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Abstract: The main objective of this study is to investigate the effects of situational and individual factors on
mmpulse buying using the S-O-R model. This study attempts to describe impulse buying by mtegrating the
effects of situation and mdividual characteristics on the concept. Data was collected from a sample of 220
questionnaires and was analyzed using structural equation modeling. This study shows that the positive mood
created by the environment of a store contributes largely to impulse buying. Essentially, the store environment
and the arousal created by this environment instill a positive mood, which subsequently leads to a purchase
without prior intention. Store environment has a direct effect on the emotional and psychological status of an
mdividual. In contrast, the mood has a reverse effect on impulse buying. The study also reveals that individual
characteristics including innovativeness and extroversion have no effect on buying behavior. Few studies have
investigated the simultaneous effects of situational factors and individual characteristics on impulse buying.
These features have been mainly studied separately to the exlusion of the jont effects of these factors. Thus
study investigates the effects of both situational and mdividual factors on impulse buying. What’s more, this
study suggests a gap in the study of impulse buying in various geographical locations, notably Tran. Impulse
buying is increasingly more prevalent in the Tranian society due to its purchase culture, but there have been

few studies on this topic m this country.
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INTRODUCTION

Impulse buying is an important aspect of consumer
behavior and a vital concept in the market [1]. Retailers
have long discovered the power of impulse buying, which
15 m fact a main point m many buying activities. For
example unplanned purchases constitute 27-62 percent
of purchases in store settings [2].

Retailers attempt to increase impulse buying through
store design, product display, package design and
promotion [3]. Due to prevalence of impulse buying in
today’s markets, academic research regarding impulse
buying has increased in the last decade. However,
mformation regarding impulse buying and its numerous
mfluential variables 1s sparse.

Most  studies  performed
buying thus far have focused on situational aspects.
For example, Rook has described the nature of

regarding  impulse

impulse buying [1]; and later has focused on the
influencing norms [4]. Past research depicts a number
of situational effects on impulse buying and personal
they have

been unsuccessful in complete modeling of both

characteristics of impulsive buyers, but

variable groups. What remams to be seen are the joint
effects of these factors. How do personal characteristics
influence the effectiveness of situational factors? A
descriptive model of impulse buying describes the
complexity of impulse buymg behavior. Therefore, thus
study attempts to describe 1mpulse buying, mncluding
the joint effects of situational factors and personal
characteristics. In addition, this study portrays the
appled concepts i the findings. Once the relative
importance of situational factors on umpulse buying is
illustrated, effective marketing strategies and previous
design procedures can be employed by retailers to attract
impulse buyers.
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Litruature Review

TImpulse Buying Behavior: Researchers agree that impulse
buying occurs when an individual makes an umntended,
unreflective and immediate purchase [1, 4]. The purchase
is unintended because it is made while shopping,
although the individual was not actively looking for that
item, had no pre-shopping plans to purchase that item and
was not engaged in a shopping task which the item
satisfies, such as looking for a gift. Unintended buying
arises from a sudden urge to buy a specific item while
shopping. The desire and decision to buy occurs after the
person sees the article [5]. Unintended and unplanned
attributes have long been associated with impulse buying
and are a necessary, but not sufficient for categorizing a
purchase as an impulse buy [6, 1, 4].

Impulse buying behavior 13 a sudden, compelling,
hedonically complex buying behavior in which the
rapidity of an impulse decision process precludes
thoughtful and deliberate consideration of alternative
mformation and choices [7]. Several researchers have
reported that consumers do not view impulse purchasing
as wrong; rather, consumers retrospectively convey a
favorable evaluation of their behavior [8, 9, 1]. Other
researchers have treated impulse buying as an individual
difference variable with the expectation that it is likely to
influence decision making across situations [10, 4, 11].

Impulse buying 1s influenced by economic factors,
personality, time, location and even cultural factors. Stern
differentiated four categories of impulse buying in 1962:
(1) pure impulse buying; (2) reminder impulse buying; (3)
suggestion 1mpulse buymng; and (4) planned impulse
buying [12].

Table 1: Personal characteristics studied as antecedents of impulse buying

Finally, consistent with general impulsiveness,
impulsive buying is immediate [13, 1]. The time interval
between seeing the item and buying it 1s very short and
the decision to buy is made hastily. An individual making
an impulse purchase responds quickly to the urge and
makes a spontaneous decision to purchase the item
without delay. Furthermore, the ndividual is not hkely to
postpone the purchase m order to gather more
information, comparison shop, seek advice or simply

“cool off™.

Antecedents of Impulse Buying: Largely, antecedents of
impulse buying are categorized into two types-personal
characteristics of consumers and situational influences.
Consumers’ personal characteristics are their consistent
attributes that mfluence their impulse buying tendencies
across situations. Situational influences are environmental
factors including a store displays and sales associates, or
a consumer’s situational attributes including mood and
invelvement, increase the likelithood of that consumer
engaging in impulse buying in a specific situation
(Tables 1 and 2).

Mood: Understanding how moods influence consumer
behavior is important because consumers experience a
variety of moods when making decisions. Individuals can
take actions based on an emotional feeling with or without
a low level of cognitive activity [33, 34]. Moods can be a
situational influence since moods are transient and easily
influenced by little things or they are caused by
consumers’ exposure to stimuli at each buying situation

[35].

Personal characteristics

Authors (Date of publication)

Personal traits
Lack of control

Youn and Faber (2000)

Extroversion Verplanken and Herabadi (2001}
Tnnovativeness Phau and T.o (200:)
Culture

Individualism

Materialism

Kacen and Lee (2002)
Troisi, Christopher, and Marek (2006)

Behavioral intention

Attitude Rook and Fisher (1995)
Omar and Kent (2001)
Kuwak, Zinkhan, Del.orme, and Larsen, (2006)
Peck and Childers (2006)

Subjective norm Zhang, Prybutok, and Strutton (2007)

Hedonic consumption

Hausman {2000)
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Table 2: Situational characteristics studied as antecedents of impulse buying

Situational characteristics

Authors (Date of publication)

Mood

Weinberg and Gottwald (1982)
Gardner and Rook (1988)
Beatty and Ferrell (1998)
Park, Kim, and Forney (2006)

Physical surroundings
Product stimuli
Promotional stimuli

Atmospheric stimuli

Youn and Faber (2000)
Youn and Faber (2000); Zhou and Wong (2003)
Mattila and Wirtz (2001); Zhou and Wong (2003)

Social suroundings

TV shopping host Park and Lennon (2004)
Shopping companies Lo (2005)

Consumer's involvement

With sport teamn merchandises Kwon and Armstrong (2002)

With fashion

Park, Kim, and Forney (2006)

Product categories

Clothing, shoes and accessories

Bellenger, Robertson, and Hirschman (1978)
Shamdasani and Rook (1989)

Dittmar, Beattie, and Friese (1995)

Mai, Jung, Lantz, and Loeb (2003)

The notion that positive emotions have a significant
effect on impulse buying 1s supported by prior research
[10, 24, 25, 23]. As noted earlier, Mehrabian and Russell
(1974) proposed that three emotional states including
pleasure, arousal and dominance, mediated approach-
avoidance behaviors. Pleasure resulting from exposure to
store atmosphere has been shown to influence in-store
behaviors including spending levels, amount of time
spent in the store and willingness to visit again [36, 37,
38].

Mehrabian and Russell (1974) indicated that all
reactions to an enviromment can be considered as
approach or avoidance behaviors. They classified
reactions using the following: (1) a desire physically to
stay in (approach) or to get out of the environment
(avoidance)

(2) a deswre or willingness to look around and to
explore the environment (approach) or to avoid moving
through or mteracting with environment (avoidance); (3)
a desire or willingness to communicate with others in the
environment (approach) or to ignore commumcation
attempts from others (avoidance); and (4) the degree of
enhancement (approach) or hindrance (avoidance) of
performance and satisfaction with task performance.
These behaviors can be easily applied in a retail
environment. Store patronage intention, 1in-store
browsing, interaction with sales personnel, shopping
frequency and time and money spent and are all forms of

approach behaviors and can all yield inpulse buying [10].

In 1982, Donovan and Rossiter used Mehrabian and
Russell’s model to predict customer behavior m retail
stores and stated that a store that has a pleasant
environment can exert a positive effect on shoppers,
thereby leading to positive purchase behaviors [38].

Store Environment: Postrel (2003) mentioned that
shopping malls are pursuing aesthetics to aftract
consumers who seek an entertaiming experience.
Shopping malls can be viewed as fantasy environments
providing a range of entertainment: musical, visual and
theatrical for today's consumers" [39]. Thus, store
environments are intentionally designed to result in a
pleasurable consumer experience. Some researchers have
noted that experiential pleasures result from browsing and
shopping [40, 41].

As noted earlier, impulse buying can be considered
a type of hedonic consumption with the primary purpose
to obtain pleasure and gratification in shopping [41].
Donovan, Rossiter, Marcoolyn and Nesdale (1994) found
that pleasant environments encouraged consumers to
stay longer m the selling environment and to make
unplanned purchases. Tt has also been documented that
stores’ environmental stimuli triggered impulse buying
[27,31, 14, 26].

Research indicates that high arousal reduces
people’s ability to think through the implications of their
actions [42, 43]. Moreover, Mattila and Wirtz (2008)

suggest that store environments that are perceived as
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Fig. 1: Proposed Model of Impulse Buying,.

over-stimulating lead to lower levels of self-control and
therefore to high levels of impulse purchases. Store
enviromments that are perceived as under-stimulating or
neutral in terms of arousal, on the other hand, are likely to
lead to lower levels of impulse buying [44].

Rasearch Model and Hypotheses
The S-0-R Model: Using existing empirical findings
concerning antecedents of impulse buying as a starting
point, we developed an impulse buying model that
illustrates the multifaceted relationships among situational
mfluences and personal characteristics as they relate to
impulse buying. This model integrates the effects of
personal characteristics and situational influences on
imnpulse buying and was developed on the basis of the
stimulus-organism-response (S-0O-R)
developed by Mehrabian and Russell (1574).
Mehrabian and Russell (1974) first presented the S-O-
R framework as a model to explam the effects of the
They
identified emotional states as significant mediators

framework

physical environment on human behaviors.

between environmental stimuli and human behaviors.
They suggested that environmental stimuli caused
primarily an emotional response, which n tum caused
reactions to the environment, in other words, behaviors.
The stimuli includes features of the environment, which
evoke individuals® emotional status.

Based on this framework, the study hypotheses were
prepared as follows (Figure 1):

+  Store environment has a direct effect on emotional
and psychological condition of customers.

¢ Store environment has a direct effect on impulse
buying of customers.

»  Emotional and psychological status of customers has
a direct effect on impulse buying of customers.

»  Personal characteristics of customers have a direct
effect on impulse buying of customers.

Methods

Measurements: The questionnaire for this study was
designed based on indices proposed by Wakefield and
Baker (1998) for store environment, Mehrabian and
Russell (1974) for emotional and psychological status,
Stern (1962) for impulse buying, Hendriks et al. (1999) for
extroversion (personal characteristics) and Goldsmaith and
Hofacker (1991) for (personal
characteristics). The authors revised and localized the

mmovativeness

above-mentioned ndices. As such, the indices used in
adapted to the
circumstances of the study space.

As for the validity
noteworthy  that
acceptable level of content validity and factor validity.

this  questionnaire were specific

of the questionnaire,

it is the questionnaire had an
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Table 3: Demographics of the sample

Percentage Frequency Characteristic
Gender Female 109 49.5
Male 111 50.5
Age Under 26 39 40.5
26-30 56 25.5
31-35 16 73
3640 34 15.5
41 or over 25 11.4
Education TLess than high school 29 13.2
High school diploma to bachelor’s degree 123 55.9
College graduate 59 26.8
Post-graduate work 9 4.1
Questionnaire validity was investigated with exploratory RESULTS AND DISCUSSTON

factor analysis. In the process of this analysis, some
questions with lower factor loadings and common factors
were removed n order to obtain acceptable results from
confirmatory factor analysis.

Sampling and Data Collection: Data collection was
performed in this study using the survey method The
mformation was part of the statistics collected form
visitors to “Shahr-eKetab™ bookstore in Niavaran, Tehran.
The visitors were asked to complete the questionnaires
immediately after making their purchase trip. At the end of
the 4-four week period, the respondents completed the
research questionnaire, which included the criteria for
impulse buying, store environment, emotional and
psychological mood, personal characteristics and
demographic variables. The total number of distributed
questionnaires was 300, of which 220 were returned.
Demographic distribution of the
comparable to previous studies.

statistics are shown in Table 3.

sample was
The demographic

Data Analysis: Structural equation modeling (SEM) was
used for data analysis. This technique allows modeling of
relationships among several independent and dependent
variables by a simultaneous analysis of those
relationships.

SEM explains how certain latent variables in the
research model directly or indirectly influence other latent
variables in the model, assessing the hypothesized
relationships between the independent and dependent
variables [49]. The overall fit of the model was assessed
by chi-square {¥%), goodness of fit index (GFI), adjusted
goodness of fit index (AGFT) and root mean squared

residual (RMR).

Measurement and Structural Models: Simultaneous
estimation of structural and measurement models was
performed using LISREL16. The proposed model tested
the causal relationships between 4-four hidden variables,
namely: store environment, mood, personal characteristics
and impulse buying. The explicit variable of the research
are the remaining questions after the factor analysis.

After modeling the first question of whether the
measurement model is suitable (correctness of the model),
we use a special index including the ratio of ¥2 to degrees
of freedom that should be lower than the allowance
amount, which is three. The root mean square error of
approximation (RMSEA) has an allowance lower than
0.08; p should be lower than 0.05; goodness of fit index
and the adjusted goodness of fit index should be higher
than 0.9. The resulting figures for these mdices are shown
in Table 4. Based on these results, it 1s determined that the
research model has a suitable fitness.

The observed indices, when compared with the
desired values according to a fitted model, show an
appropriate fit for the model. In the next step, we must test
the significance of the figures obtained from the model.
The significance model shown in Figure 2 depicts the
significance of the correlations in this study.

For a signmificant correlation, the statistic value
should be between 1.96 and -1.96 because the confidence
level 1s set at 095 m hypothesis testing. In the
significance model, all the correlations are significant
{except for the effects of individual characteristics and
impulse buying, which are not significant). In the next
stage, using the model in standard form, we can
investigate the hypothesis results and the line
coefficients. Figure 3 structural  line
coefficients.

shows the
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Table 4: Fit index

Index Allowance amount The resulting figure
Ratio of ¥? to degrees of freedom FHdf<3 24
pvalue <0.05 0.00

Root mean square error of approximation (RMSEA) 0.05<RMSEA < 0.08 0.080
Goodness of fit index (GFI) >0.9 0.90
Adjusted goodness of fit index (AGFI) >0.9 0.89
Comparative fit index (CFI) =09 092

Chi-Square=658.06, df=274, pP-value=0.00000, RMSEA=0.080

Fig. 2: Model in the Significance form with T Values.
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Fig. 3: Model in the Standard Form.

Hypothesis Testing The model in the standard form shows that store
Hypothesis 1: Store environment has a positive causal environment explains 87 percent of variations in the
effect on the emotional and psychological state of  emotional and psychological status of customers and
customers (Y 1=0.87; p<0.001). Hypothesis 1, the direct effect of store environment on
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the emotional and psychological status of customers, is
accepted. The testing result for Hypothesis 1 was
compared with previous studies Jacha Lee (2008) and
Gardner and Rook (1988). Both of these studies have
shown a direct effect of store environment on the
status
Therefore, the result of the present study is compatible

emotional and psychological of customers.

with the results of previous research.
These findings show that
improves the emotional and psychological status of

store environment

mdividuals through creation of an agreeable space and
atmosphere. In fact, when individuals have a good feeling,
they are willing to spend more time in the store and watch
store products. This, in turn, leads to an increase in
impulse buying.

Hypothesis 2: Store environment has a direct significant
effect on impulse buying behavior (Y1=0.38; p<0.001).
Study results confirm the presence of a direct
relationship between the store environment and the
impulsiveness of consumer’s purchase. This finding
suggests that the positive circumstance created by the
store environment 1s a mam factor in impulse buying.
Essentially, the store environment and the resulting
arousal leads to a positive mood, which causes a pleasant
feeling in customers and leads to increased impulse
buying. The positive mfluence of exciing retail
environments on an wunplanned purchase s compatible
with psychological research showing that high arousal
diminishes self-regulation of individuals. Also, high
stimulation can decrease the individuals’ capability of
thinking about their actions. It is no wonder that store
stimulation can affect the buying patterns of consumers.

Hypothesis 3: The emotional and psychological status of
customers has a reverse effect on impulse buying of
customers.

This result does not confirm the hypothesis that
display and excitement of the store help improve the
status of buyers and subsequently, the
appropriate emotional status increases impulsiveness of

emotional

purchase.

The testing result for Hypothesis 3 was compared to
previous works by Beatty and Ferrell (1998) and Jacha Lee
(200%). Both studies confirm the direct effect of emotional
and  psychological buying.
Consequently, the result of the cumrent study is not
compatible with the research. It could be that in the
statistical population of the present study, individuals

status  on  impulse

were not stimulated according to emotional and
psychological characteristics for impulse buying. The
consumers possibly responded to actual and tangible
stimuli mn the store, leading to reasonableness of
purchase, consequently decreasing its impulsiveness.

Hypothesis 4: There was no direct sigmficant relationship
between personal characteristics and impulse buymng in
the customers.

The results of this study show that personal
characteristics of shoppers such as mnovativeness and
extroversion, had no effect on their purchase decisions. In
this regard, it can be argued that personal characteristics
of customers include very broad and extensive topics. In
this study, due to some lunitations, we were forced to
measure these features in only two dimensions. If other
components had been considered in this research, the
results could possibly be different. Retailers cannot
expect store layout to have the same effect on all
consumers. Specifically, consumer's ability to self-regulate
alters the effect of store layout on impulse buying
behavior. The stronger a consumer has control over their
behavior, the weaker 1s the impact of store layout on
impulsiveness of the consumer’s purchase.

CONCLUSIONS AND IMPLICATIONS

This study mvestigates a structural model that relates
store environment, emotional and psychological status
and personal characteristics to impulse buying and
presents some insights for retailers and researchers to
understand the structural relationships
consumption features and buying behavior. The results

between

show that store environment has a direct effect on
emotional and psychological status and impulse buyng
by consumers. Furthermore, evidence shows that store
environment and the arousal created by this environment
creates a positive emotional state, which leads to impulse
buying. In the structural model, environmental variables
can be predicted using ambient and excitement factors.
Ambient factors include music, smell and light. They
include the circumstances prevailing in the store and they
can affect the semi-conscious ego of consumers.
According to this sample, store environment has an effect
on impulse buying and excitement of the store most
probably helps the impulsiveness of the purchase.

In regard to emotional and psychological state,
the results of this study confirm the existence of a
direct relationship between store environment and
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emotional and psychological state of consumers

during purchase. While in the statistical population
of the present study, emotional and psychological
state of individuals did not increase their impulse
buying, but it is noteworthy that this is only a
relative interpretation and it is open to debate,
because 1t 15 at odds with previous research findings.
In this study, the emotional and psychological state of
customers was not an important factor in impulsiveness
of their purchase, because consumers responded to actual
and concrete stimuli in the store, leading to increased
reasonableness and decreased impulsiveness of their
purchase.

On the other hand, while we investigated the impact
of store environment on shopper's mood, shopper's mood
has been found to influence how mdividuals perceive a
given environment [35]. The psychological literature
suggests that mood appears to bias evaluations of store
environment i mood-congruent directions: people
selectively retrieve positive mood-congruent information
and avoid negative thoughts that would undermine their
mood. For example, Swinyard (1995) found that shoppers
m a good mood exaggerated their evaluations of
salespeople. Thus, participants may have evaluated the
store environment positively not only because they liked
the store environment, but also because they were in a
good mood when they entered the store. In future
research it 1s recommended that some measure of the
shoppers pre-shopping mood be taken into account to
further understand what impact store environment has on
shopper mood [51].

The results of this study present implications for
retailers to enhance their understanding and increase
impulse buying in their stores. Tt is becoming increasingly
difficult for retailers to differentiate their stores solely on
the basis of merchandise, price, promotion or location.
However, the store itself can offer a unique environment
or atmosphere that may influence a shopper's behavior.
At the pomt of purchase, m-store elements such as color,
lighting, style, or music are likely to have immediate
effects on the purchase decision. Atmospherics are often
designed to create a buying environment that produces
specific moods that will enhance a consumer's likelihood
of purchase.

According to this research, retailers should pay
attention to consumers’ emotional status and the
enviromment of the store, since these factors can enhance
mnpulse buying of a variety of goods. Additionally,
retailers continuously need to enhance impulse buying

and positive mood of consumers through store layout,
product display, packaging and promotion. They can
differentiate the store by creating a relationship between
store atmosphere and the emotional state of consumers.
Purchasers who select a store because they like its
environment spend unexpectedly large sums of money
due to the positive atmosphere. Even if the consumers
have a negative emotional state at the time of entering the
store, their mood is upgraded and they spend more
money.

Retailers attempt to focus on interest and excitement
of customers and use specific strategies for increasing
excitement in the store. Furthermore, positive practical
reactions can be created through in-store entertainment.
Therefore, retailers can focus on creating entertamment
opportunities that show the subjective and practical value
of the store.

All research has limitations that can potentially
influence its results. The product categories used i this
study, including stationery and books, were limited and
data was collected from limited consumer types. These
factors limit the generalizability of the results of the
current study. The fact that participants’ answers relied
on their memory of their last shopping trip might have
influenced the validity of participant's responses. Even
though participants were asked to complete the
questiomnaire immediately after their shopping trip, their
ratings of the impulsiveness of their purchase,
evaluations of store environments and moods might have
been inadequate.

More research should be done to extend the results
of this study. Firstly, more extensive samples from broader
geographical locations and cross-national comparisons
are required. Secondly, this study can be extended to
other categories and brands of goods.

Further, mood changes after making an impulse
purchase may be different depending on pre-shopping
moods. Investigation of differences in mood changes after
impulse purchases between shoppers in a good pre-
shopping mood and in a bad pre-shopping mood should
be another avenue for future research.
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