study refers to 

the consumer's perception of the extrinsic shopping motive on Double 11. 

2) Purchase amotivation: No specific motivation is the absence in individuals of any particular intention 

to act [16]. Therefore, items related to Purchase amotivation were designed to determine how 

consumers perceive purchase amotivation on Double 11. Extrinsic shopping motive in this study 

refers to the consumer's perception of purchase amotivation on the Double 11 Carnival Shopping 
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Festival. 

3) Hedonic value: Hedonic value is defined as the degree to which a product creates a pleasant 

experience and positive emotion for the customer [48]. Therefore, according to this definition, this 

study adapted the scale of hedonic value developed by Hong Kong, Hwang, Tai and Kuo particularly 

refers to the consumer's perception of the hedonic value on Double 11 [49]. 

4) Social value: Social value stems from the improvement of customer social relationships and social 

well-being [50]. Social values can be reflected through friendship, social support, and intimate 

relationships that are acquired through the participation and communication of one person with 

other members [51]. Therefore, the design of the item is based on this definition and this reference 

and the definitions proposed by To et al. [26]. The extrinsic purchase motivation referred to in this 

study refers to the consumer's perception of social value on Double 11. 

5) Continuance intention to purchase: Continuance intention is the intensity of a consumer's intention 

to perform a particular behavior [30]. Therefore, according to this definition, continuance purchase 

intention in this study refers to consumers’ perceptions of their continuance intention to purchase 

on Double 11. 

4.2. Item Analysis 

The internal calibration analysis of the items in this study was performed by first-order confirmatory 

factor analysis, where the χ2/df value should be less than 5, and the root mean square error of 

approximation (RMSEA) must be lower than .100, goodness of fit (GFI) and adjusted goodness of fit index 

(AGFI) should be higher than .800, and the factor loading (FL) should be no higher than .500 The items that 

do not pass these thresholds should be deleted from the original questionnaire [52], [53]. In this study, the 

number of items for extrinsic purchase motivation was reduced from 5 to 4, purchase amotivation was 

reduced from 6 to 4, social value from 5 to 4, and continuance intention to purchase was maintained at 5 

items. 

The external validity of the study was used to determine if the range of the study can be used for other 

participants and in other contexts [54]; the discriminative power is determined significant when the t value 

(critical ratio) is larger than 3 (***p <. 001). Table 1 indicated that the t value is greater than 15.251 (***p 

< .001), which means that every item is not the same, and every item is capable of concluding the degree of 

response of different samples [55]. 

 
Table 1. First-Order Confirmatory Analysis 

Index 
Threshold 

value 

Shopping 

amotivation 

Extrinsic 

motivation 

Hedonic  

value 

Social  

value 

Continuance 

intention 

χ2 --- 7.5 1.7 10.3 4.5 11.4 

df. --- 5 2 9 2 5 

χ2/df. < 5 1.5 0.85 1.144 2.25 2.28 

RMSEA < .10 .036 .000 .019 .056 .057 

GFI > .80 .992 .998 .991 .995 .988 

AGFI > .80 .977 .989 .98 .973 .964 

t value > 3 17.253~ 

24.651 

18.814~ 

21.929 

20.256~ 

22.402 

18.962~ 

24.104 

15.251~ 

24.024 

 

4.3. Dimension Reliability and Validity Analysis 

Reliability: This study used Cronbach's α to confirm the internal consistency of the questionnaire, and 

reliability was verified by composite reliability (CR). Hair et al. considered that when Cronbach's α is 

greater than .700 it is an acceptable standard [52]. The CR value should also exceed .700. The Cronbach's α 
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values in this study are between .824 and .892, and the CR values are between .816 and .916, thus meeting 

the recommended criteria, as shown in Table 2. 

Convergence Validity: convergence validity is confirmed by factor loading (FL) and averaging variance 

extracted (AVE). Hair et al. suggested that the FL value should exceed .500, and that items below this value 

should be deleted [52]. The items in this study are in line with the standards recommended by scholars, and 

the factors with Purchase amotivation are between the load values, that is, from 691 to .849. The factor of 

external purchase motivation load ranged from .603 to .783, the value of the hedonic value load ranged 

from .772 to .820, the social value factor load value ranged from .772 to .812, and the dimension of the 

continuance intention to purchase is between .701 and .755, as shown in Table 3. Hair, Ringle, and Sarstedt 

suggest that the AVE value must be greater than 0.5 to indicate that the dimension has convergence validity 

[56]. In this study the AVE value ranges from .528 to .632, as shown in Table 2. 

Dimension discrimination validity: Awang indicates the value of the AVE root number of each dimension 

[57]. If it is greater than the Pearson correlation coefficient of another dimension, it means that the 

dimension has discriminant validity. Another measure is the correlation between dimensions [58], where 

the correlation coefficient should be less than .850 [59]. The analysis results show that each dimension in 

this study has discriminatory validity, as shown in Table 3. 

 
Table 2. Analysis of Validity and Reliability of Items  

Constructs M SD α CR AVE FL 

Purchase amotivation 2.564 .844 .873 .879 .592 .691~.849 

Extrinsic purchase motivation 3.180 .581 .824 .816 .528 .603~.783 

Hedonic value 3.420 .721 .892 .912 .632 .772~.820 

Social value 3.323 .786 .847 .864 .614 .772~.812 

Continuance intention  3.468 .700 .858 .850 .532 .701~.755 

 
Table 3. Dimension Discrimination Validity Analysis  

Constructs 1 2 4 5 6 

1. Shopping amotivation (.769)     

2. Extrinsic purchase motivation .157 (.727)    

4. Hedonic value .105 .531 (.795)   

5. Social value .101 .447 .677 (.784)  

6. Continuance intention  .141 .529 .712 .702 (.729) 

 

5. Results 

In this study, AMOS 20.0 was first used for overall fit analysis, and finally the model was validated. The 

findings and discussion are presented as follows. 

5.1. Model Fit Analysis  

In order to have a good model fit and represent the validity of model construction, relevant scholars 

recommend that the value of χ2/df be less than 5 [52]; RMSEA should be less than .100, and GFI, AGFI, NFI, 

NNFI, CFI, IFI and RFI should all be greater than .800 [60]. PNFI and PGFI should be greater than .500 [52]. 

The values of the fit indicators in this study are in line with the scholars' recommended standards, as shown 

in Table 5. 

5.2. Path Analysis  

Purchase amotivation was not significantly related to hedonic value (β = .042 , t = .936), purchase 

amotivation was not significantly related to social value (β = .049, t = 1.020), extrinsic purchase motivation 
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was positively related to hedonic value (β = .687***, t = 10.735), extrinsic purchase motivation was 

positively related to social value (β = .625***, t = 9.705), hedonic value, was positively related to 

continuance intention to purchase (β = .493***, t = 7.931), and social value was positively related to 

continuance intention to purchase (β = .516***, t = 8.116).The explanatory power between purchase 

amotivation and extrinsic purchase motivation was 47.4%. Purchase amotivation and extrinsic purchase 

motivation on social value has an explanatory power of 39.3% for hedonic value. Hedonic value and social 

value has an explanatory power of 72.9% for continuance intention to purchase. According to Hair et al., all 

explanatory power were suitable in this study [52]. 

 

 
Fig. 2. Verification of research model. 

 

5.3. Indirect Effect Analysis 

In social science research, when the variable-to-effect variable is regulated by an interventional variable, 

it has an indirect effect [61], and the indirect effect analysis of this study shows that there is purchase 

amotivation or continuance intention to purchase. With no indirect relationship (β = .46), the extrinsic 

purchase motivation has an indirect positive relation with the continuance intention to purchase (β 

= .661**), as shown in Table 4. 

 
Table 4. Indirect Effect Analysis  

Construct Purchase amotivation Extrinsic purchase motivation  

 β 95% CI β 95% CI 

Continuance intention to purchase .046 [-.067, .156] .661** [.572, .744] 

**p <.01 

 

6. Discussion 

Two dimensions of SDT were applied to explain the purchase motivation of Double 11 shopping in this 

study. According to the observation of construct average, participants have a lower perception of purchase 

amotivation (M = 2.564, SD = .844). The result also indicated that consumers showed above average 
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extrinsic purchase motivation (M = 3.18, SD = .581). Regarding the average hedonic value, the result showed 

that participants have superior experience when shopping on Double 11 (M = 3.42, SD = .721). With respect 

to the average of social value, the results also showed that participants hold superior social value 

perceptions of the Double 11 shopping activities (M = 3.323, SD = .786). In this study, participants were 

shown to have a good continuance intention to purchase for the Double 11 Carnival Shopping Festival (M = 

3.468, SD = .700).  

In examining H1 and H2, this study showed that amotivation is not significantly related to two types of 

experiential values. Whenever there is no specific motivation, that means there is no motivation [62], which 

represents that people lack motivation and present a lower perceived value [63], indicating that the task is 

considered unattractive [64]. That is to say, for a person without specific motivation, there will be no value 

attraction for a certain task. The result of this study showed that amotivation for shopping is irrelevant to 

the hedonic value. SDT identifies the possibility of a lack of motivation [65], and no specific shopping 

motives represent a lack of social value [63]. In exploring how amotivation related to two types of 

experiential values of Double 11, this study found that amotivation was also not significantly related to two 

types of experiential values of Double 11. 

The value of shopping is the value gained through the shopping experience and is associated with 

purchase motivation [66]. To et al. pointed out that shoppers can be motivated just to find the products they 

need, and hedonistic consumers prefer to shop because they like the shopping process [26]. However, this 

study shows that extrinsic purchase motivation is positively related with hedonic value. Moreover, the focus 

of social shopping is on social influences and interpersonal relationships while shopping together [67], [68]. 

In exploring how extrinsic motivation related to two types of experiential values of Double 11, this study 

found that social value was positively related to social value. That is, the results of this study show that 

extrinsic purchase motivation is positively related to social value. 

Consumer value is the cornerstone of successful trading, which drives consumers to make purchases 

repeatedly [69]. For example, research on a travel company's website shows that the importance of 

experiential values as a user-characteristic factor can strongly influence online purchase intentions [70], 

[71]. A study of image mobile applications shows that hedonic and social value have a major impact on a 

user's long-term intention to act, both of which lead to continuance intention, while hedonic and social 

value also affect the user's intention to pay [72]. Particularly, Li’s research indicates that hedonic factors 

have a stronger positive impact on intention to make further purchases [73]. In exploring how hedonism 

relates to continuance intention to purchase on Double 11, the results of this study show that the value of 

hedonism is positively related to the continuance intention to purchase. 

The social value generated by shopping also includes attracting the attention of others, finding time and 

companions, or simply killing time, which is another motivation to promote people's shopping [26]. Social 

value affects customers' intention to buy again [45], [74], to consume organic cuisine [75] or to purchase 

luxury goods [76]. As perceived social value has a direct impact on repurchase intentions [43], the results of 

this study show that social value is positively related with the continuance intention to purchase on Double 

11. 

Chen stated that online shopping intention has a positive impact for online sports purchases [77]. In 

addition, Tang et al. pointed out that purchase motivation has a positive correlation with repurchase 

intention to shop for computer products [78]. In addition, Wang and Huangstated that the purchase 

motivation and purchase intentions have indirect relationships [79], while Lin and Hsu suggested that 

consumer motivation is positively correlated with the purchase intention for health foods for the elderly 

[80]. In examining the indirect effect between motivational factors and continuance intention to purchase 

mediated by two types of experiential values, the results of this study indicated that amotivation was not 
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significantly related to, but extrinsic motivation was positively related to continuance intention to purchase 

mediated by two types of experiential value perception when purchasing goods on Double 11.  

7. Conclusions 

Shopping has become a vital, accessible and socially recognized leisure and lifestyle activity [81], and 

value perception is considered to be the most important factor influencing shoppers' online shopping 

decisions [82]. Therefore, this study is based on the theory of self-determination motivation, and explores 

the relationship between purchase motivation, experiential value and intention to purchase. The results 

show that the two types of purchase motives are positively related with the value of the two types of 

experience, while the two types of experiential value are positively related with the intention to purchase. 

7.1. Implication 

Consumer values play a key role in consumer behavior research, while economic globalization highlights 

the importance of global shopping behavior research [83]. The research results regarding the consumers’ 

motivation, value and cognitive perception of the shopping festival can be used as a reference for marketing 

personnel developing marketing strategies. In addition, investigating the continuance intention of online 

shopping is considered essential because, in a transforming electronic market environment, attaining new 

consumers may result in higher costs than generating duplicate business from existing customers [84]; 

however, few studies have been able to examine consumers' intention to buy, especially in online shopping 

environments [84]. In this study, we took continue to purchase as an important variable, the verification 

results show the positive impact of experiential value on continuing to purchase. 

In this era of ubiquitous e-commerce, competition between mobile e-commerce is very intense [3]. Many 

studies have emphasized the discussion of value and shopping satisfaction or loyalty and motivation, but 

related research on the relationship between value and continuance intention to purchase goods is still 

underdeveloped. The results of this study therefore provide a useful reference for the field of marketing. 

Retailers are concerned with how consumers shop by means of a variety of channels, so a survey of habits 

during the holiday shopping season can provide insights into multi-channel shopping behavior [85]. Many 

countries have seasonal shopping activities, such as Black Friday shopping. Studying such activities reveals 

cross-cultural differences in consumer behavior [86]. In the past, the field of marketing focused on Black 

Friday's purchasing behavior and related research. In the past decade, the consumption behaviors of the 

East and the West have not necessarily been the same. Therefore, exploring the Internet marketing 

activities in the East will help operators.  

7.2. Limitations and Future Research  

Hwang and Lee have pointed out that there is a significant gender difference in the visual attention to 

online shopping information and the attitude to shopping for the products presented [87]. Both male and 

female consumers have varying degrees of shopping behavior [88]. This is a related study but does not 

explore whether gender purchases, value perceptions, and continuance intention to purchase on the Double 

11 Carnival Shopping Festival are significantly different. Therefore, in future research, gender variables 

might be explored. 

In addition, it has been pointed out that age affects individuals' attitudes and behaviors [89]. However, in 

this study, there was no significant difference in the purchasing motivation, value perception or continuance 

intention to purchase of the different age groups. In future research, the discussion of age variables can be 

further explored. 
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