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ABSTRACT 

     The research provides shopping emotions and risk association in impulsive 

purchasing behaviour. Risk association was associated with buying behaviour 

negatively but not related significantly to buying behaviour intentions, actual 

behaviour is not related, whereas pleasure, was an impulsive buying purpose 

predictor. On additional, the relation between buying intention and pleasure is 

found moderate to buying impulsive trait. This research study explains the various 

consumer behaviours towards impulsive purchasing. This research expected to 

contribute to knowledge’s body to build a model to incorporate individual, 

cognitive and an affective factor related to impulsive buying behaviour (IPB). The 

study is based on the main data for a period of May – Oct 2017. This research 

study chooses 160 respondents of Trichy and Thanjavur region as a subject and 

collects data by simple random sampling method. Data was obtained through 

survey questionnaire.  The data was analysed and the result obtained was analysed 

using SPSS 19.0 software. From results, there is no association between gender, 

age, marital status, occupation, income of the respondents with that of the  

Impulsive Purchase Behaviour and there is no significant difference between 

independent variables of perceived risk, shopping influence. 
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I  INTRODUCTION 

 To find the attitude and behaviour of consumer’s towards impulsive 

purchasing behaviour. To pay money for buying a product the adjustment made 

prior to purchase a product is an impromptu by impulse purchase. According to 

Julian Lin (2014), Impulse buyer or purchaser is the one make tends to purchase. 

More expenses due to impulse buying from buying things that actually planned 

from .According to Vishal Khasgiwala (2014)   stimulus is defined by impulse 

purchase or on spot trigger purchase. Consumer behaviour is determined broadly 

by emotions and perceived risk and also believed as important predictors. Earlier 

studies showed the effect of emotional shopping but perceived risk is not 

explored. This study’s aimed on both emotional shopping and perceived risk on 

impulse purchase. Other than shopping emotions and perceived risk, factors 

influence played important role played in impulsive purchase behaviour. 

 

The study variables include demographic variables such as and age, 

gender, income, marital status, occupation and the independent factors such as 

risk association, shopping emotions and other influencing factors. To measure the 

impulsive purchasing behaviour, the variables were used which lead to the 

outcome variables. 

 

 

II. STATEMENT OF THE PROBLEM 

 This study deals with Impulsive Purchase Behaviour of marketing in 

India. This explores risk associated, emotion of purchaser while shopping and 
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other factors influencing like cost, quality etc., it determines the significance 

difference between impulsive purchase behaviour and compulsive purchase 

behaviour. This study expands the impulse purchase how it influences the 

behaviour of buyer’s towards purchasing a product in online or offline. For offline 

this information will be valuable for giving excellent service to customers and 

dominant in both local and global market.  

 

 

 

Limitation of the study is mainly collection of data. High population of 

respondents, the data collection will be time consuming and costly. To get the 

exact behaviour of respondents the researcher need to get after the purchase got 

over as soon as possible. The study would represent the good picture about the 

population’s view. The samples from population are subjected to bias. The 

resources are constrained by time and cost. The questionnaire are distributed 

randomly to buyers who are directly involved in purchase and also who are 

influenced by impulsive purchase by seller. 

 

 

III. OBJECTIVES OF THE RESEARCH 
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 To study the  respondent’s demographic factors related to  Impulsive  

         Purchase Behavior. 

 To understand the independent factors towards Impulsive Purchase  

         Behavior. 

 To predict the effects of independent factors on Impulsive Purchase. 

 To determine the relationship between the variables and impulsive     

purchasing behaviour 

 

IV. RESEARCH METHODOLOGY 

 

For this research study, data was collected through survey method. For the 

survey, the questionnaire was carefully designed by considering all the relevant 

variables. The data were primary with sample size of 160 collected from buyers.  

This research selects customers of trichy and thanjavur city as the 

respondent and collects main data by simple unsystematic sampling method. Data 

was obtained through survey questionnaires. The questionnaire was pre-tested by 

10 respondents of the city. This is done for confirmation of content, readability, 

language incorporation etc. From the results of the pre- test, some change was 

made in the questionnaire items. The total sample size is 160 buyers. After 

collecting the questionnaires, data analysis is done by SPSS software. For 

analysis, ANOVA, Chi-Square & regression are the statistical tools used. The 

outcome from the study was planned to fulfil customer’s requirement Impulsive 

Purchase Behaviour of consumer’s through internal marketing. 

 

V. HYPOTHESIS STATEMENTS 
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1. There is no association between respondent’s demographic factors and the 

impulsive purchasing behaviour. 

2. There is no significant difference between demographic factors and 

independent factors of impulsive purchasing behaviour.  

3. There is no significant effect of independent factors on impulsive 

purchasing behaviour. 

 

VI. REVIEW OF LITERATURE 

Anant Jyoti Badgaiyan, (2014) aims intrinsic factors outcome on 

impulsive selling behaviour by the structural equation modelling is used. 

Impulsive buying behaviour has a major positive link with three construct.  

Asad Shahjehan,Jaweria Andleeb Qureshi, (2012) defines neuroticism, 

anxiety, irritability, sadness and moodiness are the big five personality traits were 

positively correlated and display both impulsive and compulsive behaviour.  

B. Shyamsundar, (2017) states consumer buying behaviour induced by 

number of visits, payment mode and amount spent. Retailing is much lesser than 

merchandising at present.  

Vishal Khasgiwala, (2014) explores impulsive buying behaviour and 

gender inequality carried out among youth is the backbone of Indian economy. 

Finally it shows there is no disproportion among gender. 

Grace Yuna Lee, (2008) establishes perceived risk is a significant for 

predicting impulsive buying behaviour and says to promote impulsive buying, by 

giving encouraging word to customer will reduce anxiety of hesitant customers.  

Jacqueline J. Kacen, (2002) Exhibits the relationship between attitude 

and behaviour is strong in individualist than collectivist culture. 

Julian Lin, (2014) includes the difference in individual, environment of 

shopping and emotion affects impulsive buying behaviour. It also includes quality 
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of information, trust perceived and how interactive features are used to measure 

urge, environment, and intention to buy.  

Kashif Abrar, (2017) focuses online context of impulse buying 

behaviour. Risk perception is one of the reservations in Pakistan among low 

literacy rate with developing economy.  

Sundström, (2013) exhibits both male and females have changes in 

traditional behaviour pattern in the contemporary environment of marketing. The 

changes due to increase of association in management, commercial, education, 

political affairs and civic life are from urban to developing markets extending 

globally.   

Tan Rich Sun, (2015) defines the competition is high retailer need to 

create some strategy to attract customers. Layout, displays in windows, pricing 

and promotion are the different strategies attract to seek more information from 

the retail store.. 

Neda Irani, (2011) shows the shopping satisfaction is explained by the 

role of hedonic and utilitarian shopping it also with respect to understanding. It 

not only provides information about the variables associated with shopping and 

also deals with structural dimensions. 

Regina Virvilaite, (2009) defines the impulsive purchasing is that the 

customer’s response based on the experience in purchasing environment, decision 

making and feels emotion in post purchase by the consumers due to instant 

response.  

Dennis W. Rook, (1995)  evaluates impulsive buying is represented as a 

puzzle in long standing for researcher and consumer in marketing. Impulsive 

purchasing is a thwarted by conceptualizes it by many efforts. The aspect of 

behaviour and trait of impulsive buying is insights into the social psychological.    

Gianluigi Guido, (2007) investigates optimal stimulation level relates 

with reusability and on other hand characteristics personality of shoppers.  
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Dhandayudham,( 2014) relates to emergent literature addictive, 

compulsive shopping. The addiction in online shopping is predicted by the filling 

gaps in literature by identifying it. In online shopping the preconditions for 

addictive consumer developed to behave the retailer and clinicians. 

 Bas Verplanken, (2005) analyses surprisingly about how the health 

psychologists give attention little more to customer and attempt to establish the 

connection between two behaviour unhealthy snacking and impulsive buying.  

Anna S. Mattila, (2008) defines increased impulsive purchasing lead by 

overstimulation is established. Due to depletion in self resources and control 

drives what we hypothesized. In lab setting, the link between impulsive 

purchasing excitement and psychological processes was explored. 

Grant Donnelly, (2013) exhibits relation between risk association, 

shopping emotions and demographic variables in impulsive purchasing. Also the 

results demonstrates that money factor has highly correlated and consistent with 

other variables.  

Chen, ( 2008) concludes impulsive buying relates with actual impulse 

buying for clothing in a traditional store and positive association in involvement 

of clothing and level will increase the tendency to increase the impulsive buying.  

Deon, (2011) defines there is no significant compulsive or impulsive form 

of behaviour also revealed in his study. Totally two scores emerged from this 

study in three form they are minimum, maximum and average of compulsive and 

innovation buying. 
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VII RESULTS AND DISCUSSION 

 

Table No: 1 Respondent’s demographic profile 

Gender FY % Marital status FY % 

Male 91 60.7 Single 122 81.3 

Female 59 39.3 Married 24 16.0 

   Others 4 2.7 

Age  FY % Income  FY % 

Below 25  121 80.7 Below 25K 98 65.3 

 26 – 35 18 12.0 Above 25K to 50K 36 24 

36 – 45 10 6.7 Above 50K to 1L 15 10 

46 and above 1 0.7 Above 1L 1 0.7 

Occupation FY %  

Student 84 56.0 

Business 20 13.3 

Salaried 14 9.3 

Professional 19 12.7 

Others 13 8.7 

        Source: computed from spss software 

 

The above table no: 1 shows that 80.7% respondents were at the age below 

25. 39.3 % of respondents were female and the rest of them were male. It also 

represents that 65.3 % of the respondents were having income below 25000. 56% 

of respondents are students and 13.3% was businessman. 16% of respondents are 

married and 81.3% are single. 
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Table No: 2 Chi-Square-Demographic factors with Customer Characteristics 

and Factors Influence 

Demographic 

Factors 

Impulsive Purchase Behaviour 

2 Value Sig. Decision 

Age 46.09 0.907 Accept 

Gender 79.17 0.046 Reject 

Marital Status 33.00 0.776 Accept 

Occupation 94.70 0.025 Reject 

Income 54.70 0.669 Accept 

(
*
= Ho accepted at 5% significance level) 

Hypothesis (H0): There is no association between respondents’ demographic factors 

Customer Characteristics and Factors Influence Impulsive Purchase. 

From the above table 2,it was found that factors such as age, marital 

status, income of the respondents with that of the Impulsive Purchase Behaviour 

has no association between them, so the null hypothesis (p>0.05) is accepted.  

From the above table 2,  it was found that factors such as gender and 

occupation of the respondents has a association between them with that of the 

Impulsive Purchase Behaviour, since rejecting the null hypothesis (p<0.05). 

Table No: 3 Demographic factors and Independent Variables – One way 

ANOVA 

Independent 

Factors 

Demographic 

variables 

F Sig Result 

 

 

 

 

Age 1.165 0.304 Accepted 

Gender 1.586 0.041 Rejected 

Marital Status 1.017 0.443 Accepted 
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Risk Associated 

Occupation 1.568 0.086 Accepted 

Income 0.730 0.759 Accepted 

 

 

Shopping 

Emotions 

Age 0.765 0.714 Accepted 

Gender 1.318 0.020 Rejected 

Marital Status 0.728 0.753 Accepted 

Occupation 0.841 0.630 Accepted 

Income 1.223 0.026 Rejected 

 

Factors Influence 

Age 1.093 0.360 Accepted 

Gender 1.053 0.408 Accepted 

Marital Status 1.093 0.036 Rejected 

Occupation 1.420 0.104 Accepted 

Income 1.101 0.035 Rejected 

(*=H0 accepted significance level at 5%) 

Hypothesis (H0): There is no significant difference between demographic factors 

and independent factors of Impulsive Purchase Behaviour.  

From the table 3, the researcher found that, factors such as perceived risk 

and demographic variables has no significant difference between them such as age, 

marital status, occupation and income at  significance level at 5% (p>0.05) and 

there is significant difference between perceived risk and gender at significance 

level at 5% (p<0.05).  

 

From the table 3, the researcher found that, factors such as shopping 

emotions and demographic variables has no significant difference between them 

such as age, marital status and occupation at  significance level at 5% (p>0.05)and  
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there is significant difference between shopping emotions and gender, income at 

significance level at 5% (p<0.05).  

 

From the table 3, the researcher found that, factors such as factor influence 

and demographic variables has no significant difference between them such as age, 

gender and occupation at significance level at 5% (p>0.05) and there is significant 

difference between factor influence and marital status, income at significance level 

at 5% (p<0.05).  

 

Table No: 4 Regression Model – Independent factors And Impulsive 

Purchase Behaviour 

S. No. Predictors Unstandardized Coefficients 

Sig. 

    B Std. Error 

  (Constant) 4.991 1.870 0.009 

1 Factors Influence 0.414 0.042 0.000* 

2 Risk Associated 0.062 0.093 0.504 

3 Shopping Emotions 0.118 0.092 0.203 

R=0.655   R Square= 0.429 

(*=H0 accepted at 5% significance level) 

Hypothesis (H0): There is no significant effect of independent factors on 

Impulsive Purchase Behaviour. 

The above result of regression shows that the independent factors viz., 

factors influence (p<0.05) are significant dominant variables of impulsive 

purchase behaviour. The regression results also show that the variables such as 

risk association and shopping emotions are not significant dominant (p>0.05), 

since the p value is greater than 0.05. The R value represents the simple 
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correlation and is 0.655, which indicated a high degree of correlation between the 

independent factors and customer orientation behaviour. The R
2
 value indicated 

that 42.9 % (0.429) of variance in dependent variable “Impulsive Purchase 

Behaviour” is explained by the independent factors. 

VIII .  MAJOR FINDINGS 

 The above table no: 1 shows that 80.7% respondents were at the 

age below 25. 39.3 % of respondents were female and the rest of them were male. 

It also represents that 65.3 % of the respondents were having income below 

25000. 56% of respondents are students and 13.3% was businessman. 16% of 

respondents are married and 81.3% are single. 

 From the above table 2, it was found that there is no association 

between gender, age, marital status, occupation, income of the respondents with 

that of the Impulsive Purchase Behaviour, since the accepting the null hypothesis 

(p>0.05).  

From the table 3, the researcher found that, there is no significant 

difference between independent variables of perceived risk, shopping influence, 

factors influence and demographic variables such as age, gender, marital status, 

occupation and income at  significance level at 5% (p>0.05).  

The above table 4, result of regression shows that the independent factors 

viz., factors influence (p<0.05) are significant dominant variables of impulsive 

purchase behaviour. The regression results also show that the variables such as 

risk association and shopping emotions are not significant dominant (p>0.05), 

since the p value is greater than  0.05. The R value represents the simple 

correlation and is 0.655, which indicated a high degree of correlation between the 

independent factors and customer orientation behaviour. The R
2
 value indicated 

that 42.9 % (0.429) of variance in dependent variable “Impulsive Purchase 
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Behaviour” is explained by the independent factors. 

IX. RECOMMENDATIONS 

Finally the results of the regression analysis, it is explored that the 

independent factors viz., risk association, emotion shopping and other factors are 

influenced the impulsive purchase behaviour of the buyers. Hence the researcher 

suggests based on result to the organization to implement certain strategy that will 

triggers the employee engaged to fulfil customers’ requirements as well as 

interactions will increase due to impulsive selling. As per the study’s results, the 

factors are strongly influencing the output of the research impulsive purchase 

behaviour. 

 

X. CONCLUSION 

 

In this scenario, the study shows as next important step which impulsive 

buying is directly or indirectly influenced by consumer’s characteristics. When 

consumer’s social visibility increases they are social actors because they are 

connected with different relationship varieties includes shopping emotions and 

perceived risk. Only shopping emotion may mediate the relationship or 

moderating effect between impulsive purchase and social visibility. Most of the 

studies discussed offline impulsive purchasing behaviour than in online is 

additional benefit to this research. The consumers are experiencing shopping 

emotions and perceived risk in different level based on channel.  

This study should take response from respondents immediately after the 

purchase is over to measure the variables (perceived risk and emotion shopping) 

accurately as possible. This holds practical as well as theoretical implications of 

impulsive purchase. Also the research identifies consumer’s arousal and pleasure 

stimulate impulsive purchase.. Comparison  between  both online shopping and 

International Journal of Pure and Applied Mathematics Special Issue

2585



offline shopping, this model may attach useful finding in offline mostly and also 

appropriate for future study. The upcoming researchers can enrich the area in 

literature by adding other possible variables of impulse purchasing behaviour. 

Emotional shopping influence more and cause over spending. 
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