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IMPULSIVE BUYING TENDECY: THE ROLE OF COGNITIVE FACTORS,
PERSONALITY TRAITS AND AFFECT

Hatice KAFADARY, Selin YILMAZ?
ABSTRACT

Impulsive buying is considered to be an emotional and unplanned decision-making behaviour. Because this type of
purchasing rate has fairly increased in recent years, examining the determinants of impulsive buying is important to
understand which intervention programs should be designed. In the current study, it was aimed to develop a model
in which impulsive buying tendency is predicted by variables such as personality traits, affect and cognitive factors
(problem solving skills and cognitive flexibility). Overall, 300 young adults (198 female and 102 male), took part in
the study. The mean age of the participants for the current study was as 21.29 years (SD=2.95). Impulsive buying
tendency, personality traits, affect, problem solving skills and cognitive flexibility variables were measured via
Consumer Buying Impulsivity Scale (CBI), Behavioural Inhibition/Activation System Scales (BIS/BAS), Positive and
Negative Affect Scale (PANAS), Problem Solving Inventory (PSI) and Cognitive Flexibility Scale (CFI), respectively.
The results indicated that personality traits in the behavioral activation system (reward system) could be an
important determinant of impulsive buying tendency when examined together with other variables. In sum, high
reward responsiveness may result in impulsive buying. Furthermore, affective factors (both negative and positive
affect) rather than cognitive factors may be a triggering factor for impulsive buying.
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DURTUSEL SATIN ALMA EGILiMi: BILISSEL FAKTORLER, KiSiLiK
OZELLIKLERI VE DUYGULANIMIN ROLU

0Z

Diirtiisel satin alma duygusal ve planlanmamis karar verme davranisi olarak kabul edilmektedir. Bu tiir satin alma
orani son yillarda olduk¢a arttigindan, diirtiisel satin almanin belirleyicilerinin incelenmesi, hangi miidahale
programlarinin tasarlanmasi gerektigini anlamak agisindan énemlidir. Bu ¢alisma ile diirtiisel satin alma egiliminin
bireyin Kkisilik 6zellikleri, duygulanim ve bilissel faktorleri (problem ¢dzme becerileri ve biligsel esneklik) gibi
degiskenler tarafindan yordandig: bir model gelistirmek amaglanmistir. Toplam 300 geng yetiskin (198 kadin ve 102
erkek) calismaya katilmistir. Katilimcilarin yas ortalamasi 21.29'dur (SS=2.95). Diirtiisel satin alma egilimi, kisilik
ozellikleri, duygulanim, problem ¢6zme becerileri ve biligsel esneklik degiskenleri sirasiyla Diirtiisel Satin Alma
Olgegi, Davranigsal Inhibisyon/Aktivasyon Sistemi Olgegi, Pozitif ve Negatif Duygulamim Olgegi, Problem Cézme
Envanteri ve Bilissel Esneklik Olgegi ile 6lciilmiistiir. Sonuglar ézellikle davramigsal aktivasyon sisteminde (6diil
sistemi) yer alan Kkisilik 6zelliklerinin diger degiskenlerle bir arada incelendiginde diirtiisel satin alma egiliminde
énemli bir belirleyici olabilecegine isaret etmektedir. Ozetle, yiiksek o6diil tepkisi diirtiisel satin almayla
sonuglanabilmektedir. Ayrica, sonuglar bilissel faktorlerden ziyade duygusal faktorlerin (pozitif ve negatif
duygulanim) diirtiisel satin alma i¢in tetikleyici faktor olabilecegini gostermektedir.
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Introduction

Impulsive buying is generally seen as being synonymous with unplanned buying
(Stern, 1962). Therefore, both terms are used in the same sense throughout this
article. According to Rook (1987), impulsive buying is characterized by strong and
persistent impulses that are often emotionally rather than rationally driven, and
can result in the buyers overlooking the potential negative consequences of their
decisions.

Impulsive buying is considered to be relatively common worldwide. For instance,
Hausman (2000) argues that about 90% of people buy goods impulsively. Unal
(2008) suggested that 70% to 80% of the consumers make impulse buying.
Recently, Dawson and Kim (2010) showed that 50% of consumers buy products
impulsively. Another study conducted by Wu et al. (2016) reported that 82% of the
survey participants engaged in impulse purchasing. Despite these high rates, there
is lack of models including which psychological mechanisms may be more crucial
for this buying behavior. The present study aimed to make up deficiency in the
literature in terms of understanding which process may be more important in
impulsive buying, by presenting a model that deals with emotion, cognitive
processes and personality traits together.

Particularly, on account of an increase in credit card misuse (Norvilitis et al., 2006)
and internet shopping, financial problems are observed among university students
(Jariah et al.,, 2004). Hence, these results led researchers to investigate various
psychological factors affecting impulsive buying in this sample group in order to
understand how these factors influence their impulsive buying behavior (Lai,
2010; Pirog and Roberts, 2007). Some researchers reported credit card misuse and
financial problems related to impulsive buying tendency among university
students (Jariah et al., 2004; Norvilitis et al., 2006). More researches are needed to
understand the mechanisms underlying impulsive buying tendencies of university
students. For this reason, the sample group of the current study consisted of only
university students in order to understand different factors influencing the
impulsive buying in these participants.

Impulsive buying involves a faster decision-making process than planned buying
(Amiri et al,, 2012), and an individual’s inability to make rational decisions while
purchasing a product or service has been observed to lead to this behaviour.
According to Rook & Hoch (1985), there are five main factors that distinguish
consumers who demonstrate impulsive or unplanned buying behaviour from those
who engage in planned buying behaviour: (1) a sudden, unexpected desire to buy,
(2) psychological imbalance (a temporarily failure of self-control or willpower), (3)
psychological conflicts, (4) automatic decision-making with lack of cognitive
assessments, and (5) failure to consider the possible consequences of buying.
Moreover, it is assumed that the impulsive buying tendency consists of two
dimensions: affective and cognitive (Youn &Faber, 2002). Accordingly, affect and
cognition are thought to influence purchasing decisions, and affect corresponds to
feelings, senses and moods, while cognition corresponds to interpreting
information and thinking. Affective dimension involves positive buying emotions,
irresistible urge to buy and mood management. Cognitive dimension includes
unplanned to buying, disregard to future and cognitive deliberation. Rook & Fisher
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(1995) suggested that making decisions based on impulsive buying raise
probability of adverse outcomes, such as in areas of post-purchase satisfaction,
personal finance, social reactions and overall self esteem. Thus, it seems important
to understand the psychological factors underlying the poor decision-making
mechanism in impulsive buyers.

Firstly, gender is a sociodemographic factor influencing an individual to engage in
impulsive buying. In terms of gender, recent studies have emphasized the influence
of the intrinsic factor of impulsive buying on behaviour as a tendency more often
seen in females than in males (Akturan, 2009; Coley & Burgess, 2003; Pentecost &
Andrews, 2010; Tifferet & Herstein, 2012). These studies generally suggested that
females are more impulsive than males in terms of emotional dimension of
impulsive buying. These studies generally explain the increased impulsive buying
tendency in women to the fact that women are more likely than men to always buy
a product they really like. In addition, women were more likely than men to report
feeling excitement when making a purchase. In the parallel with these studies,
Girisken (2015) suggested that women have positive attitudes towards buying and
they make a purchase to relax and have thrill. On the contrary, it is stated that men
have negative attitudes towards shopping and define shopping as an action
necessary to meet their needs. Moreover, it was argued that women mostly shop
for clothing, books and cosmetics, while men buy transportation services, food and
technology products. Additionally, it was determined that men rarely prefer online
shopping, while women shop more online (TC Ticaret Bakanligi, 2018). On the
other hand, some studies did not report a relationship between gender and
impulsive buying (Foroughi et al, 2013; Rana & Tirthani, 2012). These
contradictory results may be resolved by the present study. As a result, the
following hypothesis is proposed:

H1: Gender differences are expected in terms of only the affective dimension of
impulsive buying tendency.

Secondly, it is mentioned that impulsive buying has emotional and cognitive
dimensions (Verplanken & Herabadi, 2001; Virvalaite, Saladiene & Bagdonaite,
2009; Youn & Faber, 2002). From the perspective of the emotional dimension, the
effects of positive and negative moods on impulsive buying have been described in
several studies. Mood and emotion regulation in particular were directly or
indirectly associated with impulsive buying by Rook (1987) and Weinberg and
Gottwald (1982). Individuals who had a higher expectation of positive emotions
after shopping were observed to spend more by using credit cards (Wiener et al,,
2007). According to the impulsive buying model of Beatty & Ferrell (1998), the
positive mood state plays an incentive role for impulsive purchasers. Rook &
Gardner (1993) claimed that people buy impulsively while in both the negative
and positive moods; however, the positive mood is more commonly associated
with impulsive buying. The role of buying behavior in creating positive emotions is
particularly evident in impulsive buying. It is also thought that shopping can
strongly motivate people to maintain a positive mood or repair a negative mood
(Altug, 2022; Fenton-O'Creevy et al., 2018). Moreover, Thompson & Prendergast
(2015) also suggested that positive and negative affect predict impulsive buying.
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On the other hand, there is a lack of evidence on which cognitive brain function
may be included in the cognitive dimension of the impulsive buying in the
literature. Korniotis & Kumar (2011) emphasized that effective cognitive abilities
are crucial in the quality for financial decisions. Shivapour et al. (2012) indicated
that problem solving and mental flexibility might have a supporting role in
financial decisions. Decision making studies based on the gambling tasks also
revealed that impaired planning and problem solving skills as well as mental
flexibility are associated with risky decision-making (Brand et al., 2005; Brand, et
al, 2007; Buelow, 2015). These are frontal lobe functions and anterior frontal
cortex seems to be important for financial decision (Koenigs & Tranel, 2007;
Wischnewski et al., 2018). Therefore, we can deduce that frontal lobe functions
such as problem solving and mental flexibility may also be related to impulsive
buying decisions.

Lastly, individual personality traits may also be associated with impulsive buying
behaviour. A study depend on the five-factor personality theory revealed that
extraversion, conscientiousness and neuroticism personality traits predict
impulsive buying (Thompson & Prendergast, 2015). Another study conducted by
Badgaiyan and Verma (2014) found that impulsive buying was positively
correlated with the personality trait of extraversion and negatively correlated with
that of conscientiousness. Gray’s biopsychological personality theory, known as
the reinforcement sensitivity theory (RST), involving the prefrontal cortex,
amygdala, septo hippocampal system and relevant structures, emphasized that
punishment and reward systems are determinants of human behaviours such as
anxiety, fear and impulsiveness (Pickering & Gray, 2001). According to Gray’s
theory, the behavioural activation system (BAS) motivates individuals to seek
rewarding situations and/or avoid punishment, and the behavioural inhibition
system (BIS) influences final decision-making via inhibition, attention, and arousal
while in a state of anxiety (McNaughton & Corr, 2004). The BAS is associated with
impulsivity and sensitivity to rewards. The mechanism of BAS is believed to
involve the release of dopamine neurotransmitters from the mesolimbic
dopaminergic pathways (Pickering & Gray, 2001). Gray’s theory therefore suggests
that an individual’s lack of inhibition is mediated by high BAS activation and low
BIS activation (Corr, 2004). Gray’s biopsychological personality theory also
suggests that the prefrontal cortex and dopamine projection to the mesolimbic
pathway responsible for the reward system are important factors in impulsive
behaviours (Pickering & Gray, 2001). One study found a correlation between high
BAS activation and addictive behaviours, and noted in particular that the drug-
addicted participants had more drive and fun-seeking traits than the study’s
control group (Franken et al., 2006). Low BIS activation and high BAS activation
have also been associated with alcohol abuse and dysfunctional eating (Loxton &
Dawe, 2001; Pardo et al, 2007). There were few studies investigating the
relationship between impulsive buying tendency and Gray’s personality theory in
the literature. In that, Ramanathan & Menon (2006) used the BAS scale to
demonstrate that impulsive buying tendency and reward seeking lead individuals
to impulsive behaviours and high reward seeking score is associated with
impulsive buying; however, Vohs & Faber (2007) found that low BIS score is
associated with impulsive buying.
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This study mainly aimed to develop an impulsive buying tendency model which
included personality traits, affect and cognitive factors. The most important
contribution of the present study to the literature is that it is the first study to
examine mentioned these three important factors predicting impulsive buying
tendency within the framework of a model. Thus, this model can enable us to find
out the association between impulsive buying and other processes and which
variables contribute more than other variables to the impulsive buying in
university students. For this reason, the hypotheses below were tested in the
current study:

H2: There is a significant model explaining the relationship between impulsive
buying tendency, personality traits, affect and cognitive factors.

H3: Personality traits are a significant predictor of impulsive buying tendency.
H4: Affect is a significant predictor of impulsive buying tendency.

H5: Cognitive factors are a significant predictor of impulsive buying tendency.
Method

Participants

A total of 300 healthy university students (198 female and 102 male) took part in
this study. It is stated that the minimum sample size for SEM-based research
should be at least ten times the number of parameters (N>P*10) to be estimated
(Meade & Lautenschlager, 2004). Therefore, the number of samples was
considered to be relatively sufficient for the current research analysis. The mean
age of the participants for the present study was as 21.29 years (SD = 2.95, age
range = 18-30 years). The demographic variables of the participants are presented
in Table 1.

Measures
Standard Information Form

This form includes knowledge about gender, age, and state of health (whether they
have any illness neurologic or psychiatric disorders, they are on psychiatric
medication) of the all participants. As the target population of the current study is
healthy young adults, all participants who did not report neurological or disease
history were included in the study.

Consumer Buying Impulsivity (CBI) Scale: The original Consumer Buying
Impulsivity (CBI) scale was developed by Youn & Faber (2002) to measure
impulsive buying tendency. The CBI was adapted into a Turkish version by Unal
(2008) and Dursun & Yener (2014). The scale included two dimensions: affective
and cognitive. The cognitive dimension consisted of the two subscales of cognitive
deliberation and disregarding the future /impulsive buying, with Cronbach’s alpha
coefficients determined as .82 and .80. In the current study, these values were
reported as .81 and .73 The internal consistent coefficient for the whole scale was
.88. In the present study internal consistency coefficients were calculated as .90 for
the overall scale. Factor analysis showed that all factors explained 62.56% of the
total variance (Dursun & Yener, 2014).
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Cognitive Flexibility Scale (CFS): This scale was developed by Martin & Rubin
(1995) so as to evaluate an individual’s ability to shift the thought process between
multiple concepts. It was adapted into a Turkish version by Altunkol (2011). The
scale is one dimensional and consists of 12 items. Internal consistency for the
adapted Turkish CFS was found as .81. In the current study, this value was
calculated as .78. The test-retest correlation was .73. The scale showed correlation
with the Dysfunctional Attitudes Scale (r=-.23, p<0.01) and the Irrational Belief
test (r=.14, p<0.01). Higher scores indicated greater cognitive flexibility, while
lower scores indicated poor cognitive flexibility.

Problem Solving Inventory (PSI): The original version of this test was developed by
Heppner & Petersen (1982) and adjusted to a Turkish version by Sahin et al.
(1993). The scale consisted of 35 items scored on a 6-point Likert-type scale. Six
factors were obtained from the Turkish reliability and validity study. The total
Cronbach’s alpha coefficient value for reliability study was .88. This score was
found to be .90 in the present study.

Positive and Negative Affect Scale (PANAS): This test was developed by Watson et
al. (1988) and adjusted into Turkish by Gencoz (2000). The scale contains of 20
items scored on 5-point Likert-type scale. The scale items are divided between 10
positive and 10 negative affective states. The Cronbach’s alpha coefficients for
positive affect (r=.86) and negative affect (r=.83) were high. In the current study,
for both of them these internal reliability coefficients were found as .85 (Gencoz,
2000).

Behavioural Inhibition/Activation System Scales (BIS/BAS): Personality traits were
measured using the 24-item Behavioural Inhibition System/Behavioural Activation
System (BIS/BAS) scales. This scale was developed by Carver & White (1994) and
the Turkish version of the scale was adapted by Sisman (2012). The scale consisted
of behavioural activation and behavioural inhibition subscales. The total BAS scale
included three subscales: drive, fun seeking, and reward responsiveness. Internal
consistency coefficients were obtained for the behavioural inhibition, reward
responsiveness, fun seeking, and drive subscales with scores of .69, .57, .63, and
.69, respectively, and with test-retest reliability coefficients of .69, .59, .58, and .80,
respectively (Sisman, 2012). In the current study the Cronbach’s alpha coefficient
values for behavioural inhibition, reward responsiveness, fun seeking, and drive
were found as .74, .73, .63 and .70, respectively. According to the widely accepted
approach regarding the interpretation of the internal consistency coefficient, a
Cronbach's alpha of .70 and above is good and a value within .60 and .70 is
acceptable (George & Mallery, 2003). Also, values within .60 and .80 indicated that
the reliability of scale was at medium level (Ozdamar, 2002).

Procedure

Participants were selected from various departments of Bolu Abant Izzet Baysal
University via a convenience sampling method. All information in this study
obtained in accordance with Bolu Abant Izzet Baysal University Humanities and
Social Sciences Research Ethics Committee (Protocol No: 2017/66, 08.03.2017).
The current research was conducted between 2017-2019. Participants were not
paid any money related to the study. Participants were approached in their classes
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and they were given approximately 20 minutes to complete all aforementioned
questionnaires. After being informed about the study, their consents were
obtained and they voluntarily participated in the study. Participants completed
printed questionnaires with randomized test questions. Initially 300 participants
(18-30 years of age) completed these questionnaires and because there were no
participant reporting any psychiatric or neurological illness and any psychiatric
medication use, all of them were included in study. Finally, the data was analyzed
using independent sample t-test and SEM. The SEM analysis was conducted via the
AMOS 23.0 program. The findings were evaluated at .05 significant levels.

Results and Discussion

Table 1. Demographic characteristics of participants

Variable n %
Gender
Female 198 66.0
Male 102 34.0
Payment method
Credit card 98 32.7
Cash 202 67.3
Number of credit cards owned
0 92 30.7
1 160 53.3
2 40 13.3
More than 2 8 2.7
Shopping frequency
Every day 6 2.0
More than once a week 44 14.7
Every week 29 9.7
Beweekly 70 23.3
More than once a month 115 38.3
Every few months or rarer 36 12.0
Shopping environment
Online 40 13.3
Conventional (physical store) 260 86.7
M SD
Age 21.3 2.95
Monthly spending (%) 367.18 420.72
Monthly credit card spending(}) 211.01 418.56

Initially, the differences between the men’s and women’s impulsive buying
tendencies were investigated. As seen in Table 2, the independent samples t-test
analysis indicates that the women reported a significantly greater impulsive
buying tendency than men in the affective dimension, based on data from the
following subscales: irresistible urge to buy, emotional conflict, positive buying
emotions, and mood management. On the other hand, the men and women scored
equally in the cognitive dimension of impulsive buying. Thus, the findings
supported the first hypothesis. These results are consistent with those found in
studies conducted by Akturan (2009) and Chavosh et al. (2011). These results
suggested that women are more susceptible than men to make emotional buying
decisions. This result can be associated with the differentiation of the reasons for
shopping between genders. This may be due to the fact that women see shopping
as a symbol in meeting their emotional needs compared to men. Based on these
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results, the gender factor should not be ignored in studies investigating impulsive
buying.

Table 2. Mean scores and Independent Samples t-test results regarding
gender differences and impulsive buying tendency

Gender
Males (N=102) Females (N=198) t p Cohen’s d
M SD M SD

Affective dimension

Irresistible urge to buy 1782 6.08 1981 6.38 2.60  0.010** 0.02
Emotional conflict 1238 4.94 13.74 494 2.33 0.020* 0.02
Positive buying emotions 10.05 3.80 11.10 4.02 2.17 0.030* 0.02
Mood management 11.60 4.75 14.49 5.18 4.70  0.000*** 0.07
Cognitive dimension

Cognitive deliberation 1545 3.14 1483 293 -1.69 0.090 0.00
Disregarding the future and impulsive buying  4.90  2.27 5.20 2.32 1.05 0.290 0.00

*p<0.05, *p<0.01, **p<0.001.
Structural Equation Model

In the present study, a set of fit indices were used based on the literature.
Accordingly, when testing whether the hypothetical model has been verified, these
indices are considered: RMSEA<10, (Browne & Cudeck, 1993); CFI 2.90 (Hu &
Bentler, 1999); x2/df<5 (Kline, 2005). Some studies suggested that since some
index values including GFI, AGFI and NFI are sensitive to the parameter values and
sample size in the model, they have produced biased values (Brown, 2006; Hu &
Bentler, 1999; Kline, 2005). So, these values do not need to be used.

Firstly, the measurement models with eighteen observed variables and four latent
variables were tested, before describing a proposed structural model. The first
measurement model was evaluated using the maximum likelihood method, which
did not produced a reasonable fit to the data and behavioural inhibition seemed to
be a nonsignificant indicator of personality traits latent variable [x2(44,
N=300)=397.56, p<0.001; x2/df=3.130; RMSEA=0.08; CFI=0.86]. Therefore, the
second measurement model was tested by removing this observed variable and all
loadings were statistically significant (Figure 1). The factor loadings of the final
model ranged from .38 to .88 (p<0.001). Thus, this final measurement model
indicated that the latent variables were estimated successfully from the observed
variables [x2(42, N=300)=278.16, p<0.001; x2/df=2.506; RMSEA=0.07; CF1=0.90].

The reliability and convergent validity were assessed by calculating the composite
reliability (CR) and Average Variance Extracted (AVE) (Fornell & Larckner, 1981).
The studies recommended that CR should exceed 0.70 and AVE for each construct
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should exceed 0.50 (Bagozzi & Yi, 1988; Fornell & Larckner, 1981). In the current
study AVE values for impulsive buying tendency, personality traits, affect and
cognitive factors latent variables were computed as 0.40, 0.42, 0.37 and 0.55,
respectively. In addition, CR values for impulsive buying tendency, personality
traits, affect and cognitive factors latent variables were calculated as 0.87, 0.76,
0.71 and 0.81, respectively. According to these results, cognitive factors latent
variable has acceptable AVE value. However, the low AVE values for impulsive
buying tendency, personality traits and affect are acceptable due to condition that
if AVE value is less than 0.5, but composite reliability is higher than 0.6, the
convergent validity of the construct is acceptable (Fornell & David, 1981). In sum,
measurement model in this research relatively shows good reliability and
convergent validity.
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Figure 1. The measurement model for Impulsive buying tendency.
(*p<0.05, **p<0.01, ***p<0.001)

The present study’s structural equation model was presented in figure 2.
Structural coefficients regarding the three latent independent variables predicted
the latent dependent variables as follows: personality traits=0.42, affect=-0.23,
cognitive factors=0.11. According to these results, personality traits ({3=0.40,
p<0.001) and affect (£3=-0.23, p<0.05) directly and significantly predicted
impulsive buying tendency; however, the impacts of cognitive factors (13=0.11,
p>0.05) on impulsive buying tendency were not significant. Gender was not used
as a multi-group moderator because it did not create a difference in the model.
Thus, the results relatively revealed the compatibility of data to the sample: [x243,
N=300)=255.75, p<0.001; x2/df=2.325; RMSEA=0.067; CFI=0.92;]. The second
hypothesis was also supported.
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In parallel with the third hypothesis, personality traits significantly predict
impulsive buying. The model indicates several personality traits that contribute
more than other variables to the impulsive buying tendency, including drive,
reward responsiveness, fun seeking, and behavioural inhibition. Particularly, the
current research findings on the link between BAS scale and impulsive buying
tendency are consistent with prior research conducted by Ramanathan and Menon
(2006). Consequently, the present study supports these previous studies by
reinforcing the importance of personality traits on impulsive buying.

The model presented by the study shows that the reward and punishment system
together with an individual’s emotions closely relate to the impulsive buying
tendency. According to Knutson et al. (2007), expectations while making a
purchase activate the nucleus accumbens, while high product prices deactivate the
mesial prefrontal cortex. Thus, the activation of the nucleus accumbens and mesial
prefrontal while purchasing indicates a relationship between the reward and
punishment system and the impulsive buying tendency. In summary, high reward
responsiveness may result in impulsive buying.

Within the scope of the fourth hypothesis, the contribution of affect on impulsive
buying was analyzed and the hypothesis was accepted. Thus, the present study
indicated that affect is an important component of impulsive buying. This finding is
consistent with previous studies dealing with buying behaviour (Silvera et al.
2008; Youn & Faber, 2002). The brain study conducted by Hubert et al. (2013)
supports findings that VmPFC, considered an important region for emotions, is
also related to impulse buying. As a result, both negative and positive affect may be
a triggering factor for impulsive buying.

Finally, in the context of the fifth hypothesis, the contribution of the cognitive
factors on impulsive buying was examined and it was seen that it does not
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significantly predict impulsive buying and so the hypothesis was rejected. This
result referred that problem solving and cognitive flexibility cognitive processes
are not sufficient to explain impulsive buying. Hence, future studies in which other
cognitive processes such as intelligence, and executive functions are also
investigated may contribute to literature. According to literature, even though
individuals making impulsive buying use their cognitive skills at a certain level,
emotional processes can overcome their cognitive processes at certain points in
the decision-making process. That is, cognitive skills are seen as part of impulsive
buying, but emotional factors have been suggested to play a much larger role
(Rook & Fisher, 1995; Weinberg & Gottwald, 1982). Similarly, the current research
reveals that mood has a stronger effect on predicting impulsive buying than
cognitive skills such as cognitive flexibility and problem solving. Eventually, the
current study important to understand the mechanisms underlying impulsive
buying, because it may lead to compulsive buying indirectly which is an impulse
disorder (Darrat et al, 2016). Eventually, the current study important to
understand the mechanisms underlying impulsive buying that may lead to
compulsive buying indirectly which is an impulse disorder (Darrat et al., 2016).

Conclusion

The purpose of the current study was to examine the link between impulsive
buying tendency and the psychological process, such as, personality traits, affect
and cognitive factors, and to clarify the relations with one another by means of
SEM. The most important originality of the current study is that it is the first study
to scrutinize these variables together within the framework of a model. This
modeling technique enabled us to comprehend the association between impulsive
buying and other processes, and which process predict more than other processes
to the impulsive buying behaviour in young adults. For this reason, this research
aimed to contribute to the impulsive buying field by determining its potential risk
factors in college students. The potentiation of student's ability to cope with and
regulate the negative emotions, would contribute to decreasing the risk of young
adults becoming impulsive buyers. Therefore, it is recommended that prevention
and intervention guidelines be comprised concentrated on alleviating the
symptoms of psychological distress. Especially, because having some personality
traits can create a risk factor for impulsive buying, these guidelines should not
neglect to focus on these groups. In addition all these, it is also suggested that
financial management courses should be organized at universities.

Limitations

The current study has some limitations. Particularly, this study was conducted
with university students, which limits the generalizability of the results. This study
should be supported by studies conducted on various age and educational level
groups. Finally, a limited number of variables were examined in the present study.
Future studies with different variables especially in healthy individuals, will
contribute to the body of literature.
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