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In the world of online shopping, nowadays many people choose to make abundant use of the ‘wishlist’ feature. However, what differs is the timespan of this wishlist. While some people choose to shop only when they need to, add whatever they think they might buy and make a decision by the end of their shopping session, others choose to simply keep browsing. They may spend hours wishlisting products without ever buying anything. The current published researches focus extensively on the personality factors associated with online shoppers and why certain individuals prefer online shopping over conventional offline shopping. The ‘wishlist’ feature of online shopping has not been studied in detail as of yet. This research focuses on wishlisting habits and their correlation with indecisiveness and future planning. Indecisiveness, as measured by the Frost and Shows Indecisiveness Scale (IS), was not found to have any significant correlation with wishlisting. It was found that high wishlisters showed a moderate correlation with non planning, as measured by the Barratt Impulsiveness Scale (BIS 11). This research could have future implications for further advancements in business and consumer psychology. The study could also be furthered to study the browsing habits of people who compulsively search for web shows to watch for hours on end without being able to make a decision on the same.
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1   Introduction

With the advent of technology, the phenomenon of shopping has undergone a major transformation. From being almost exclusively available as a physical service one had to go to a store to avail, it has now become a technological service through online shopping or e-commerce.  The ability of websites to send various data such as text, graphics, images, sounds, animation, or even video make many businesses that utilize commercial website technology to promote their business or called e-commerce. 

Despite the explosive growth of e-commerce and the rapidly increasing number of consumers who shop online, very little is known about how consumers make purchase decisions in online environments. 

Online shopping apps provide a wishlist option using which consumers can shortlist the products they like and, presumably, intend to buy, for a later date or time. A wishlist allows shoppers to create personalized collections of products they want to buy and save them in their user account for future reference. Wishlists signify a customer’s interest in a product without an immediate intent to purchase. 

While it is true that the primary purpose of the wishlist feature in online shopping apps is to keep and save a product for a later date, the timespan of when this ‘later date’ occurs is quite variegated. While some people buy the items on their wishlists in the near future (say, in the next week), others may keep these products in their wishlists for months on end. 

In psychology, decision-making (also spelled decision making and decisionmaking) is regarded as the cognitive process resulting in the selection of a belief or a course of action among several possible alternative options. 

A major part of decision-making involves the analysis of a finite set of alternatives described in terms of evaluative criteria. When considered in the context of online shopping, the set of alternatives provided to the shopper may not seem infinite. This is known as ‘overchoice’. Alvin Toffler coined the term “overchoice” in his book Future Shock (1970) to describe a world in which there was too much choice to make optimal, satisfying decisions. 
Boatwright and Nunes (2001) provide real-world evidence of overchoice at the store level. In their research, they analyzed sales for an online grocer. Consistent with the findings of Dhar (1997) and Iyengar and Lepper (2000), it appears that the larger assortments do more harm than good for shopping. 

Corbin suggested that consumers delay purchasing decisions or hesitate in order to get more information about their targeted products. Similarly, consumers feel less uncertain of decisions when they acquire more information. However, if they have too much information about the products they intend to buy, they may experience confusion or difficulty in making choices. 

Consumers hesitate to purchase a product because they are not convinced of their real need for a product. Likewise, unless consumers perceive the real need for a product on the Internet, they are likely to hesitate before making an Internet purchase. Therefore, we propose that the lower a consumer’s perceived need for a product or service when shopping on the Internet, the higher their hesitation to purchase the product or service. Thus, it follows that the individuals who engage more in wishlisting activities also engage more in planning, i.e., they anticipate their future needs for certain products and start wishlisting them for when they require the items.



2   Materials and Methods

Data regarding wishlisting habits, indecisiveness and planning was obtained from 138 participants.

Wishlisting habits 

Online shopping and wishlisting habits of the participants was studied through a self report form. 8 items, scored on a 5 point likert scale, were used to assess the extent to which the participants use the wishlist option and to discern the extent of the timespan of the wishlist.
Non-mandatory open ended questions were also included in the form to glean further understanding towards participants’ wishlisting habits.


Indecisiveness

The Indecisiveness Scale given by Forst and Shows was used to assess the indecisiveness of the participants. 15 items were scored on a 5 point likert scale to obtain the indecisiveness scores for each participant. The reliability for this scale is 0.83 and has moderate validity.

Planning

The Barratt Impulsiveness Scale (BIS-11) given by Barratt was used to assess the planning of the participants. Only items relating to the self control planning facet were used. 5 items were scored on a 4 point likert scale to obtain planning scores for each participant. Internal consistency was 0.793 and test-retest reliability was 0.80. The scale has moderate validity.

Population characteristics

138 total participants within the age range 18-27 years. 51.5% of all participants were male while 48.5% were females. 
The participants were from 22 different major cities of India, spanning 10 states. 
35.4% of all participants were in a relationship.
62.5% of all participants were pursuing secondary education while the others were employed. 


3   Results and Discussions

Data analysis

Wishlisting and indecisiveness 
No significant correlation was found between wishlisting and indecisiveness.

Wishlisting and planning
A weak positive correlation was found between whistling and planning (0.25).
However, when participants were segregated into young adults (18-23 years) and older adults (24-27 years), it was found that a moderate positive correlation existed between wishlisting and planning for the older adults group (0.58).

When a scatterplot is created for 138 participants within the age range 18 to 27 years, only a weak positive correlation is found as can be clearly seen on the adjunct chart contrasting wishlisting and planning scores of the participants.
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Figure 1: Scatterplot depicting wishlisting versus Planning for all participants
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Figure 2: Scatterplot depicting wishlisting versus Planning for a subset of the participants (aged 24 to 24 years)


Age differences

As discussed earlier, it was found that the group of older adults (24-27 years of age) showed a moderate correlation between wishlisting and planning. It is thus worth considering that a stronger correlation may be discerned for an older population. This presents scope for further study. According to some sources, the 25-55 age group engaged the most in online shopping. Thus, a similar research with this population may show promising results.


Gender differences

Contrary to previous researches (Dittmar et al. 2004, Hasan 2010) which stated that men and women hold similar attitudes to online shopping and engage in it to the same level, it was found that of respondents with high wishlisting habits, females were 64.7% while male were only 35.3%


Confusion due to overchoice 

The phenomenon of overchoice has briefly been discussed in this study. 
Researches (Lee and Lee 2004, Garaus 2018) explore confusion that occurs due to abundance of choice or over-choice which hampers decision making ability of consumers, as confirmed by this research. Confusion due to over-choice and its subsequent hindrance of decision making can also be studied in different contexts, such as browsing habits on online streaming platforms. This presents scope for further study.


4   Conclusion

The hypothesis that wishlisting habits and indecisiveness will show a positive correlation was rejected.
The hypothesis that wishlisting habits and planning will show a positive correlation was accepted.
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