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ABSTRACT 

 
This study investigates the relationship between personality traits, shopper satisfaction and customer citizenship behaviors in 
an online shopping environment. Results suggest that e-shoppers with the personality trait of agreeableness are more likely to 
respond positively to an e-shopping experience. E-shopper extraversion was also found to contribute to explained variance in 
all three dimensions of e-customer citizenship behaviors — recommendation, helping, and service firm facilitation. 
 

INTRODUCTION 
 
Customer citizenship behaviors (CCBs) have been found to play a significant role in predicting crucial marketing outcomes 
(Hansong et al., 2012; Gruen, 1995). Recently, Anaza and Zhao (in press) expanded the concept of CCBs to an online shopping 
context by delineating CCBs into three online dimensions of recommendation, helping behaviors, and service firm facilitation. 
Historically, researchers have often linked customer satisfaction to CCB dimensions noting that satisfied buyers were more 
willing to provide feedback to the firm, recommend the company’s services to outsiders, and help prospective shoppers navigate 
the store environment (Anaza and Zhao, in press; Chen et al. 2010; Groth, 2005). Other scholars contend that sources of both 
customer satisfaction and citizenship behaviors were influenced by enduring personality characteristics that shaped shoppers 
temporal dispositions (Gountas and Gountas, 2007; Hurley, 1998; Matzler et al., 2005; Mowen and Spears, 1999). Surprisingly, 
with the growing body of studies focusing on CCBs within offline environments, little research has been done in an online 
retail setting. Furthermore, little is known about how a shopper’s personality traits and satisfaction level influence CCBs in an 
online retail environment.  
 

RESEARCH OBJECTIVE 
 
In order to shed more light on this topic, the current study investigates the relationship between personality traits, shopper 
satisfaction, and CCBs in an e-shopping context. Specifically, this study seeks to address whether the Big Five personality 
traits account for variance in e-shopper satisfaction and e-CCBs, and if e-shopper satisfaction significantly influences e-CCBs 
after taking into account the Big Five traits. Given the constant interest in personality research, findings from this study will 
show how individual attributes, disguised in the form of personality traits, can influence consumption outcomes. In addition, 
by studying the influences of personality traits on e-shopper satisfaction and e-CCBs, researchers will be better able to 
discern whether antecedents of e-CCBs can also be intrinsically motivated by dispositional sources rather than solely by 
external forces like store attributes. 
 

SAMPLE 
 
Online shoppers were asked to participate in this study. The questionnaire was available for respondents online via Qualtrics.  
Two hundred and thirty five respondents completed the questionnaire and after listwise deletion, one hundred and sixty six 
respondents remained. 
 

METHOD 
 
Hierarchical regression analysis was used to measure the incremental effects of the personality traits on e-shopper satisfaction. 
Next, a similar multiple step hierarchical approach was employed to test whether satisfaction contributed significant portions 
of variance when explaining for e-CCBs after controlling for personality effects.   
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