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Abstract: The leading objective of this paper is to unearth the 

influence of culture and personality of Indian consumers on 

their impulsive buying behaviour. A lot of research has been 

done to study the influence of external stimuli like 

advertisements and in-store promotions on consumers’ buying 

behaviour. This paper studies the influence of internal stimuli 

on impulse buying behaviour. Impulse buying is an unplanned 

buying or accidental behaviour of consumers. This paper tries to 

establish a relationship between different personality traits and 

accidental behaviour of consumers. The impact of Big Five 

personality traits and culture (Individualism and Collectivism) 

on the impulsive buying behavior is studied. Data has been 

collected from consumers using structured questionnaire on a 

five-point Likert’s scale. The data would be analysed through 

various statistical tools using SPSS. 

 

Keywords: Impulse Buying Behavior, collectivism and 

individualism, personality 

I. INTRODUCTION 

TheT retailT marketT inT IndiaT hasT beenT growingT 

veryT fastT becauseT ofT economicT growth.T IndiaT 

standsT thirdT onlyT afterT ChinaT andT BrazilT inT NetT 

RetailT Sales.IndiaT hasT reachedT anT all-timeT highT 

inT termsT ofT perT capitaT availabilityT ofT retailT store.T 

India’sT retailT sectorT isT experiencingT anT 

exponentialT growth.T TheT dynamicT andT everT 

changingT demographicT profile,T swellingT disposableT 

incomes,T urbanization,T varyingconsumerT tastesT andT 

preferencesT haveT beenT drivingT theT growthT inT theT 

organizedT IndianT retailT markets.T IndiaT isT theT fifthT 

largestT globalT destinationT inT theT retailT space.T 

AccordingT toT “AT TT KearneyT 2016,T GlobalT RetailT 

DevelopmentT Findings”,T GDPT growth,T easeT ofT 

doingT business,T andT betterT clarityT regardingT 

foreignT directT investmentT (FDI)T haveT putT IndiaT 

inT theT secondT placeT inT 2016T GlobalT RetailT 

DevelopmentT Index.IndianT retailT marketT isT 

anticipatedT toT reachT UST $1T trillionT byT 2020T 

essentiallyT dueT toT riseT inT income,T urbanizationT 

andT shiftsT inT behaviorT ofT consumers.T RetailT 

demandT hasT beenconsiderablymotivatedT byT 

urbanization,T anT everT escalatingT middleT classT andT 

moreT andT moreT womenT enteringT theT workforce. 
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EngelT etT alT (1978)explainsT unplannedT purchasingT 

forT aT purchasingT actionT wasT acceptedT withT noT 

problemT havingT beenT formerlyT beenacknowledgedT 

orT aT purchasingT goalT formedT beforeT enteringT theT 

shop.T Piron(1993)definesT proposedT buyT asT anT 

specificT oppositeT ofT unplannedT buyingT 

andconceptualizedT plannedT buyT forT aT purchasingT 

actionT undertakenT usingT aT difficultyT havingT 

beenformerlyT recognizedT orT aT purchasingT intentionT 

formedT beforeT toT enteringT theT shop.T InT entirety,T 

althoughT allT urgeT buysT areT bondT purchases,T 

howeverT allT fanaticalT purchasesT aren'tT allcreatedT 

onT impulse.T PironT suggestsT thatT allT buys,T ifT 

intended,T unplannedT orT leftT onT impulseT couldT beT 

experientialT (i.e.T accompaniedT byT psychologicalT 

and/orT cognitiveT responses)T orT evenT 

non-experiential.T ImpulsebuyingT canT beT describedT 

asT "aT surprisingT andT strongT desireT toT purchaseT 

instantly"T andhappensT everyT timeT aT customerT 

purchasesT aT productT thatT theT customerT hadT noT 

purposeT ofbuyingT beforeT goingT intoT theT shop.T 

ImpulseT buyingT couldT beT prejudicedT byoutsideT 

incitementsT likeT storeT attributesT andT purchaseT 

promotions,internalT stimulationT likeT pleasureT andT 

self-identity,T SocietalT andT merchandiseT relatedT 

factorslikeT timeT andT cashT available,T andT 

demographicT andsociologicalT thingsT likeT sex,T age,T 

andT schooling. 

TheT studyT achievedT byT NielsenT InternationalT 

indicatesT thatT roughlyT 72T percentofT FMCGT buysT 

areT projected,T butT 28%T ofT groceryT storeT importsT 

areT eitherT unplannedT orT impulseT buys.T TheTopT 

RatedT unplannedT purchasesT fromT theT foodT classT 

areT sweets,T chocolates,T snacks,T frozenT dessertsT andT 

snacksT alongT withT alsoT theT TopT RatedT unplannedT 

buysT inT theT non-foodT classT aremakeup,T 

air-fresheners,toothbrushes,T soapsT andT hand/bodyT 

creams. 

IndividualismT andT Collectivism 

“BasedT onT LeeT andT KacenT (2000),T collectivistT 

respondentsT wereT someT whatT wealthierT withT 

theirurgeT buyT asT itT hadT beenT createdT fromT theT 

presenceT ofT aT friendT orT aT relativeT whereasT 

individualistT respondentsT werebothT pleasedT withT 

theirT impulseT buysT ifT theyT leftT purchasesT eitherT 

aloneT orT withT somebody.T TheyT reachedT theT 

decisionT whichT civilizationT affectsT consumers'T 

buyingT behaviours. 
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T AccordingT toT TriandisT (1994),T eachT personT takesT 

bothT individualistT andT collectivistT inclinations,T theT 

soleT differenceT beingthatT inT certainT civilizations,T 

theT probabilityT ofT individualistT attitudes,T valuesT 

andT behavioursT beingT presentT couldT beT higher/T 

lowerT comparedT toT others.T InT individualistT 

cultures,T mostT individualsT areT justT worriedT aboutT 

themselvesT orT theirT immediateT householdwhereasT 

inT collectivistT cultures,T individualsT belongT toT 

classesT andT manageT everyoneT around.T They'reT 

worriedT aboutT everybodyT connectedT together.T TheyT 

actT asT aT team.T TriandisT (1995)T describedT 

individualismT asT aT societalT arrangementcomprisingT 

thoseT thatT areT autonomousT andT independentT 

whereasT heT describedT collectivismT asaT societalT 

patternT comprisingT thoseT whoT believeT themselvesT 

asT aT substantialT portionT ofT classes,T suchT asT 

familyT orT coworkers.T ThesesocietalT structuresT affectT 

spontaneousT purchasingT behavior.T IndiaT hasT anT 

intermediateT scoreT ofT 48T (GeertT Hofstede),T thus,T 

IndiaT isT aT societyT withT bothT individualistT andT 

collectivistT traits”. 

Personality 

“KollatT andT WilletT (1967)T examinedT theT 

associationT betweenT personalityT traitsT andT 

impulsiveT buyingT behaviourT butT didT notT showT 

anyT significantT differences.T ShahjehanT etT al.(2012)T 

examinedT thatT consumersT withT anxiety,T emotionalT 

instability,T moodinessT andT sadnessT wereT moreT 

likelyT toT beT indulgedT inT impulsiveT buying.T TheT 

dimensionsT ofT personalityT traitsT developedT byT SofiT 

andT NikaT (2017)T wereT usedT inT thisT study,T 

namely:T expressive,T emotionalT stability,T sociableness,T 

conscientiousness,T pleasureT seekingT personalityT andT 

conservingT propensity.T VerplankenT andT HerabadiT 

(2001)T revealedT thatT theT impulsiveT buyingT 

propensityT isT stronglyT entrenchedT inT personalityT 

traitsT ofT aT consumer”. 

TheT personalityT traitsT studiedT inT thisT paperT are: 

* “PleasureT SeekingT Personality:TheyT areT 

individualsT whoT wouldT likeT toT learnT novelT 

things,T enjoyT newT experiencesT andT usuallyT 

notchT highT inT openness.T  

* Conscientiousness:TheyT areT theT onesT withT 

highT degreeT ofT conscientiousness,T reliabilityT andT 

promptness.T TheyT areT organisedT andT organizedT 

andT thoroughT withT almostT everything. 

* Expressive:TheseT IndividualsT getT theirT 

energyT fromT interactingT withT others.T TheyT areT 

energetic,T talkative,T andT assertive. 

* Sociableness:T TheseT individualsT areT 

friendly,T cooperative,T andT compassionate.T PeopleT 

withT lowT agreeablenessT mayT beT moreT distant.T 

TheyT areT kind,T affectionate,T andT sympathetic. 

* EmotionalT Stability:T ThisT dimensionT 

relatesT toT one’sT emotionalT stabilityT andT degreeT 

ofT negativeT emotions.T IndividualsT whoT scoreT 

lowT onT emotionalT stabilityT oftenT experienceT 

emotionalT instabilityT andT negativeT emotions.T 

TheyT haveT moodT swingsT andT areoftenT tense”. 

 

II. LITERATURE REVIEW 

SeveralT studiesT haveT beenT conductedT inT theT pastT 

toT exploreT theT impulsiveT buyingT behaviorT ofT 

consumers.T  

“SofiT andT NikaT (2017)T investigatedT theT influenceT 

ofT personalityT onT impulsiveT buyingT behavior.T TheT 

resultsT revealT thatT personalityT hasT aT significantT 

impactT onT positiveT (affection)T andT negativeT 

(cognition)T indicatorsT ofT impulsiveT buying.T AllT theT 

determinantsT ofT personalityT significantlyT determineT 

theT personalityT ofT anT individualT andT personalityT 

determinesT impulsiveT buyingT asT bothT positiveT andT 

negativeT indicatorsT ofT impulsiveT buyingT areT 

significant.T HigherT theT degreeT ofT cognition,T lowerT 

wouldT beT buyingT tendenciesT asT itsT coefficientT isT 

negativelyT significant.T ThreeT attributesT includingT 

expressiveT propensity,T pleasureT seekingT propensity,T 

andT sociableness,T areT positiveT indicatorsT ofT 

impulseT buyingT tendencies,T whereasT 

conscientiousness,T conservingT propensity,T andT 

emotionalT instabilityT areT negativeT indicatorsT ofT 

impulsiveness”. 

“LeelaT andT ReddyT (2015)T exploreT theT 

relationshipT betweenT impulsiveT buyingT ofT andT 

demographicT variablesT ofT consumersT inT HyderabadT 

andT Bangalore.T TheT youngerT crowdT showsT aT 

preferenceT forT promotionalT activities,T tryingT newT 

productsT andT recentT advertisements.T FemaleT 

consumersT indicatedT aT preferenceT forT lowT priceT 

productsT andT discountT offers.T MaleT consumersT 

tendT toT tryT newT andT innovativeT products.T 

OccupationT andT incomeT haveT aT strongT influenceT 

onT impulsiveT buyingT behaviour”. 

“BhattiT andT LatifT (2013)T researchedT regardingT 

theT associationT betweenT impulseT buyingT andT visualT 

merchandisingT onT buyingT behaviorT ofT customers.T 

TheT resultsT suggestedT thatT windowT display,T forumT 

display,T floorT merchandisingT andT shopT brandT 

nameT (independentT variables)T areT significantlyT 

associatedT toT consumerT impulseT buyingT behaviorT 

(dependentT variable).T WindowT display,T floorT 

merchandisingT andT shopT brandT nameT areT 

positivelyT relatedT impulseT buyingT behaviorT ofT 

consumersT whereasT forumT displayT isT negativelyT 

relatedT toT consumerT impulseT buying”. 

“LeeT andT KacenT (2008)T studiedT theT impactT ofT 

cultureT (individualistT andT collectivistT consumers)T 

andT theT presenceT ofT anotherT personT atT theT timeT 

ofT purchaseT onT consumers’T plannedT andT impulseT 

purchaseT decisions.T TheyT collectedT dataT fromT fourT 

countriesT (USA,T Australia,T SingaporeT andT 

Malaysia)T usingT aT surveyT aboutT aT recentT impulseT 

andT aT recentT plannedT purchaseT decision.T TheT 

studyT usedT aT 2T (purchaseT type:T impulseT versusT 

planned)T XT 2T (purchaseT situation:T aloneT versusT 

withT anT importantT other)T X2T (culturalT region:T 

individualistT versusT collectivist)T XT 2T (order:T 

impulseT firstT versusT 

plannedT first)T mixedT 

factorialT designT andT 

thus,T fourT versionsT ofT 
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questionnairesT wereT formulatedT toT collectT dataT 

fromT 706T respondentsT aboutT theirT recentT impulseT 

andT plannedT purchaseT whenT theyT wereT withT 

someoneT importantT orT whenT theyT wereT alone.T 

TheT resultsT revealT thatT consumersT fromT collectivistT 

countriesT wereT moreT satisfiedT withT theirT impulseT 

purchaseT whenT theyT wereT withT anT importantT 

versusT whenT theyT wereT aloneT atT theT timeT ofT 

purchase;T whereasT consumersT fromT individualistT 

countriesT showedT noT differenceT inT satisfactionT 

betweenT theseT twoT purchaseT situations.T TheT 

presenceT ofT anotherT personT influencedT neitherT 

collectivistsT norT individualistsT forT plannedT 

purchases”. 

“Bourlakis,T MamalisT andT SangsterT (2005)T 

studiedT theT factorsT impactingT unplannedT buyingT 

thatT accountsT forT significantT amountT ofT 

supermarketT purchases.T TheyT studiedT consumersT 

whoT generallyT shopT atT aT leadingT UKT retailer.T 

TheT resultsT showT thatT consumersT areT awareT ofT 

theT financialT sideT ofT theT shoppingT asT threeT ofT 

theT factorsT (value,T priceT awarenessT andT loyaltyT 

points)T haveT aT financialT aspectT toT them.T 

RespondentsT feltT queuingT timeT toT beT moreT 

importantT thanT loyaltyT points”.T  

“Mai,T Jung,T LantzT andT LoebT (2003)investigatedT 

theT impulseT buyingT behaviorT ofT urbanT consumersT 

inT Vietnam.T BothT qualitativeT andT quantitativeT 

methodsT wereT used.T TheyT alsoT identifiedT 

personal-useT andT collective-useT productT categories.T 

TheT researchT revealedT thatT impulseT purchasesT areT 

moreT likelyT toT happenT withT personal-useT productsT 

thanT collective-useT products.T TheyT usedT twoT 

modelsT (impulseT buyingT tendencyT andT impulseT 

buyingT frequency).T TheT resultsT showT thatT 

individualistT orientationT wasT positivelyT relatedT toT 

impulseT buyingT butT theT studyT didT notT findT theT 

negativeT relationshipT betweenT collectivistT orientationT 

andT impulseT buyingT toT beT significant.T RegionalT 

differencesT didT notT reallyT influenceT impulseT 

buying.T TheT studyT revealedT aT significantT negativeT 

relationshipT betweenT ageT andT impulseT buyingT inT 

bothT models.T TheT studyT alsoT suggestedT aT 

non-linearT relationshipT betweenT impulseT buyingT 

andT incomeT levels.T QualitativeT studyT revealedT thatT 

urbanT consumersT inT VietnamT indulgeT inT smallT 

inexpensiveT impulsiveT purchasesT suchT asT clothing,T 

musicT itemsT andT gifts.T ThisT explainsT thatT 

economicT transitionT inT VietnamT hasT influencedT 

consumers’T attitudes,T valuesT andT consumptionT 

behaviors.T Thus,T itT explainsT theT coexistenceT ofT 

individualismT andT collectivismT inT individuals.T MenT 

exhibitedT aT higherT impulseT buyingT tendencyT thenT 

women”. 

“KacenT andT LeeT (2002)T studiedT theT influenceT 

ofT cultureT onT consumerT impulsiveT buyingT behaviorT 

throughT aT surveyT ofT consumersT inT theT UnitedT 

States,T Australia,T HongT Kong,T SingaporeT andT 

Malaysia.T TheyT carriedT outT twoT studiesT toT 

quantityT theT influenceT ofT cultureT onT impulsiveT 

buyingT behaviorT ofT consumers.T TheyT hypothesizedT 

thatT consumersT whoT areT impulsiveT willT indulgeT 

inT moreT frequentT impulsiveT purchases,T butT thisT 

relationshipT willT becomeT moderateT inT collectivistT 

cultures.T TheT surveyT wasT administeredT toT 706T 

consumersT inT twoT individualisticT countriesT 

(AustraliaT andT theT UnitedT States)T andT twoT 

collectivistT countriesT (SingaporeT andT Malaysia).T 

TheT resultsT indicatedT aT strongerT relationshipT 

betweenT traitT buyingT impulsivenessT andT impulsiveT 

buyingT behaviorT forT individualistsT comparedT toT 

collectivists.T TheT studyT suggestedT thatT cultureT 

moderatesT theT impulseT trait-behaviorT relationship.T 

TheT resultsT provideT evidenceT thatT AsiansT engageT 

inT lessT impulseT buyingT dueT toT traitT buyingT 

impulsivenessT asT comparedT toT Caucasians.T TheT 

findingsT revealT theT consistentT influenceT ofT cultureT 

atT bothT ethnicityT andT individualT level”. 

“AbrattT andT GoodeyT (1990)examinedT theT 

occurrenceT ofT unplannedT buyingT ofT non-foodT itemsT 

inT SouthT Africa.T TheT researchersT didT personalT 

face-to-faceT interviewsT withT shoppersT atT theT entryT 

pointT ofT theT designatedT storesT toT formT theirT 

buyingT intentionsT andT atT theT exitT pointT orT 

check-outT whereT actualT purchasesT andT reasonsT forT 

selectionT weredocumented.T TheT inconsistencyT 

betweenT theT actualT purchasesT andT theT purchaseT 

intentionsT isT thenT conceptualisedT toT determineT theT 

levelT andT natureT ofT unplannedT buying.T 

RespondentsT purchasedT 22.5%T ofT totalT non-foodT 

itemsT asT anT unplannedT purchase.T TheT studyT 

revealsT thatT 48%T ofT theT purchaseT decisionsT areT 

madeT inT storeT andT 41%T ofT theT respondentsT 

spendT moreT thanT theirT expressedT spendingT 

intention”.T  

III. OBJECTIVES 

 ToT findT theT impactT ofT cultureT onT impulsiveT 

buyingT behaviour. 

 ToT examineT theT relationshipT betweenT 

personalityT traitsT andT impulsiveT buyingT 

behaviour. 

IV. DATA COLLECTION AND SAMPLING 

“ToT collectT theT data,T convenienceT samplingT 

techniqueT hasT beenT used.T TheT structuredT 

questionnaire/instrumentsT consistingT ofT sixty-sixT 

positiveT itemsT wereT distributedT toT consumersT fromT 

Delhi/NCR.T TheT questionnaireT includedT sixT 

demographicT itemsT (Gender,T Age,T Income,T 

Occupation,T QualificationT andT Income)T andT fourT 

majorT sectionsT toT measureT theT influenceT ofT 

cultureT (IndividualismT andT Collectivism),T personalityT 

(Sociableness,T PleasureT SeekingT Personality,T 

Expressive,T Conserving,T ConscientiousnessT andT 

EmotionalT Stability)T onT impulseT buyingT behaviour(T 

ImpulseT BuyingT TendencyT andT ImpulseT BuyingT 

Frequency).T InT closedT endedT items,T fiveT pointT 

LikertT scaleT wasT usedT 

fromT 1-5:T stronglyT 

disagreeT toT stronglyT 
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agree.T TheT questionnairesT wereT distributedT toT 258T 

consumersT (168T onlineT andT 90T offline)T andT 232T 

responsesT (168T onlineT andT 64T offline)T wereT 

received.T OutT ofT 232T responses,T onlyT 197T 

responsesT couldT beT consideredT forT analysisT andT 

remainingT 35T wereT rejectedT dueT toT missingT data.T 

ForT measuringT individualismT andT collectivism,T theT 

scaleT usedT byT TriandisT andT Gelfand(1998)T wasT 

usedT whereas,T forT studyingT theT influenceT ofT 

personality,T theT scaleT usedT wasT givenT byT SofiT 

andT Nika(2017)”.T  

 

HYPOTHESES 

 Impulse Buying Behavior is significantly related to 

Culture-Individualism 

 Impulse Buying Behavior is significantly related to 

culture- Collectivism 

 Impulse Buying Behavior is significantly related to 

Expressive Personality 

 Impulse Buying Behavior is significantly related to 

Emotional Stability 

 Impulse Buying Behavior is significantly related to 

Sociableness 

 Impulse Buying Behavior is significantly related to 

Pleasure Seeking Propensity 

 Impulse Buying Behavior is significantly related to 

Conserving Personality 

 Frequency of buying moderates the relationship 

between personality traits and impulse buying 

behavior 

 Frequency of buying moderates the relationship 

between culture and impulse buying behavior. 

 

Data Analysis 

1. Demographic Data: “Out of 197 respondents, 80 

were males and 117 were females. 73 respondents 

were in the age group of 18-30 and 63 were in 31-40 

and 40 were in 41-50 whereas 11 were in the age 

group of 51-60 and 10 were above 60 years”. 

2. Reliability Test: “To test reliability, Cronbach 

Alpha tool was applied through SPSS on 198 

respondents’ data. The Cronbach Alpha value was 

0.916 which means the data is 91.6% reliable and 

can be used for further analysis”.  

V. RESULTS AND CONCLUSION 

Inter-correlation for all Variables 

 
 

 

Hierarchical Regression 

Hypothesis 1: Impulse Buying Behavior is significantly 

related to culture-Individualsim 

Dependent Variable: Impulse Buying Behavior 

 Independent 

Variable 

Β ΔR2 R2 N 

Step 

1 

Age -0.20  0.015  

Gender -0.31   

Marital Status  0.07   

Occupation -0.13   

Qualification 

Annual 

Income 

-0.06 

 

-0.026 

Step 

2 

Individualism 0.255** 0.058 0.073 197 

Note: Betas are for the last step reported. 

“*p<0.05, **p < 0.01, ***p<0.001” 
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Hypothesis 2: Impulse Buying Behavior is significantly 

related to culture-Collectivism 

Dependent Variable: Impulse Buying Behavior 

 Independent 

Variable 

Β ΔR2 R2 N 

Step 1 Age -0.043  .015  

Gender  0.017   

Marital 

Status 

 0.057   

Occupation 

Qualification 

Annual 

Income 

-0.012 

-0.005 

 

-0.043 

  

Step 2 Collectivism  0.140 0.20 0.34 197 

Note: Betas are for the last step reported. 

“*p<0.05, **p < 0.01, ***p<0.001” 

 

 

Hypothesis 3: Impulse Buying Behavior is significantly 

related to Expressive Personality 

 

Dependent Variable: Impulse Buying Behavior 

 Independent 

Variable 

Β ΔR2 R2 N 

Step 

1 

Age -0.014  0.015  

Gender -0.008   

Marital 

Status 

 0.033   

Occupation 

Qualification 

Annual 

Income 

-0.017 

 0.006 

 

-0.025 

  

Step 

2 

Expressive 

Personality 

0.220*** 0.62 0.77 197 

Note: Betas are for the last step reported. 

“*p<0.05, **p < 0.01, ***p<0.001” 

 

Hypothesis 4: Impulse Buying Behavior is significantly 

related to Emotional Stability 

 

Dependent Variable: Impulse Buying Behavior 

 Independent 

Variable 

Β ΔR2 R2 N 

Step 

1 

Age -0.047  0.015  

Gender  0.007   

Marital 

Status 

 0.064   

Occupation 

Qualification 

Annual 

Income 

-0.019 

 0.001 

 

-0.035 

  

Step 

2 

Emotional 

Stability 

 0.144* 0.026 0.041 197 

Note: Betas are for the last step reported. 

“*p<0.05, **p < 0.01, ***p<0.001” 

Hypothesis 5: Impulse Buying Behavior is significantly 

related to Sociableness 

Dependent Variable: Impulse Buying Behavior 

 Independent 

Variable 

Β ΔR2 R2 N 

Step 1 Age  0.087  0.015  

Gender  0.486   

Marital 

Status 

 0.232   

Occupation 

Qualification 

Annual 

Income 

 0.171 

 0.236 

 

 0.096 

  

Step 2 Sociableness  0.041 0.20 0.035 197 

Note: Betas are for the last step reported. 

“*p<0.05, **p < 0.01, ***p<0.001” 

 

 

Hypothesis 6: Impulse Buying Behavior is significantly 

related to Pleasure Seeking Persoanlity 

Dependent Variable: Impulse Buying Behavior 

 Independent 

Variable 

Β ΔR2 R2 N 

Step 

1 

Age  -0.037  0.015  

Gender  -0.006   

Marital 

Status 

  0.036   

Occupation 

Qualification 

Annual 

Income 

 -0.015 

  0.005 

 

 -0.035 

  

Step 

2 

Pleasure 

Seeking 

Propensity 

  

0.249*** 

0.073 0.088 197 

Note: Betas are for the last step reported. 

“*p<0.05, **p < 0.01, ***p<0.001” 

 

Hypothesis 7: Impulse Buying Behavior is significantly 

related to Conserving Personaliy 

Dependent Variable: Impulse Buying Behavior 

 Independent 

Variable 

Β ΔR2 R2 N 

Step 

1 

Age -0.037  0.015  

Gender  0.028   

Marital 

Status 

 0.053   

Occupation 

Qualification 

Annual 

Income 

-0.018 

-0.007 

 

-0.036 

  

Step 

2 

Conserving 

Personality 

-0.001 0.000 0.015 197 

Note: Betas are for the last step reported. 

“*p<0.05, **p < 0.01, ***p<0.001” 
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Dependent Variable: Impulse Buying Behavior 

  Impulse Buying Behavior 

 Independent 

Variable 

Β R R2 

Without 

moderation 

Individualism 0.261*** 0.253 0.064 

Moderation Individualism with 

Frequency of 

Impulse Buying 

0.248*** 0.445 0.198 

“*p<0.05, **p < 0.01, ***p<0.001” 

N = 197 

 

Dependent Variable: Impulse Buying Behavior 

  Impulse Buying Behavior 

 Independent 

Variable 

Β R R2 

Without 

moderation 

Collectivism 0.132 0.134 0.018 

Moderation Collectivism with 

Frequency of 

Impulse Buying 

0.143* 0.401 0.161 

“*p<0.05, **p < 0.01, ***p<0.001” 

N = 197 

 

Dependent Variable: Impulse Buying Behavior 

  Impulse Buying Behavior 

 Independent 

Variable 

Β R R2 

Without 

moderation 

Expressive 

Personality 

0.231*** 0.268 0.072 

Moderation Expressive 

Personality with 

Frequency of 

Impulse Buying 

0.241*** 0.467 0.218 

“*p<0.05, **p < 0.01, ***p<0.001” 

N = 197 

 

Dependent Variable: Impulse Buying Behavior 

  Impulse Buying Behavior 

 Independent 

Variable 

Β R R2 

Without 

moderation 

Emotional Stability 0.144* 0.166 0.028 

Moderation Emotional Stability 

wuth Frequency of 

Impulse Buying 

0.166** 0.420 0.177 

“*p<0.05, **p < 0.01, ***p<0.001” 

N = 197 
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Dependent Variable: Impulse Buying Behavior 

  Impulse Buying Behavior 

 Independent 

Variable 

Β R R2 

Without 

moderation 

Sociableness 0.139 0.135 0.018 

Moderation Sociableness with 

Frequency of 

Impulse Buying 

0.147* 0.401 0.161 

“*p<0.05, **p < 0.01, ***p<0.001” 

N = 197 

Dependent Variable: Impulse Buying Behavior 

  Impulse Buying Behavior 

 Independent 

Variable 

Β R R2 

Without 

moderation 

Pleasure Seeking 

Personality 

0.252*** 0.277 0.077 

Moderation Pleasure Seeking 

Personality with 

Frequency of 

Impulse Buying 

0.250*** 0.465 0.216 

“*p<0.05, **p < 0.01, ***p<0.001” 

N = 197 

Dependent Variable: Impulse Buying Behavior 

  Impulse Buying Behavior 

 Independent 

Variable 

Β R R2 

Without 

moderation 

Conserving 

Personality 

0.001 0.001 0.000 

Moderation Conserving 

Personality with 

Frequency of 

Impulse Buying 

0.05 0.379 0.143 

“*p<0.05, **p < 0.01, ***p<0.001” 

N = 197 

Results 

 Hypothesis 1: Accepted at 1% level of significance. 

 Hypothesis 2: Rejected  

 Hypothesis 3: Accepted at 1% level of significance. 

 Hypothesis 4: Accepted at 5% level of significance. 

 Hypothesis 5: Rejected 

 Hypothesis 6: Accepted at 1% level of significance. 

 Hypothesis 7: Rejected 

 

“ConsumersT whoT areT expressiveT andT haveT 

pleasureT seekingT propensity,T ensureT aT higherT 

tendencyT toT buyT thingsT onT impulse.T Thus,T sellersT 

shouldT identifyT highlyT expressiveT consumersT andT 

consumersT withT pleasureT seekingT personalityT andT 

attractT themT throughT differentT colorT combinationsT 

toT amplifyT theT expressivenessT andT pleasure-seekingT 

propensityT ofT consumersT whereasT otherT personalityT 

attributesT likeT emotionalT stability,T conscientiousnessT 

andT conservingT propensityT shouldT beT spoiledT 

throughT variousT promotionalT strategies”.T  

 

 

 

VI. CONCLUSIONS AND LIMITATIONS 

“TheT sampleT wasT physicallyT limitedT becauseT theT 

dataT wasT primarilyT collectedT fromT Delhi/NCR.T 

Thus,T theT dataT collectedT fromT differentT areasT 

mayT yieldT variedT results.T OnlyT quantitativeT 

researchT methodT (questionnaire)T wasT used,T butT 

theT qualitativeT researchT methodsT mayT fetchT 

differentT outcomes”. 
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