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Abstract: Impulsive buying is a growing problem of modern society with significant financial and
psychological consequences, and it is necessary to examine the mechanisms underlying it.
Understanding the mechanisms driving this behaviour is crucial. Impulsive buying consists of two
key aspects: a cognitive aspect, characterised by a lack of planning and reflection, and an affective
aspect, involving emotional responses that can occur before, during, or after a purchase. This study
aimed to explore the relationship between personality traits, as measured by the HEXACO model,
and tendencies toward impulsive buying. Specifically, it examined how the HEXACO traits
differentially predict the cognitive and affective components of impulsive buying tendencies. Data
were collected from a sample of 420 students, with 32 excluded due to incomplete responses,
resulting in a final sample of 388 students (155 men, 233 women) with an average age of 22.8.
Hierarchical regression analyses revealed that HEXACO personality domains significantly
predicted overall impulsive buying tendencies. As expected, honesty-humility and
conscientiousness were negatively associated with impulsive buying, while emotionality and
extraversionpositively predicted impulsive buying tendencies. Moreover, honesty-humility,
conscientiousness, and extraversion significantly predicted the cognitive component of impulsive
buying, while honesty-humility and emotionality were significant predictors of the affective
component. These findings suggest the importance of educating individuals, from an early age, on
the negative consequences of impulsive buying, effective money-saving strategies, and the
principles of mental accounting.

Keywords: impulsive buying tendencies; cognitive and affective aspects; HEXACO domains of
personality

1. Introduction

Consumer behaviour, broadly defined, refers to the processes, actions, and decisions involved
in purchasing and consumption (Khawaja et al., 2023). Within this framework, impulsive buying
represents a specific and often problematic subset of consumer behaviour, characterised by
unplanned and spontaneous purchases driven by emotional triggers rather than rational decision-
making. It typically occurs when consumers are exposed to an unexpected trigger, which elicits a
strong and immediate urge to purchase, often bypassing thorough reflection or consideration of the
consequences (Beatty & Ferrell, 1998; Zheng et al., 2019). This behaviour is influenced by both
emotional and situational factors, leading to decisions that are made spontaneously rather than
through deliberate planning (Sokic et al., 2021).

Unlike planned purchases, impulsive buying occurs without premeditation and is influenced by
a complex interplay of internal and external factors, such as emotional responses, social pressures,
and marketing stimuli. Marketers and retailers traditionally utilise external stimuli, such as in-store
promotions and advertising, to trigger impulse buying (Grigsby et al., 2021; Yi & Jai, 2020). At times,
impulsive buying can be advantageous for consumers, such as when they take advantage of in-store
promotions like buy-one-get-one-free offers or substantial discounts during special occasions.
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However, excessive impulsive buying behaviour can have negative consequences, leading to
financial strain and psychological distress for shoppers (Bossuyt et al., 2017; Chen, Ku, & Yeh, 2019;
Dhandra, 2020).

Understanding the cognitive and affective aspects of impulsive buying is critical for businesses
and policymakers, as it allows for the development of strategies that can both predict and mitigate
the negative outcomes of such behaviour.

Impulse buying typically entails engaging in shopping without premeditation or intention,
resulting in subsequent feelings of regret. However, it is important to differentiate it from the
phenomenon of “compulsive buying”, which is characterised by persistent rather than occasional
behaviour. This can lead to substantial challenges for the individual in terms of psychological
adaptation and economic well-being (Faber & O’Guinn, 1998), Likewise, one should distinguish
between an unexpected “reminder purchase” and impulsive buying. The latter occurs when a person
purchases a product they had been considering purchasing but forgot about until they saw it on the
store shelf. Impulsive buying is a concept without a clear definition, but it primarily involves making
quick choices and having a strong need for immediate possession without proper planning.
Verplanken and Herabadi (2001) identify two crucial factors that contribute to impulsive buying. One
element is the absence of deliberate planning and intention to acquire a good, while the other is an
emotional response that might happen prior to, during, or after the purchase. The aforementioned
emotional response can be either favourable or negative, depending on factors such as the amount of
money spent or the unhappiness experienced with a product that was picked hastily.

Even in the middle of the past century, impulsive buying was a hot issue in various scientific
works, with the goal of determining the appropriate definition of the phenomena. One of the most
often accepted definitions is Rook’s (1987), which defines impulse buying as a purchase in which the
buyer has a quick, strong, and long-lasting desire to acquire something right now.

It is critical to note that impulsive buying is not synonymous with unplanned buying. Although
every impulse buy is unplanned, not all unplanned purchases are impulsive. It could refer to the

purchase of a product that we didn’t intend to acquire until we saw it on the store shelf and realised
we needed it. To be considered impulsive, shopping must have a significant hedonic feature, or more
specifically, it must satisfy the consumer’s sudden desire (Farid & Ali, 2018). Based on this, we might
conclude that impulsive purchase is a confrontation between two forces: self-control and desire
(Hoch & Loewenstein, 1991). Similarly, it is vital to distinguish between impulsive and obsessive
purchasing. Compulsive shopping is defined as an excessive and uncontrolled preoccupation with
buying and spending (Black, 1996). As a result, impulsive buying refers to an acute loss of control
while shopping, whereas compulsive buying is a continuous loss of control that can cause significant
issues for the individual in psychological adjustment (Sun, Wu, & Youn, 2004).

The rapid pace of today’s lifestyle and the convenience of current technologies likely contribute
to an increased frequency of impulse buying, resulting in most individuals periodically making
impulsive purchases (Gutierrez, 2004). Furthermore, products are assuming a growing psychological
significance in an individual’s life and are closely linked to their present or intended self-image. One
possible explanation for the higher frequency of impulsive purchases is the appeal of specific things,
such as clothing, perfumes, and jewellery. In this study, we investigated relationships between the
HEXACO model of personality (Ashton & Lee, 2007) which includes six dimensions: assesses trait
dimensions of honesty-humility, emotionality, extraversion, agreeableness, conscientiousness, and
openness to experience, and the impulsive buying tendency, focusing especially on the emotional
and cognitive aspects of this tendency.

1.1. Impulsive behaviour, impulsivity and impulsive buying

Impulsive behaviour is seen as a more preferable term than impulsive buying. Psychological
models of impulsive behaviour suggest that there are two approaches to examining impulsive
behaviour. The initial method is the cognitive approach, which perceives impulsive behaviour as a
challenge in regulating impulses. Furthermore, impulsive behaviour might be regarded as a
characteristic of one’s personality.
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Impulsivity is a predisposition for quick, unplanned reactions to internal and external stimuli,
regardless of the negative consequences that these reactions will cause in the impulsive person
himself or in others, that is, it is defined as a tendency to act suddenly and recklessly in a harmful
way (Moeller et al., Swann, 2001). Impulsive acts usually occur as a reaction to the failure of
individuals to resist calls or temptations arising from internal or external stimuli (American
Psychiatric Association, 2013). Some authors (e.g.,, Coccaro, Posternak, & Zimmerman, 2005; )
emphasize that impulsivity plays an important role in some forms of aggressive behavior and self-
injury. The theory emphasizes that in the constellation of personality traits, impulsivity is the main
component of inappropriate behavior (Krueger et al., 2007). Impulsivity is now considered to be a
complex psychological construct that includes attentional deficits, motor restlessness, and absence of
planning (Patton, Stanford, & Barratt, 1995).

Impulsivity refers to engaging in spontaneous behaviour without prior consideration of the
potential repercussions (Gerbing, Ahadi, & Patton, 1987). It is found in different theoretical
frameworks as a measure of personality qualities including extraversion (Eysenck, 1979) and
neuroticism (Costa & McCrae, 1992).

Impulsivity as a construct is found in many theoretical frameworks in the psychological
literature, including theories of cognitive styles, personality trait theories, conscientiousness,
emotional stability, and intelligence. Impulsivity is a consistent personality trait that encompasses
various cognitive, behavioural, and emotional characteristics. Impulsivity includes a lack of self-
control, a tendency to seek out new and exciting experiences, a willingness to take risks, a preference
for novelty, a lack of responsibility, impatience, unreliability, and a lack of organisation. This trait is
characterised by a lack of careful planning. (Depue & Collins, 1999; Moeller et al., 2001; Stanford et
al., 2009). Eysenck and Eysenck (1977) propose that impulsivity can be characterised by four distinct
dimensions: limited impulsivity, risk-taking, non-planning, and liveness.

There are numerous elements that influence impulse purchases. Early studies on impulse buying
concentrated on categorising different products based on their chance of being purchased
impulsively. In the 1970s, researchers decided that practically any product might be purchased
impulsively, therefore they began to focus on other consumer motivations (Rook and Hoch, 1985).
Amos, Holmes, and Keneson’'s (2014) meta-analysis classified the factors impacting impulsive buying
into three categories: situational, sociodemographic, and characteristic. Situational influences are
external stimuli or conditions that the consumer is experiencing at the time of purchase (Beatty and
Ferrell, 1998; Kacen and Lee, 2002). External stimuli such as the appearance of the product, the
manner in which the products are exposed, the atmosphere in the store (Verplaken and Herabadji,
2001), time and money constraints, but also the customer’s mood (Beatty and Ferrell, 1998; Rook,
1987; Rook and Gardner, 1987) and social influence (Rook and Fisher, 1995) are among the most
frequently studied situational influences. Aside from environmental considerations, numerous
research have investigated the impact of sociodemographic characteristics such as age, gender,
education, and income on impulsive shopping. According to research, young people are more likely
to make impulsive purchases than older persons (Wood, 1998). Possibly owing to normative changes
in personality qualities, such as impulsivity, which decrease with age (McCrae et al., 1999). According
to Dittmar et al. (1995), women are more likely than males to engage in impulsive shopping.

According to Rook and Hoch (1985), impulsive consumer behaviour is characterised by five
main elements: 1) a quick and spontaneous impulse to act, 2) a brief lack of self-control, 3)
psychological conflict and struggle, 4) a decrease in cognitive appraisal, and 5) spending regardless
of the consequences. Impulsive buying is characterised by two aspects: cognitive (lack of planning
and reflection) and affective (emotional response to the purchase before, during, or after shopping)
(Verplaken and Aarts, 1999; Beatty and Ferrel, 1998; Rook 1987; Rook and Gardner, 1993). According
to Dittmar and Drury (2000), shopping might be motivated by melancholy, satisfaction, or regret.

1.1. Impulsive buying and personality: Literature review

The relationship between the traits of the Big Five model and impulsive buying has been the
subject of numerous studies, with inconsistent results. However, three traits—extraversion,
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neuroticism/emotional stability, and conscientiousness —repeatedly show up as strong predictors of
impulsive buying.The results regarding the correlation between impulsive buying and the Big Five
model of personality traits are mixed. A study conducted by Verplanken and Herabadi (2001)
revealed a positive correlation between impulsive buying and extraversion, as well as a negative
correlation between impulsive buying and conscientiousness. A study conducted by Thompson and
Prendergast (2015) found negative correlation between conscientiousness and impulse buying, and
positive correlation between neuroticism, extroversion and impulsive buying. Furthermore, studies
have shown that impulsive buying is associated with high extraversion, neuroticism, impulsivity and
low conscientiousness (Verplanken & Herabadi, 2001). Moreover, the results of the study conducted
by Saad & Metawie (2015) indicated that two personality factors (impulsivity and excitement), two
shop environment factors (music and layout) as well as shop enjoyment were related to impulse
buying tendencies. Two twin studies have provided evidence that a propensity towards impulsive
buying is genetically inheritable.

Findings of various studies on the relationship between five-factor model traits and impulsive
buying are not entirely consistent, but three traits, extraversion, neuroticism/emotional stability, and
conscientiousness, have been identified as predictors of impulsive buying in a large number of
studies. The biological basis for extraversion can explain the link between impulse purchase and this
trait. People with high extraversion have lower levels of cortical arousal, therefore impulsive buying
helps them achieve optimal cortical arousal (Thompson & Prendergasta, 2015). Given that cortical
arousal can be achieved in a variety of ways, including through emotional inputs, we can assume
that extraversion is linked to both components of impulsive purchase. Positive emotions, on the other
hand, can have a role in the relationship between impulsive purchase and extraversion since they
increase the risk of impulsivity. In this situation, we are discussing the relationship between
extraversion and the emotive component of impulsive shopping (Myszkowski, Storme, & Tavani,
(2018). Conscientious persons are responsible, organised, and consider the repercussions of their
activities. Conscientiousness is often associated with cognitive processes, such as planning and
considering consequences, which might lead to impulsive purchasing. Furthermore, those with high
neuroticism scores are easily emotionally stimulated, therefore they experience shopping-related
emotions more intensely, such as pleasure, satisfaction, and regret. Neuroticism is based on emotions,
hence it is related with the emotional side of impulse buying (Shahjehan & Qureshi, 2019)

Therefore, we can assume that there is some common factor underlying the mentioned variables,
which is why we would expect that the honesty-modesty trait is also one of the predictors of
impulsive buying. In addition, one of the facets of the honesty-modesty dimension is the avoidance
of greed. Low results on this facet indicate people who tend to own luxurious things and show off
their wealth, which additionally points to a possible connection with a tendency towards impulsive
buying. In addition, research on the concordance of traits of the five-factor personality model and the
HEXACO personality model indicates a significant connection between neuroticism, i.e., emotional
stability and honesty and modesty, which may point to the existence of a correlation between
honesty-modesty and the emotional component of impulse buying (Ashton & Lee, 2005; Gaughan,
Miller& Lynam, 2012).

1.1. Aims and Hypotheses

The main goal of this study was to investigate relationships between the HEXACO dimensions
of personality and tendency towards impulsive buying. In addition, the aim of the current study was
to examine the differential association of HEXACO personality model traits with two components of
impulse buying tendencies (cognitive and affective).

The hypotheses were developed based on the above presented knowledge, and preceding
research, which investigated the relationship between the five-factor model of personality and the
proclivity for impulsive purchasing due to similarities between the five-factor model and the
HEXACO model of personality (Lee & Ashton, 2004).

H1: Honesty-humility and conscientiousness would be negatively related to impulsive buying
tendencies.
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H2: Emotionality and extraversion would be positively related to impulsive buying tendencies.

H3: Honesty-humility will be negatively related to cognitive and affective component of impulse
buying.

H4: Emotionality will be positively related to affective component of impulsive buying.

H5: Conscientiousness will be negatively related to cognitive component of impulsive buying.

Hé6: Extraversion will be positively related to both, affective and cognitive components of impulse
buying.

2. Materials and Methods
2.1. Participants and procedure

The research was conducted on a sample of 420 students from Zagreb faculties. Data from 32
students had been removed from the analyses due to missing data. Therefore, the final sample
consisted of 388 students with an average age of 22.8 (standard deviation = 4.7, range = 19-27), of
whom 40% were male. Participation in the study was voluntary, and students provided written
agreement prior to the study’s completion. They were asked to anonymously complete a self-report
questionnaires, and their participation was completely voluntary.

2.2. Measures

HEXACO personality model

The 100-item Croatian version of the HEXACO-PI-R (Ashton & Lee, 2007; Babarovic¢ & Sverko,
2013) was used. This inventory assesses trait dimensions of Honesty-Humility (H), Emotionality (E),
eXtraversion (X), Agreeableness (A), Conscientiousness (C), and Openness to Experience (O). The
questionnaire consists of a total of 100 items, of which each of the six broad dimensions is measured
by 16 items. The respondent’s task is to express their degree of agreement with each statement on a
five-point Likert scale (1 = “I do not agree at all”, 5 = “I completely agree”). Scores for each HEXACO
trait were calculated as sums of ratings on associated items divided by number of items per scale.

The impulse buying tendency scale (Verplaken & Herabadi, 2001) was used to assess the propensity
towards impulsive buying. The questionnaire assesses two aspects of impulsive buying behaviour:
cognitive, which pertains to a lack of preparation, and affective, which relates to the emotions
experienced during purchasing. The inventory comprises a total of 20 items, with 10 items assessing
the cognitive dimension of impulsive buying (e.g., “I am used to buying things ‘on the spot’”, “I often
buy things without thinking.”), and the other 10 items evaluating the affective dimension of
impulsive buying (e.g., “I always see something nice whenever I pass by shops”, “If I see something
new, I want to buy it”). Participants were required to indicate their level of agreement with statements
using a 5-point scale, where 1 represents complete disagreement and 5 represents full agreement.
Cronbach’s alphas for the scales all exceeded .75 (whole scale’s a = .87, cognitive component o = .83;
affective component a = .84), indicating adequate internal consistency. This findings are consistent
with the research conducted by Verplaken and Herabadi (2001).

3. Results

1.1. Descriptive statistics and correlation analyses

Cronbach’s alphas for the HEXACO-PI-R domains and The impulse buying tendency scale and
cognitive and affective subscales indicating adequate internal consistency (Table 1). The results of the
descriptive statistics indicate that the means of the HEXACO domains correspond to the approximate
average value on a particular dimension. In comparison to other traits, the agreeableness score is
somewhat lower, and the extraversion and openness to experiences scores are higher. We can see that
participants assess their propensity for impulsive buying slightly higher on the cognitive component
of impulsive buying than the affective .
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Table 1. Descriptive statistics and internal consistency values for HEXACO domains and impulsive
buying tendencies (total score and cognitive and affective components of impulsive buying for overall
sample (N = 388).

Mean St. Dev. Range
Actual
HEXACO PI-R
Honesty-humility 51.20 6.94 19-75 83
Emotionality 53.12 7.76 22-74 82
Extraversion 58.75 8.63 24-77 .79
Agreeableness 45.54 8.12 23-72 .80
Conscientiousness 54.23 7.26 26-74 .78
Openness to experience 57.82 10.51 28-78 81
Impulsive buying tendencies

Total score on impulsive buying 51.56 4.67 21-86 .87
Cognitive component of impulsive buying 26.78 5.80 13-48 .83
Affective component of impulsive buying 23.13 4.11 11-49 .84

Zero-order correlations (Person’s r) between study variables are presented in Table 2. On a
bivariate level, honesty-humility and conscientiousness were negatively related to impulsive buying
tendencies (H1), emotionality and extraversion were positively related to impulsive buying
tendencies - total score (H2), honesty-humility was negatively related to the cognitive and affective
component of impulse buying (H3), emotionality was positively related to the affective component
of impulsive buying (H4). Besides, emotionality was positively related to cognitive component of
impulsive buying. As predicted (H5) conscientiousness was negatively related to the cognitive
component of impulsive buying, but also conscientiousness was negatively related to the affective
component of impulsive buying. Extraversion was positively related to cognitive but not affective
components of impulse buying. Given this result H6 was partially confirmed.

Table 2. Pearson correlations among HEXACO domains and impulsive buying tendencies (total score
and cognitive and affective components) for overall sample (N = 388).

1. 2. 3. 4. 5. 6. 7. 8. 9.
1. Honesty-Humility 1
2. Emotionality 17 1
3. Extraversion .08 16* 1
4. Agreeableness 32 -31 18** 1
5. Conscientiousness .36 .06 207 14* 1

6. Ope@ess to 10 19%* 34 09 177 1
experlence

7. Impulsive buying

-.28 .38 220 21 -39 16* 1
- total score

8. Cognitive

component of -.26 .29 e -08 =32 .05 67 1
impulsive buying

9.Affective 05

component of -35 41 ’ -26 -.19* 15 .73 45 1
impulsive buying

*p < .05, **p < .01. Bolded values of r indicate effects that are significant at p <.001.

3.2. Predicting impulsive buying tendencies from HEXACO domain scores

To evaluate the distinctive contributions of the gender and HEXACO domains in impulsive
buying tendencies, we performed three regression analyses for each with the HEXACO domains
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included together as predictors. The criterion variables were total score on impulsive buying
tendencies and cognitive and affective components of impulsive buying. Gender was included as the
control variable in all regressions. The results are presented in Tables 3-5. As we can see in Table 3,
six HEXACO domains significantly predicted total score on impulsive buying tendencies (Adj. R2 =
27, p < .001). In line with our prediction, honesty-humility and conscientiousness negatively
predicted total score on impulsive buying, and emotionality and extraversion positively predicted
total score on impulsive buying. Besides that, high openness to experience showed positive
association with this criterion

(B =15, p<.05). Gender was a significant predictor of this criterion (3 =.21, p <.001). All HEXACO
domains and gender explained 27% of variance in total score on impulsive buying tendencies (Table
3).

Table 3. Hierarchical regression analyses with HEXACO domains as predictors of impulsive buying
tendencies - general factor on overall sample (N = 388).

Criterion Predictors B R?>  Adj.R? F
Total score on impulsive
buying 2% D7ERE DD 60*H*
Gender 21%*
Honesty-Humility — -.28***
Emotionality RCY At
Extraversion .16*
Agreeableness -11
Conscientiousness  -.38%**

Openness to
Experience
Note. Standardized regression coefficients (3) and R? (squared multiple R) are from
regression models including gender as control and HEXACO domains as predictors of
total score on impulsive buying tendencies.
*p <.05, **p <.01, ***p<.001.

.15*

As expected, honesty-humility, conscientiousness and extraversion significantly predicted
cognitive component of impulsive buying (£ =—-.22, —.42, and .25, all p <.001). Gender was a significant
predictor of this criterion (f =19, p < .01). All predictors together explained 19% of variance in
cognitive component of impulsive buying (Table 4).

Table 4. Hierarchical regression analyses with HEXACO domains as predictors of cognitive
component of impulsive buying tendencies on overall sample (N = 388).

Criterion Predictors B R?  Adj. R? F
Cognitive component of
impulsive buying 2% 190 25,04

Gender 19

Honesty-Humility = -.22%*

Emotionality .10

Extraversion 25%%*

Agreeableness -.08

Conscientiousness ~ -.42%**

Openness to
Experience
Note. Standardized regression coefficients (3) and R? (squared multiple R) are from
regression models including gender as control and HEXACO domains as predictors of
total score on cognitive component of impulsive buying.

.09
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*p < 05, %p < .01, ***p < 00L.

Honesty-humility and emotionality significantly predicted affective component of impulsive
buying, which is in line to our prediction. Contrary to to our expectations, extraversion was not found
to be a significant predictor of affective component of impulsive buying (8 =.13, p > .05). Gender was
a significant predictor of this criterion (3 =24, p <.001). Six HEXACO domains and gender together
explained 24% of variance in affective component of impulsive buying (Table 5).

Table 5. Hierarchical regression analyses with HEXACO domains as predictors of affective
component of impulsive buying tendencies on overall sample (N = 388).

Criterion Predictors B R?>  Adj.R? F
Affective component of
impulsive buying 28 24 27,04
Gender 244
Honesty-Humility ~ -.19%
Emotionality 36%**
Extraversion 13
Agreeableness -.06
Conscientiousness -17*

Openness to

Experience 05

Note. Standardized regression coefficients (3) and R? (squared multiple R) are from
regression models including gender as control and HEXACO domains as predictors of
total score on affective component of impulsive buying.

*p<.05, *p<.01, **p<.001.

4. Discussion

The major aim of this study was to investigate relations between the HEXACO personality
domains and impulsive buying tendencies — and in particular, to test for separate predictive
associations between personality traits and cognitive and affective components of impulsive buying,
which are considered especially relevant to consumer behaviour. Additionally, we examined the
independent contribution of the HEXACO domains in explaining the variance of the tendency
towards impulsive buying. The results showed that personality has a significant role in explaining
impulsive buying tendencies; the HEXACO model explained significant amounts of variance in
impulsive buying tendencies (27% on a general factor of impulsive buying, 19% on a cognitive
component, and 24% on affective components of impulsive buying tendencies).

The results of descriptive statistics demonstrated that the mean values of the HEXACO domains
correspond with the approximate average value on a specific dimension. When compared to other
characteristics, the agreeableness score is relatively lower, but the extraversion and openness to
experience scores are higher. It is evident that participants rate their tendency for impulsive buying
slightly higher on the cognitive aspect of impulsive buying compared to the affective aspect. Overall,
the study’s findings supported the HEXACO-impulse buying association and revealed that
personality traits, as well as the cognitive and affective aspects of this type of consumer behaviour,
are significant predictors of impulse buying tendencies generally.

Our study showed that honesty-humility and conscientiousness negatively, and emotionality
and extraversion positively associated with general factor on impulsive buying tendencies. Honesty-
humility was negatively related to the cognitive and affective component of impulse buying, and
emotionality was positively related to the cognitive and affective component of impulsive buying.
As predicted, conscientiousness was negatively related to both, cognitive and affective component of
impulsive buying. Extraversion was positively related only to cognitive but not to affective
components of impulse buying. Study results are in line with our prediction and theoretical
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description that honesty-humility entails modesty and greed avoidance (Ashton & Lee, 2007), and
that honesty-humility entails modesty and greed avoidance. Also, our results are in line with
previous findings showing that hedonism and narcissism positively related to impulsive buying (e.g.,
Cai et al., 2015; Kacen & Lee, 2002; Khuong & Tran, 2015). Furthermore, this results are in line with
previous findings showing that anxiety leads people to make an impulse purchase (Shahjehan,
Jaweria, Qureshi, Zeb, & Saifullah, 2012; Silvera, Lavack, & Kropp, 2008), and that extraversion
includes excitable and dramatic interpersonal style, social boldness and tendency to enjoy
conversation, social interaction, and parties (Lee & Ashton, 2004), tendency to enjoy to explore new
things in life (Judge, Simon, & Hurst, 2014; Leong et al., 2017), as well as in line with previous findings
showing that impulsive buying is positively associated with extraversion (e.g., Farid & Ali, 2018;
Thompson & Prendergast, 2015; Verplanken & Herabadi 2001).

The results of the regression analyses indicated a significant independent contribution of
honesty-modesty, emotionality and conscientiousness in explaining the general tendency towards
impulsive buying, whereby conscientiousness proved to be the best independent predictor of the
general factor of impulsive buying. This indicates that people who rate themselves lower on the scale
of honesty-modesty and conscientiousness, and higher on emotionality, show a greater tendency to
make impulsive buying. In addition, regressions analysis showed that honesty-humility and
conscientiousness negatively predicted total score on impulsive buying, and emotionality and
extraversion positively predicted total score on impulsive buying. As expected, honesty-humility,
conscientiousness and extraversion significantly predicted cognitive component of impulsive
buying. Furthermore, honesty-humility and emotionality significantly predicted affective component
of impulsive buying. Extraversion was not found to be a significant predictor of affective component
of impulsive buying which is contrary to our prediction. Results showed that gender significantly
predicted general factor of impulsive buying as well as cognitive and affective components of
impulsive buying. In light of this finding, future studies should explore gender differences in the
relations between personality and impulsive buying tendencies. Similar results have been obtained
in previous studies. For example, in study conducted by Thompson and Prendergast (2015) was
found positive relationship between impulsive buying and neuroticism and extraversion, and a
negative relationship between impulsive buying and conscientiousness.

Our results can be used in clinical practice in a context where traits that have been shown to be
predictors of impulse buying tendencies can be included in screening questionnaires for people with
financial problems. The findings of this study have two potential applications: in the realm of
psychology and counselling, or for marketing purposes. As consumers are the primary contributors
to a company’s income and profit, it is crucial for the market to comprehend consumer behaviour.
Companies find impulsive buying intriguing because it leads customers to spend more money than
intended. Their objective is to identify the factors that motivate customers to make impulsive
purchases, helping them to capitalise on these motivations. Nevertheless, the primary objective of
this research ought to emphasise its consequences within the domains of psychology, counselling,
and education. Considering the findings of this study, which indicate that young people are more
likely to engage in impulsive buying, it is necessary to provide education on the negative outcomes
of impulsive shopping, strategies for saving money, and the concept of mental accounting from an
early age.

5. Conclusions

The study’s shortcomings must be taken into account when interpreting the results. Initially, we
employed a somewhat uniform student sample, hence constraining the external validity. Hence,
further research may also use samples from the general population. Furthermore, the use of self-
report measures has additional limitations due to the influence of shared method variance.
Incorporating behaviour metrics to assess impulsive buying would be a significant improvement
compared to the existing design. Specifically, the inclination to make impulsive purchases does not
always translate into actual behaviour, as noted by Rook and Fisher (1995). In addition, future
research should explore the mechanisms that connect personality traits and impulsive buying. It
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should also analyse the impact of sociodemographic variables, such as income, age, standard of
living, and level of education, on impulsive buying tendencies. A study investigating the differences
in impulsive buying between individualistic and collectivistic cultures found evidence of cultural
variations in impulsive buying. The study revealed that culture does not influence the inclination
towards impulsive buying as a personal trait, but it does impact the actual behaviour of making
impulsive buying (Kacen & Lee, 2002). Given that it is important to avoid generalizations the results
of this study in relation to collectivistic cultures. Despite the limitations, the findings of the present
study expand our understanding of the role of HEXACO personality in impulsive, and especially the
role of personality in cognitive and affective aspects of impulsive buying.

Author Contributions: For research articles with several authors, a short paragraph specifying their individual
contributions must be provided. The following statements should be used “Conceptualization, X.X. and Y.Y.;
methodology, X.X.; software, X.X.; validation, X.X,, Y.Y. and Z.Z; formal analysis, X.X.; investigation, X.X.;
resources, X.X.; data curation, X.X.; writing —original draft preparation, X.X.; writing—review and editing, X.X.;
visualization, X.X.; supervision, X.X.; project administration, X.X.; funding acquisition, Y.Y. All authors have
read and agreed to the published version of the manuscript.” Please turn to the CRediT taxonomy for the term
explanation. Authorship must be limited to those who have contributed substantially to the work reported.

Funding: Please add: “This research received no external funding”

Institutional Review Board Statement: In this section, you should add the Institutional Review Board Statement
and approval number, if relevant to your study. You might choose to exclude this statement if the study did not
require ethical approval. Please note that the Editorial Office might ask you for further information. Please add
“The study was conducted in accordance with the Declaration of Helsinki, and approved by the Institutional
Review Board (or Ethics Committee) of NAME OF INSTITUTE (protocol code XXX and date of approval).” for
studies involving humans. OR “The animal study protocol was approved by the Institutional Review Board (or
Ethics Committee) of NAME OF INSTITUTE (protocol code XXX and date of approval).” for studies involving
animals. OR “Ethical review and approval were waived for this study due to REASON (please provide a detailed
justification).” OR “Not applicable” for studies not involving humans or animals.

Informed Consent Statement: Any research article describing a study involving humans should contain this
statement. Please add “Informed consent was obtained from all subjects involved in the study.” OR “Patient
consent was waived due to REASON (please provide a detailed justification).” OR “Not applicable.” for studies
not involving humans. You might also choose to exclude this statement if the study did not involve humans.

Written informed consent for publication must be obtained from participating patients who can be identified
(including by the patients themselves). Please state “Written informed consent has been obtained from the
patient(s) to publish this paper” if applicable.

Data Availability Statement: We encourage all authors of articles published in MDPI journals to share their
research data. In this section, please provide details regarding where data supporting reported results can be
found, including links to publicly archived datasets analyzed or generated during the study. Where no new data
were created, or where data is unavailable due to privacy or ethical restrictions, a statement is still required.
Suggested Data Availability Statements are available in section “MDPI Research Data Policies” at
https://www.mdpi.com/ethics.

Acknowledgments: In this section, you can acknowledge any support given which is not covered by the author
contribution or funding sections. This may include administrative and technical support, or donations in kind
(e.g., materials used for experiments).

Conflicts of Interest: Declare conflicts of interest or state “The authors declare no conflicts of interest.” Authors
must identify and declare any personal circumstances or interest that may be perceived as inappropriately
influencing the representation or interpretation of reported research results. Any role of the funders in the design
of the study; in the collection, analyses or interpretation of data; in the writing of the manuscript; or in the
decision to publish the results must be declared in this section. If there is no role, please state “The funders had
no role in the design of the study; in the collection, analyses, or interpretation of data; in the writing of the
manuscript; or in the decision to publish the results”.

References


https://img.mdpi.org/data/contributor-role-instruction.pdf
https://doi.org/10.20944/preprints202409.2097.v1

Preprints.org (www.preprints.org) | NOT PEER-REVIEWED | Posted: 26 September 2024

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

11

American Psychiatric Association. (2013). Diagnostic and statistical manual of mental disorders (5th ed.).
Washington, DC: American Psychiatric Association

Anglim, J., Knowles, E. R. V., Dunlop, P. D., & Marty, A. (2017). HEXACO personality and Schwartz’s
personal values: A facet-level analysis. Journal of Research in Personality, 68, p. 23-31.
http://dx.doi.org/10.1016/].jrp.2017.04.002

Ashton, M. C,, & Lee, K. (2007). Empirical, theoretical, and practical advantages of the HEXACO model of
personality  structure. = Personality = and  Social = Psychology = Review, 11,  150-166.
http://dx.doi:10.1177/1088868306294907

Ashton, M. C.,, & Lee, K. (2005). Honesty-humility, the Big Five, and the five-factor model. Journal of
personality, 73(5), 1321-1354. https://doi.org/10.1111/].1467-6494.2005.00351.x

Babarovié, T., & Sverko, L (2013). The HEXACO personality domains in the Croatian sample. Drustvena
istrazivanja, 22, p. 397-411. https://doi.org/10.5559/di.22.3.01

Beatty, S. E., & Ferrell, M. E. (1998). Impulse buying: Modeling its precursors. Journal of retailing, 74(2), 169-
191. https://doi.org/10.1016/50022-4359(99)80092-X

Bossuyt, S., Vermeir, 1., Slabbinck, H., De Bock, T., & Van Kenhove, P. (2017). The compelling urge to
misbehave: Do impulse purchases instigate unethical consumer behavior? Journal of Economic
Psychology, 58, 60-76.

Cai H., Shi Y., Fang X., Luo Y. L. (2015). Narcissism predicts impulsive buying: phenotypic and genetic
evidence. Frontiers in Psychology , 6, p. 881. https://doi.org/10.3389/fpsyg.2015.00881

Chen,T., & and Chang Lee, M. C. (2015). Personality Antecedents of Online Buying Impulsiveness. Journal
of Economics, Business and Management,. 3(4), p. 425-429. https://doi.org/ 10.7763/JOEBM.2015.V3.222

Chen, C.-D., Ku, E. C,, & Yeh, C. C. (2019). Increasing rates of impulsive online shopping on tourism
websites. Internet Research, 29(4), 900-920

Coocaro, E. F., Posternak, M. A. i Zimmerman, M. (2005). Prevalence and features of intermittent explosive
disorder in a  clinical setting.  Journal  of  Clinical  Psychiatry, 66,  1221-1227.
https://doi.org/10.4088/JCP.v66n1003

Costa, P.T., Jr., & McCrae, R.R. (1992). NEO-PI-R: Professional Manual. Odessa, FL: Psychological
Assessment Resources.

Cyders, M. A, Smith, G. T,, Spillane, N. S,, Fischer, S., Annus, A. M., & Peterson, C. (2007). Integration of
Impulsivity and Positive Mood to Predict Risky Behavior : Development and Validation of a Measure of
Positive Urgency, 19(1), p. 107-118. https://doi.org/10.1037/1040-3590.19.1.107

Dhandra, T. K. (2020). Does self-esteem matter? A framework depicting role of self-esteem between
dispositional mindfulness and impulsive buying. Journal of Retailing and Consumer Services, 55, 102135.
Depue, R. A, & Collins, P. F. (1999). Neurobiology of the structure of personality: Dopamine, facilitation
of incentive motivation, and extraversion. Behavioral and Brain Sciences, 22, p. 491-569.

De Vries, R. E., & Van Gelder, J. L. (2013). Tales of two self-control scales: Relations with Five-Factor and
HEXACO traits. Personality and Individual Differences, 54(6), P 756-760.
http://dx.doi.org/10.1016/j.paid.2012.12.023

Eysenck, H.J. (1979). The structure of personality. (3rd edition). London: Methuen.

Eysenck, S. B. G., & Eysenck, H. J. (1977). The place of impulsiveness in a dimensional system of personality
description. British Journal of Social and Clinical Psychology, 16(1), p. 57-68. doi:10.1111/j.2044-
8260.1977.tb01003.x

Faber, R. J., & O’Guinn, T.C. (1998), “Compulsive buying: a phenomenological exploration”, Journal of
Consumer Research, 16(2),147-57. http://dx.doi.org/10.1086/20920416,147157

Farid, D. S., & Ali, M. (2018). Effects of Personality on Impulsive Buying Behavior: Evidence from a
Developing Country. Marketing and Branding Research, 5(2018) p. 31-43,
http://dx.doi.org/10.19237/MBR.2018.01.04

Gaughan, E. T, Miller, ]. D., & Lynam, D. R. (2012). Examining the Utility of General Models of Personality
in the Study of Psychopathy: A Comparison of the HEXACO PI-R and NEO PI-R. Journal of Personality
Disorders, 26(4), 513-523. http://dx.doi.org/10.1521/pedi.2012.26.4.513

Gerbing, D. W., Ahadi, S. A., & Patton, ]. H. (1987). Toward a conceptualization of impulsivity: Components
across the behavioral and self-report domains. Multivariate Behavioral Research, 22(3), 357-379.
https://doi.org/10.1207/s15327906mbr2203 6

Grigsby, J. L., Jewell, R. D., & Campbell, C.(2021). Have your cake and eat it too: How invoking post-
purchase hyperopia mitigates impulse purchase regret. Marketing Letters, 32, 75-89.

Judge, T. A., Higgins, C. A., Thoresen, C. J., & Barrick, M. R. (1999). The big five personality traits, general
mental ability, and career success across the life span. Personnel psychology, 52(3), p. 621-652.

Kacen, J. J., & Lee, J. A. (2002). The Influence of Culture on Consumer Impulsive Buying Behavior. Journal
of Consumer Psychology, 12(2), p. 163-176. http://dx.doi.org/10.1207/s15327663jcp1202 08

Khawaja, S., Zia, T., Soki¢, K., & Qureshi, F. H. (2023). The impact of emotions on consumer behaviour:
Exploring gender differences. Journal of Marketing and Consumer Research, 88, 69-80



http://dx.doi.org/10.1016/j.jrp.2017.04.002
http://dx.doi:10.1177/1088868306294907
https://doi.org/10.1111/j.1467-6494.2005.00351.x
https://doi.org/10.1016/S0022-4359(99)80092-X
https://doi.org/10.3389/fpsyg.2015.00881
http://dx.doi.org/10.1016/j.paid.2012.12.023
https://doi.org/10.1111/j.2044-8260.1977.tb01003.x
https://doi.org/10.1111/j.2044-8260.1977.tb01003.x
http://dx.doi.org/10.1086/20920416,147157
http://dx.doi.org/10.19237/MBR.2018.01.04
http://dx.doi.org/10.1521/pedi.2012.26.4.513
https://doi.org/10.1207/s15327906mbr2203_6
http://dx.doi.org/10.1207/s15327663jcp1202_08
https://doi.org/10.20944/preprints202409.2097.v1

Preprints.org (www.preprints.org) | NOT PEER-REVIEWED | Posted: 26 September 2024

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.
41.

42.

43.

44.

45.

46.

47.

48.

49.

50.

51.

12

Khuong, & Tran (2015). Factors Affecting Impulse Buying toward Fashion Products in Ho Chi Minh City
— A Mediation Analysis of Hedonic Purchase. International Journal of Trade, Economics and Finance, 6(4), p.
223-229.
Krueger, R. F., Markon, K. E., Patrick, C. J., Benning, S. D. i Kramer, M. (2007). Linking antisocial behavior,
substance use, and personality: An integrative quantitative model of the adult externalizing spectrum.
Journal of Abnormal Psychology, 116, 645-666. http://dx.doi.org/10.1037/0021-843X.116.4.645
Lee, K., & Ashton, M. C. (2005). Psychopathy, Machiavellianism, and Narcissism in the Five-Factor Model
and the HEXACO model of personality structure. Personality and Individual Differences, 38(7), p. 1571-1582.
http://dx.doi.org/10.1016/j.paid.2004.09.016

Leong, L. Y., Jaafar, N. L, & Sulaiman, A. (2017). Understanding impulse purchase in facebook commerce:
Does big five matter?. Internet Research, 27(4), p. 786-818.
Moeller, F. G, Barratt, E. S., Dougherty, D. M., Schmitz, J]. M., & Swann, A. C. (2001). Psychiatric
aspects  of  impulsivity.  American  Journal ~ of  Psychiatry, 158, p- 1783-1793.
https://doi.org/10.1176/appi.ajp.158.11.1783
Myszkowski, N., Storme, M., & Tavani, J. L. (2018). Are reflective models appropriate for very short scales?
Proofs of concept of formative models using the ten-item personality inventory. Journal of Personality, 47(1),
41-58. doi:10.1111/jopy.12395
Nichols,].,Li,F.,Roslow,S. Kranendonk,C.],andMandakovic,T.(2001).Inter- American perspectives from
mall shoppers:chile-United States. Journal of Global Marketing, 15, p. 87-103.d0i:10.1300/J042v15n01_06
Patton, J. H., Stanford, M. S., & Barratt, E. S. (1995). Factor structure of the barratt impulsiveness scale.
Journal of Clinical Psychology, 51(6), 768-774. http://dx.doi.org/10.1002/1097-4679(199511)51:6<768::AID-
JCLP2270510607>3.0.CO;2-1
Rook D. W. (1987). The Buying Impulse. Journal of . Consumer Research, 14(2), p. 189-199.
Rook, D.W.,& Fisher, R.J. (1995). Normative influences on impulsive buying behavior. . Consum.Res., 22,
p- 305-313. http://dx.doi.org/10.1086/209452
Rook, D. W., & Gardner, M. P. (1993). In the mood: Impulse buying’s affective antecedents. Research in
consumer behavior, 6(7), 1-28.
Rook, D. W., & Hoch, S.]. (1985). Consuming impulses. In Morris Holbrook and Elizabeth Hirschman (Eds.),
Advances in Consumer Research (Vol. 12, pp. 23-27).
Provo, UT: Association for Consumer Research.
Ruvio, A. A, & Belk, R. W. (Eds.), (2013). The Routledge companion to identity and consumption. Routledge.
Saad, M., & Metawie, M. (2015). Store Environment, Personality Factors and Impulse Buying Behavior in
Egypt: The Mediating Roles of Shop Enjoyment and Impulse Buying Tendencies. Journal of Business and
Management Sciences, _3(2), p. 69-77. http://dx.doi.org/ 10.12691/jbms-3-2-3
Shahjehan, A., & Qureshj, J. A. (2019). Personality and impulsive buying behaviors. A necessary condition
analysis. Economic Research-Ekonomska Istrazivanja, 32(1), 1060-1072.
https://doi.org/10.1080/1331677X.2019.1585268
Shahjehan, A., Jaweria, Qureshi, leeb, Zeb, F., & Saifullah, K. (2012). The effect of personality on impulsive
and compulsive buying behaviors. African Journal of Business Management, 6(6), p. 2187-2194.
http://dx.doi.org/10.5897/A]BM11.2275
Silvera, D. H., Lavack, A. M., & Kropp, F. (2008). Impulse buying: the role of affect, social influence, and
subjective wellbeing. Journal of Consumer Marketing, 25(1), p- 23-33.
https://doi.org/10.1108/07363760810845381
Soki¢, K., Qureshi, F. H., & Khawaja, S. (2021). The role of impulsivity in predicting the subjective well-
being of students in private higher education. European Journal of Education Studies, 8(12).
Stanford, M. S., Mathias, C. W., Dougherty, D. M., Lake, S. L., Anderson, N. E., & Patton, J. H. (2009). Fifty
years of the Barratt Impulsiveness Scale: An update and review. Personality and Individual Differences,
47(5),p. 385-395. http://dx.doi.org/10.1016/j.paid.2009.04.008
Thompson, E. R., & Prendergast, G. P. (2015). The influence of trait affect and the five-factor personality
model on impulse buying. Personality —and Individual  Differences, 76, p. 216-221.
https://doi.org/10.1016/j.paid.2014.12.025
Verplanken, B., & Herabadi, A. G. (2001). Individual differences in impulse buying tendency: feeling and
no thinking. European Journal of Personality, 15, 71-83. https://doi.org/10.1002/per.423
Verplanken, B., & Sato, A. (2011). The psychology of impulse buying: An integrative self regulation
approach. Journal of Consumer Policy, 34(2), 197-210.
Whiteside, S. P., & Lynam, D. R. (2001). The Five Factor Model and impulsivity : Using a structural model
of personality to understand impulsivity, Personality and Individual Differences, 30, p. 669-689. doi:
10.1016/S0191-8869(00)00064-7
Yi, S., & Jai, T. (2020). Impacts of consumers’ beliefs, desires and emotions on their impulse buying
behavior: Application of an integrated model of belief-desire theory of emotion. Journal of Hospitality
Marketing and Management, 29(6), 662-681.



http://dx.doi.org/10.1016/j.paid.2004.09.016
https://doi.org/10.1176/appi.ajp.158.11.1783
http://dx.doi.org/10.1002/1097-4679(199511)51:6%3c768::AID-JCLP2270510607%3e3.0.CO;2-1
http://dx.doi.org/10.1002/1097-4679(199511)51:6%3c768::AID-JCLP2270510607%3e3.0.CO;2-1
http://dx.doi.org/10.1086/209452
http://www.sciepub.com/journal/JBMS
http://www.sciepub.com/journal/JBMS
http://www.sciepub.com/JBMS/content/3/2
http://dx.doi.org/10.5897/AJBM11.2275
https://doi.org/10.1108/07363760810845381
http://dx.doi.org/10.1016/j.paid.2009.04.008
https://doi.org/10.1016/j.paid.2014.12.025
https://doi.org/10.1016/j.paid.2014.12.025
https://doi.org/10.1002/per.423
https://doi.org/10.20944/preprints202409.2097.v1

Preprints.org (www.preprints.org) | NOT PEER-REVIEWED | Posted: 26 September 2024

13

52. Zhang, Y., & Shrum, L. J. (2009). The Influence of Self-Construal on Impulsive Consumption. Journal of
Consumer Research, 35(5), p. 838-850. http://dx.doi.org/10.1086/593687

Disclaimer/Publisher’s Note: The statements, opinions and data contained in all publications are solely those
of the individual author(s) and contributor(s) and not of MDPI and/or the editor(s). MDPI and/or the editor(s)
disclaim responsibility for any injury to people or property resulting from any ideas, methods, instructions or
products referred to in the content.


https://doi.org/10.20944/preprints202409.2097.v1

	1. Introduction
	1.1. Impulsive behaviour, impulsivity and impulsive buying
	1.1. Impulsive buying and personality: Literature review
	1.1. Aims and Hypotheses

	2. Materials and Methods
	2.1. Participants and procedure
	2.2. Measures
	HEXACO personality model


	3. Results
	1.1. Descriptive statistics and correlation analyses
	3.2. Predicting impulsive buying tendencies from HEXACO domain scores

	4. Discussion
	5. Conclusions
	References

