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a b s t r a c t

Theprimary aimof the current researchwas to study the effect of various intrinsic factors on

consumer decisionmaking vis-à-vis [41_TD$DIFF]impulsive buying tendencies. After employing EFA and

CFA on 630 consumers in the different parts of Jammu and Kashmir, results showed that

intrinsic factors significantly influence the Impulsive Buying Decision. The application of

Structural Equation Modeling disintegrated intrinsic factors into positive and negative

influencers of [62_TD$DIFF]impulsive buying behaviour. The present study has significant bearing in

consumer world as it has highlighted through a model for how intrinsic factors shape the

buying tendencies of a young consumer. Through the application of Multi Group Analysis, a

comparison has been drawn between impulsive buying behaviour and various intrinsic

factors across males and females taken as two different consumer groups. Overall results

have been found significant and could well be adopted for strategymaking by various stake

holders in the field of consumerpsychology andconsumer behaviour to figure out the effects

of intrinsic factors on buying behaviour.
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1. Introduction

Generally, in majority of the decision-making circumstances, consumers hardly entertain the adequate degree of information
exploration. Rather, it would become tiresome practice if all buying decisions entail the need for extensive effort. Furthermore, if
all the purchases were made customarily, then they would most often have the propensity to be boring, monotonous and would
hardly bring enjoyment or freshness to a buyer. The degree of an exertion that a consumer exercises for getting to the bottom of
problem largely depends on the level of his/her precision for the selection criteria, the scope of information he/she is already
having about the product beforehand, and the accessibility to the number of substitute options (Schiffman & Kanuk, 2007).

Impulsive buying is basically defined as an unplanned buying (Dittmar, Beattie, & Friese, 1995). Applebaum (1951) stated that
impulsive buying is an outcome of promotional stimuli and that buying items are not decided in advance in consumer's mind
before starting a shopping trip. According to Kollat and Reed (2007), impulsive buying behavior is realistically accidental behavior
when it is associated to emotional preferences in shopping. However, role of interior elements cannot be neglected and in this
context, impulse buying is described as anoutcomeof in store behaviour and that consumers donothave anyobjective to shop for
any particular itembefore entering any shop (Cobb&Hoyer, 1986). Rook (1987) re-conceptualized the idea of impulsive buying and
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defined it as a spontaneous process that occurs when consumer experiences an unexpected and unrelenting push for attaining
something instantaneously. The desire to purchase on impulse is hedonically complex and largely encourages emotional conflict
andmore so impulsive buying occurs with diminished regard for its consequences. In other words, consumers after having gone
through impulsive purchase do not give any importance to future short comings arising as a result of spontaneous buy. He also
stated that the occurrence of impulsive buying behaviour often go together with negative consequences such as being let down,
finding one-self to be blameworthy and distressed about financial tribulations associated with it. From his viewpoint, impulse
buying is often concentrated and forceful.

Furthermore, impulse buying is defined as “an unintentional purchase” that is characterized by relatively rapid decision-
making and a subjective bias in favour of immediate possession” (Gardner & Rook, 1988). It is described as more arousing, less
deliberate and more irresistible buying behaviour compared to planned behaviour. High impulsive buyers are likely to be
unreflective in their philosophy, to be emotionally attracted to the object, and to desire immediate gratification. These consumers
often pay little attention to potential negative consequences thatmay result from their actions (Hoch & Loewenstein, 1991). Rook
and Hoch (1985) came up with improved research work on impulse buying wherein they identified interior psychological stages
that pressurize a consumer to spontaneity. Cognitive and emotional responses which create a beam of imbalance and that
shoppersgo throughduringspontaneousbuyingwerecentreofattentionof their studyandthrough this study they recognized five
distinguishable factors that trigger impulsiveness that is: (1) feeling a sudden and spontaneous desire to act; (2) being in a state of
psychological disequilibrium; (3) experiencing psychological conflict and struggle; (4) reduction in cognitive evaluation of the
product; and (5) disregard for the future consequences (Rook&Hoch, 1985).HochandLoewenstein (1991) proposed impulsebuying
as a conflict between the two psychological processes of affect and cognition. They revealed that the emotional elements produce
forces of crave ensuing in spontaneity, whereas the cognitive elements facilitate self-control or determination and these two are
by nomeans free from one another. Any variation in either feelings or cognition can cause the shopper to swing above/below the
buyingbar, thereby forcingapurchase. It is for this reason thatwhenan individual is founddeficient of self-control overhis buying
crave, spontaneous buying becomes apparent (Youn & Faber, 2000).

The scuffle that enrages between the interior arousing craves to purchase and the in house strength of will not to purchase is
akin toabalancebeamthathas thepropensity to changeover at a flash.Merely a trivialmodification isnecessary inmajorityof the
cases so as to transpire the consumer buying behaviour from that of being resistant to purchase decision. Research in past has
recognized that the emotional desires and cognitive willpower strive against each other and produce an irregular beam of
impulsivity and self-control. It is not that consumer's cognitive or affective processing can only pressurize the end user to
impulsiveness but there are other characteristics that need to be taken into consideration. Kempf (1999) proposed that the
dependence on affective or cognitive processing may also be stimulated by the nature of items for consumption. She disagreed
with the conception that useful product evaluations are expected to be dependent on cognitive characteristics of a consumer,
whereashedonic goods aremore prone to be judged on the basis of emotional responses. Contrary to it, Shiv and Fedorikhin (2002)
disapproved and impressed that when privileged possessions are limited, actions of a consumer are determined by the lower-
order developments that persistently scrutinize the environs for experiencing the emotional significance. In case of gender
differences, research in the past has proven thatwhilst two females go for shopping in joint, they repeatedly squandermore time
andmoney than femaleswho go for shoppingwhilst unaccompaniedby others (Underhill, 2001). Underhill (2001) also put forward
his view, that the money a consumer pays is direct consequence of how much time they consume in the shopping mall.

It was observed that females frequently go for more possession of products than that of males and in reality take pleasure in
shopping.Despite the fact that the contemporaryworld abandons anydissimilarity betweenmale and female, the research on the
subject in past has substantiated that both process information in much different way (Peter, Olson, & Grunert, 1999).

The important questions that should be investigated and have paramount importance in the subject of consumer behaviour
largely enfold whether intrinsic factors have any role in determining impulsive buying tendencies? Does the degree of emotions
override the rational decision making? Can irrational decision making be controlled through more self management? Can
psychological aspects of a consumer be identified for exploring its impact on buying tendencies?Whether gender differences are
significant in determining the association between interior aspects of an individual and impulsive buying tendencies. Andmore
importantly what needs to be done to do away impulsive buying tendencies? This study focuses mainly on the influence of
intrinsic factors on impulsive buying tendencies. Intrinsic factors for the current study have been identified through past
literature, exploratory factors analysis and through expert opinion. Impulsive buying behaviour has several perspectives but from
consumerwelfare outlook, it ismore a curse that has troubledmajority of consumer groups and young consumers in particular. In
this direction, it is important to uncover the effects of interior elements deep ingrained in consumer dogma so that possible
interventions could be suggested to overcome irresistible fantasies. The impulsive buying behaviour is an enigma thatmost of the
consumer groups encounter and always seek to eradicate it. Therefore, researcher felt it as a social responsibility to work on this
mystery so as to bring in various measures that could do away this everyday puzzle.

Thus thestudy throughstructuremodels aims toexplore the impactof interior factors on impulsivebuying tendencieswhich is
based on six intrinsic factors (acting as influencers) and one output variable in the form of buying tendencies. With an obvious
dearth in literature pertaining to intrinsic factors and impulsive buying behaviour, the findings of the study could be used by
different stake holders like salesmanagers, academicians and consumerwelfare advocates for thewelfare of consumers at large.
Though a plethora of research has been conducted on the impulsive buying behaviour but such studies lack the application of
higher order statistics perquisite for obtaining reliable results. Furthermore, the current study was conducted through the
application of structured questionnaire that has been missing in past research. The application of multiple group analysis for
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assessing its impact on theassociationbetween intrinsic indicators and impulsivebuying tendencies is uniqueaspect of this piece
of work. In addition, hypotheses development, determining the reliability and validity measures of the instrument and the
application of bothmeasurementmodel and structural model are distinctive attributes of the study. Hithertomost of the studies
have focused on cognition and affection and only on their associationwith different demographic variables, but impact of various
intrinsic factors on impulsive buying tendencies is still unexplored and this has been fittingly considered in the current study. The
class of intrinsic factors and theways of their identification employed in past research are full of limitations and this too has been
done away which is again peculiar feature of the current study. This study has several target variables and not just one like it has
been only sales managers in past research, it has greater credence for Sales Managers, Consumer Welfare Advocates and to the
Academicians across the Globe as well.

The complete paperhas beendivided into 6 sections. Section “1” focuses on Introduction andBackGroundof the Study. Section
“2”dealswith Theoretical Framework andHypotheses Formation. Furthermore, Section “3” primarily focuses on theMethods and
Materials used in the current study. Sections “4 and 5” highlights Analysis of the Data, Results and Discussion. Finally, Section “6”
concludes the study with Conclusion.

2. Theoretical framework and hypotheses

Differentattributesof impulsivebuyingare required tobemarked inorder to recognize the impulsivebuyingbehaviourofyouth. In
past, innumerable research studies have been conducted to explore major attributes of impulsive buying behaviour. Intrinsic
factors are large innumberbutbasedon thepast studies only seven intrinsic factorshavebeen takenup in the current studywhich
are discussed below.

2.1. Extensive planning

The degree of hunt with impulsive buyers is always on lower side and they could hardly afford to search for alternative options.
Impulsive buyers donot have any time in theworld to comeout from their daily schedule ofwandering indulgence. Consumers on
thewhole do not look for any itemand donot prefer planning about specific products during a shopping trip. Spontaneous buying
behaviour crops upwhenbuyers have unconscientious crave to unexpectedly acquire a product (Jones, Reynolds,Weun,&Beatty,
2003; Rook, 1987; Rook & Fisher, 1995). Most of the time, it is the ambition for fashion that persuades spontaneous buyers to
unnecessarily purchase items leading to impulsive buying. A large number of the earlier studies have found scant planning as a
primarycomponentassociatedwith impulsivebuying. Sodeficiency inplanning isundoubtedlyoneof thesignificantelement that
reveals the impulsivebuyingpredispositionsns.Therefore, it canbehypothesised that extensiveplanninghas significantnegative
effect on impulsive buying tendencies:

H01. Extensive planning is negatively related to impulsive buying tendencies.

2.2. Prudence and cognitive deliberation

Spontaneous buyers may associate their irrational performances to delicate and individual variables of gratification. This
rationalizationmakes impulse buying performances cognitively complex. Rook and Gardner in 1993, in their study on themood-
impulse buying association, defined impulse buying as anumbrella idiom that engrosses unreliablemeasures of unpromptedand
deliberateperformances.Researchers initiallyestablished that impulsivebuyersexhibitedgreater feelingsof amusement, delight,
enthusiasm, and joy. They further affirmed that impulsive buying behaviour also depends on the personality of a shopper and
choicemaking cannot be differentiated by the scope of cognition alone. From their perspective, although information processing
does play a part in the confirmation of a purchase decision, but its weight is less significant than from that of the emotional
commitment (Weinberg & Gottwald, 1982).

Deficiency in cognitive deliberation may produce unwanted results such as product dissatisfaction, regret, guilt feelings, low
self-esteem and even financial hardship as well. These fallouts are the indications of decisions being made out of hassle and
without any forethought. Further, this rationalization supports the conviction that thepropensity to purchase something oncraze
is conveyed by negligible cognitive efforts. Therefore, it can be hypothesized that affinity to higher prudence and cognitive
deliberation is negatively related to impulsive buying tendencies.

H02. Prudence and cognitive deliberation is negatively related to impulsive buying tendencies.

2.3. High regard for potential consequences

Impulsive buyers are hardly concerned about the end results associated with spontaneous buying decisions and spontaneous
buyers do not reflect on the costs associated with such decisions. Impulsive buyers are by and large unreflective in nature. It is
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immediate gratification thatpresides over all the competing factors of rationality and satisfactionof the immediate pleasure is the
bone of contention embedded in impulsive buyers. For this reason, impulse buying behaviour is a means of satisfying the short
lived desires (Jones et al., 2003; Rook, 1987).

Thenature ofpredisposition to give importance to contiguous rewards abovedistal rewardshasbeenstudied in the cognitive
framework of willpower (Thaler & Shefrin, 1981). In behavioural sciences, impulsivity is conceptualized as the selection of
immediate but smaller rewards over larger and delayed ones (Ainslie, 1975; Navarick, 1987). The tendency to disfigure the
assessment of consequences capitulates self-control to entice emotions, which can be distinguished as being self-centered,
narcissistic, intolerant and narrowminded, happy-go-lucky and missing a thoughtfulness for the upcoming events in the life.
Therefore, it can be hypothesized that high regard to potential consequences is negatively related to impulsive buying
tendencies.

H03. High regard to potential consequences is negatively related to impulsive buying tendencies.

2.4. Belief about impulsive buying

Belief forms the central part of cognition and ofmajor buying decisionsmade by a commonbuyer. The belief about impulsiveness
is an important component of impulsive buying as it has the power to largely determine the future buying intent. The stronger the
belief about impulsive buying being irrational, the slower the buying frequency and vice versa. An impulsive purchaser hardly
cares about thebuying frequencyandhis/her beliefwouldnegatively correlatewith impulsive buying. There is every chance that a
rational buyer and impulsive buyer would show some difference of opinion with respect to belief about impulsive buying.
Therefore, it can be hypothesized that belief about impulsive buying being dangerous is negatively related to impulsive buying
tendencies.

H04. Belief about impulsive buying being damaging is negatively related to impulsive buying tendencies.

2.5. Undesirable advocacy to buy

A drive is an emotionally ambitious stage where an individual goes through emotions and physiological stimulations. As soon as
need is incited, it provokes the consumer and drains him/her into the next stage of drive. As drive further intensifies, the passion
for decisionmaking exaggerates, ensuing superior level of involvement and information dispensation. Consumer incentives and
need identification go together and here incentives are inducements associated with products, services and information that
consumers recognize the particular buy will gratify a need. Inducements also known as enticements can be reflected of as an
enforcement that persuade the shopper's behaviour in the direction of heart-warming needs (O'Shaughnessy, 1987). In other
words, inducement stuffs are associated to theneed identification phase,where inducements act as catalysts to slender the space
between the real and anticipated stage.

Buying impulses are illustrated as an irresistible urge to buy aswell as forceful and affectively stimulated, and to be associated
with superior potential for emotional provocation. So authoritative, conceivable, buying urges take priority over all diagnostive or
coherent analysis pertaining to the purchase decision.

Impulsive behaviour is headed by a phase in which there occurs swelling apprehension and disagreement over whether the
urge ought to be comply with or having power over desire should be up-holded. Hirschman (1986) proposed thatmost of the time
and in majority buying situations, the shopper's self possessed feelings possibly influence the hidden craves that stimulate an
unexpected buying decision. The moment the hunt for desire is triggered, the urge gets so authoritative and unrelenting that it
commands instantaneous accomplishment. Consumers are prejudiced by an occurrence of interior disagreement between both
rational and arousing drives as soon as a hasty buying impulse strikes (Hirschman, 1986; Youn& Faber, 2000). Therefore, it can be
proposed that Undesirable advocacy is positively related to impulsive buying tendencies.

H05. :
Undesirable advocacy to buy is positively related to impulsive buying tendencies.

2.6. Cognitive dissonance

It is still anonymous whether or not impulsive buyers go though post purchase cognitive disequilibrium. Disequilibrium after
purchasewouldmean countering the impulsive buying behaviour as post purchase conflict, if any surfaceswithin the consumer,
will force the consumer to contemplate about future buying decisions. But research in past, has found that impulsive buying
behaviour is limited in focus and does not engage in any reflection about upcoming consequences arising out of the reckless
purchase.However, after suchpurchase, negative emotions surfacewithin a consumer,which transform toahigher level of stress
dependingupon the level of cognitionpresent in a consumerand this post purchasenegativeness togetherwith stress is knownas
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post-purchase cognitive disequilibrium or cognitive dissonance (Rook, 1987; Stern, 1962; Loudon & Della Bitta, 1993) and is
important aspect associated with measurement of impulsive buying behaviour.

These investigations in the field of impulsive buying specify that, at the pre buying phase, spontaneous buyers may be more
receptive to their sensations or mood states. At the post procurement phase, spontaneous shoppers demonstrate more
provocation accompanied by sensations than do non spontaneous end users. The cognitive dissonance crops up at a time when
the endusers engage in severe internal exchange of ideas trappedbetweenbuying impulses and the spirit ofwillingness to oppose
them. Rook (1987) further said, surrendering to buying inclinations may result in prompting vulnerable emotions adjacent to the
buying desire. Consequently, compromising to emotional conflicts and dissonance may be linked with unconstructive and
pessimistic thoughts (such as remorse feeling or lamenting self) that consumer may have after making an impetuous buying
decision. Therefore, it can be hypothesized that cognitive dissonance is positively related to impulsive buying tendencies.

HO6. :
Cognitive dissonance is positively related to impulsive buying tendencies.

2.7. Affirmative buying sensations

Buying sensations are the emotions associated with the impulsive buyers and it was observed that consumers who had more
positive emotional responses to the retail environmentweremore likely tomake higher impulsive purchases (Muruganantham&
Bhakat, 2013). Piron in 1991, came up with his recommendations that in-house stimuli refers to cravings, irresistible desires and
domestic feelings that stimulate consumer's deep longing and force an unexpected purchase.

In onemore study, itwas empirically surveyed to seewhether the feelings of a spontaneous shopper can be distinguished from
thoseofnon spontaneous shoppers.After employing self observationandexternal observation statistics, they found spontaneous
shoppers to be highly absorbed, more pleased and highly passionate than non spontaneous purchasers (Weinberg & Gottwald,
1982). Based on these propositions, it can be hypothesized that affirmative buying sensations are positively related to impulsive
buying tendencies.

H07. :
Affirmative buying sensations are positively related to impulsive buying tendencies.

2.8. Conceptual framework

Based on the literature review and purpose of the study, a framework intended to examine the impact of intrinsic factors on
impulsivebuying tendencieshasbeenproposed (pleaseseeFig. 1).Here in this framework, thereareseven intrinsic factorsandone
output variable. Furthermore, gender differences as the moderator for assessing its impact on relation between intrinsic factors
and impulsive buying tendencies is also appended to the conceptual framework.

[2_TD$DIFF]Fig. 1 – Intrinsic Factors and Impulsive Buying Tendencies.
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3. Methodology

Data collection was done by researchers themselves and difficulties if any faced by the participants were clarified on the spot.
Furthermore, final sampleunitbeingyoungaconsumerwas taken fromeducational instituteswhichcomposedofmultiple stages.
Therefore, multistage random sampling procedure was employed. At the first stage, Universities and Colleges in the state of
JammuandKashmir, Indiawereoutlined fordata collection. Initiallyuniversitiesweremarkedalphabetically and twouniversities
were chosen randomly (University of Kashmir and Islamic University of Science and Technology Awantipora-Kashmir). Similarly, five
colleges (Islamia College of Science and Commerce, Government Degree College Bemina, Government Degree College Ananthnag, Government
Degree College Baramula and Women's College Maulana Azad Road) were chosen on the basis of random numbers. Making further
inroads in this direction, all the departments of the selectedUniversities andCollegeswere sketched and three departments from
all the selected instituteswere chosen for thenext phase.At the final stage, youngconsumers (students) for thecurrent studywere
selected randomly.

Every effortwasmade to get full response from the respondents but to researcher's advantage, studentswere in readymood to
take part in survey so as to reduce the degree of boredom from routine based curriculum. In order to figure out the appropriate
sample size, certain parameters and available measures were explored and these included: (a) Sample size determination table
(384 as per Krejcie & Morgan, 1970); (b) Based on number of item in the ratio of 5:1 or 10:1 (Hair, 2010); (c) Rule of thumb (Roscoe,
1975). All threeperspectiveswere employed to attain a reliable sample size and sample size of 630was finally chosen in the ratio of
63:10. However, even though investigatorsmade every effort to acquire 100 percent responses from the respondents under study
but still 6 cases had to be ignored for missing values.

Therefore, minor missing percentage reduced the final sample size to 624 but with the population of students in the higher
institutes, no specific group was targeted for the reason that the study was related to internal factors associated with the young
consumersat large. Furthermore, after looking throughTable1 representing sampleprofileof the respondents it couldbeseen that
that sampling profile was evenly distributed among respondents under study.

3.1. Rationale for taking young consumers

This study focused only on young consumers for the reason that this is the consumer group that is more vulnerable to fantasies,
timeandagaingets engaged into reckless behaviour.On theotherhand, theyoung consumershave tobedevelopedall the time for
prospective growth of a nation. Therefore, there is a need to study youth through different perspectives that could assist the
government and consumer welfare advocates in shaping and sustaining the young consumer in wider perspective.

3.2. Instrument for the study

Prior to actual data collection at large scale, questionnaire in the present study was tested for certain anomalies which were
removedforpurificationof the instrument.Questionnairewas themain toolused fordatacollectionandwasdraftedspecific to the

Table 1 – Sample frame of respondents.

Group Particulars Frequency Percentage

Gender Male 344 55.12
Female 280 44.87

Age 18–23 425 68.11
24–29 189 30.29
30–35 10 1.60

Marital status Single 564 90.38
Married 60 9.62

Qualifications Under graduates 400 64.10
Post graduates 200 32.05
Others 24 3.84

Income Up to 3,00,000 240 38.46
Rs. 3,00,001–6,00,000 184 29.49
Rs. 6,00,001– 9,00,000 120 19.23
Rs. 9,00,001–12,00,000 80 12.82

Nativity Rural 304 49.72
Urban 320 51.28
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research problem. The research problem and the questionnaire were framed with the help of literature and in consultation with
research experts. The questionnaire apart from details on seven important elements of the study that is extensive planning,
affirmative buying sensation, cognitive dissonance, undesirable advocacy to buy, high regard for potential consequences,
cognitive deliberation, belief about impulsive buying and buying tendencies for specific products also included demographic
variables so as to gather background information about respondents.

To further clarify it, structured and validated instrument used in the study consisted of three sections, Section ‘A’ included
demographic characteristics of the respondentsunder study, Section ‘B’ comprisedof 44 itemsdesigned to assess various intrinsic
measures and finally Section ‘C’ included eight statements about buying tendencies for specified products. Apart from the
demographic variables which consisted of nominal scales, 5-point Likert scale was adopted for rest of the items. Initially after
performing factor analysis on 50 items for intrinsic measures, only 44 items could be retained which produced 7 reliable factors
discussed above and for buying tendencies only 8 eight items (from 13 items) were retained after factor extraction. The theme for
various factorswas assigned on the basis of association of items in the particular factor and in consultationwith research experts
and available literature.

3.2.1. Model fit indices
Making further inroads in this direction, a MeasurementModel (please see Fig. 2) was formed on the basis of EFA results to assess
model validity and reliability. All the 8 factors explored through exploratory factor analysis were allowed to correlate with each
other in a single Measurement Model (Fig. 2).

The fit indices associatedwithmodel arewellwithin theacceptable rangewithCFI being 0.912, GFI being 0.941, RMR=0.087, and
RMSEA=0.056.

3.2.2. Reliability (composite, Cronbach, half split and inter rater)
Reliability was established mainly through composite reliability, overall Cronbach alpha, half split and inter rater reliability. For
composite reliability, all the underlying factors had CR greater than minimum acceptable level of 0.60 (please refer Table 2) and
scalewas reliable. Furthermore, Cronbach alpha (0.86 overall alpha) andhalf split reliability [0.84–45 items and 0.86–45 items]were
also calculated which supported reliability of the instrument. In addition, average measures intra-class correlation’ value being
more than 0.864 supported inter rater reliability of the instrument.

Fig. 2 – Measurement Model.
ABS=Affirmative Buying Sensations; UAB=Undesirable Advocacy to Buy; CDS=Cognitive Dissonance; BELF=Belief about
Impulsive Buy; EP=Extensive Planning; HPS=High Regard for Potential Consequences; C.D.=Cognitive Deliberation;
BT=Buying Tendencies.

a e b j 1 2 ( 2 0 1 7 ) 2 9 – 4 3 35



3.2.3. Validity of the instrument (convergent and discriminant)
For convergent validity, average variance extractedwas calculated. It could be seen fromTable 2, that all the factors have achieved
convergent validity for their AVE extracted is more than minimum acceptable level of 0.50.

Discriminant validity was also assessed through square root of average variance extracted and correlation of the factors
(Fornell and Larcker Criteria, 1981). For all the factors, square root of average variances extracted is greater than their correlation
coefficient which supports discriminant validity of the instrument (please refer Table 3).

Table 2 – Detail of instrument with CR, AVE and SQR (AVE).

Constructs Item loadings Eigen value %Age of variance CR AVE SQRT(AVE)

0.756
0.778
0.721
0.640
0.777
0.787
0.669
0.601

Undesirable advocacy to buy 0.823 4.623 5.137 0.90 0.51 0.71
0.955
0.743
0.930
0.955

Affirmative buying sensations 0.799 3.680 4.089 0.87 0.57 0.75
0.854
0.701
0.480
0.725
0.633
0.570

Prudence and cognitive deliberation 0.852 2.468 2.742 0.87 0.57 0.75
0.926
0.891
0.895
0.831

Belief about impulsive buying 0.745 3.098 3.442 0.87 0.51 0.71
0.767
0.918
0.768
0.897
0.764
0.825

Scant planning 0.686 4.649 5.166 0.85 0.54 0.74
0.608
0.779
0.702
0.723
0.884

Cognitive dissonance 0.745 3.014 3.349 0.89 0.54 0.73
0.872
0.838
0.653
0.870

No prominence to
potential consequences

0.907 2.588 2.876 0.88 0.55 0.74
0.908
0.617
0.857
0.876
0.819
0.872
0.861

Buying tendency 0.866 6.633 7.371 0.90 0.53 0.73
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4. Analysis

This part is divided into three sub sections and it primarily focuses on themain structuralmodel to examine the impact of intrinsic
factors under study on impulsive buying tendencies. This also includes sub structuralmodelwithmale group acting asmoderator
and finally the sub structural model with female group acting as moderator between intrinsic factors and impulsive buying
tendencies is also part of this section for assessing its impact on the association between intrinsic factors and impulsive buying
tendencies.

4.1. Structural model/main

In this study, a structural model based on conceptual framework was tested. Seven intrinsic factors and their impact on buying
tendencies for specified products formed structural model of the current study. Here in this structural model, intrinsic factors
(CDS, ABS, CD, UAB, BELIEF, HPS and EP) are treated as independent (exogenous) variables while as buying tendencies for specific
products represents dependent (endogenous) variable (see Fig. 3).

As with measurement model, the proposed structural model was found to fit the data quite satisfactorily as the fit values are
well within acceptable range [Chi-square=5921.899, p<0.000, RMR=0.149, GFI=0.931, CFI=0.943 and RMSE=0.057, NFI=0.912].

Table 3 – Fornell and Larcker criteria.

CD BELIEF SP NPC UAB ABS CDS BT

CD 0.75

BELIEF .160 0.71

SP .084 .314 0.74

NPC .163 -.036 -.053 0.74

UAB -.033 .107 .306 -.119 0.71

ABS .035 .220 .202 -.106 .085 0.71

CDS .055 .194 .209 -.133 .030 .173 0.73

BT .022 .109 .176 -.024 .002 .098 .564 0.73

Fig. 3 – Main structural model.
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Furthermore, the findings of structuralmodel clearly indicate it that all the Intrinsic factors significantly determine the buying
tendency for specific products. It is clear fromTable4 that thepathestimate forBTandCDS is significantaspvalue is less than0.05.
Similarly, path estimates for BT and CD, BT and ABS, BT and UAB, BT and BELF, BT and HPS, BT and EP are significant.

Based on the measures of C.R. and p values, hypotheses for the current study were tested and overall results pertaining to
hypotheses tested areprovided inTable 5. Furthermore, CDS, ABS,UABare positive indicators of Impulsivenesswhile asCD, BELF,
HPS and EP are negative indicators of impulsiveness.

4.2. Structural model/male

Here in this case male was used as the moderator to explore whether gender differences moderate the relationship between
intrinsic factors and impulsive buying tendencies. The model for the moderator-male between intrinsic factors and impulsive
buying tendencies is depicted in Fig. 4.

Table 4 – Structural coefficients/main m``odel.

Estimate S.E C.R. p Label

BT CDS 0.821 0.175 4.69 *** Sig
BT C.D. �0.621 0.241 �2.58 *** Sig
BT ABS 0.351 0.096 3.66 *** Sig
BT UAB 0.357 0.086 4.15 *** Sig
BT BELIEF �0.245 0.054 �4.54 *** Sig
BT HPS �0.671 0.092 �7.29 *** Sig
BT EP �0.818 0.198 �4.13 *** Sig

Table 5 – Summary of hypotheses.

Hypotheses Estimate S.E C.R.
(t)

p Result

H01: Extensive planning behaviour is negatively related to impulsive buying tendencies �0.818 0.198 �4.13 *** Accepted
H02: Prudence and cognitive deliberation is negatively related to impulsive buying tendencies �0.621 0.241 �2.58 *** Accepted
H03: High regard for potential consequences is negatively related to impulsive buying tendencies �0.671 0.092 �7.29 *** Accepted
H04: Belief about impulsive buying being damaging is negatively related to
impulsive buying tendencies

�0.245 0.054 �4.54 *** Accepted

H05: Undesirable advocacy to buy is positively related to impulsive buying tendency 0.357 0.086 4.15 *** Accepted
H06: Cognitive dissonance is positively related to impulsive buying tendencies 0.821 0.175 4.69 *** Accepted
H07: Affirmative buying sensations are positively related to impulsive buying tendencies 0.351 0.096 3.66 ** * ** Accepted

Fig. 4 – Structural model/male.
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To test whether gender differencesmoderate the relationship between intrinsic factors, multiple group analysis in AMOSwas
employed. In the first case, multiple group analysis for male was assessed. The various model fit measures associated with
structural model vis-à-vis male are discussed below.

It is clear from Table 6 that fit indices for all themodels including unconstrained,measurementweights, measurement intercepts,
structuralweights, structural covariances andstructural residuals areonhigher sideandhaveachieved theminimumacceptable level.

Since model fit indices are on higher side, the examination of structural model coefficients/male is constructive.
It is evident from Table 7 that intrinsic factors for male consumers significantly determine the buying tendencies for specific

products as their path estimates are significant (p<0.05).

4.3. Structural model/female

Here in this case, female was used as the moderator to explore whether gender differences moderate the relationship between
intrinsic factors and impulsive buying tendencies. The model for the moderator-female between intrinsic factors and impulsive
buying tendencies is depicted in Fig. 5.

Table 6 – Model fit indices-structural model/male.

NFI Delta1 RFI rho1 IFI Delta2 TLI rho2 CFI PRATIO PNFI PCFI RMSEA

Unconstrained 0.849 0.840 0.920 0.915 0.920 0.940 0.798 0.865 0.039
Measurement weights 0.847 0.840 0.919 0.915 0.919 0.956 0.810 0.879 0.039
Measurement intercepts 0.845 0.841 0.919 0.917 0.919 0.976 0.825 0.897 0.039
Structural weights 0.844 0.841 0.918 0.916 0.918 0.979 0.826 0.898 0.039
Structural covariances 0.843 0.842 0.918 0.917 0.918 0.989 0.834 0.908 0.038
Structural residuals 0.843 0.842 0.918 0.917 0.918 0.989 0.834 0.908 0.038
Measurement residuals 0.830 0.831 0.905 0.906 0.905 0.891 0.837 0.913 0.041

Table 7 – Structural model coefficients/male.

Estimate              S.E      C.R             P                   Label
BT <--- CDS   0.38 0.09           4.19 *** b1_1
BT <--- C.D -0.81 0.16 -5.08 *** b2_1
BT <--- ABS 0.13 0.05 2.58 *** b3_1
BT <--- UAB 0.40 0.17 2.33 *** b4_1
BT <--- BELF -0.83 0.14 -5.95 *** b5_1
BT <--- HPS -0.48 0.15 -3.21 *** b6_1
BT <--- EP -0.65 0.18 -3.60 *** b7_1

Fig. 5 – Structural model/females.
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In the second case,multiple group analysis for femalewas assessed. The variousmodel fitmeasures associatedwith structural
model vis-à-vis female are discussed below.

As with males, it is clear from Table 8 that all fit indices (female) for all the models including unconstrained, measurement
weights,measurement intercepts, structural weights, structural covariances and structural residuals are on higher side and have
achieved the minimum acceptable level.

Since model fit indices are on higher side, it constructive to examine the structural coefficients of the model.
It is clear from Table 9 that all the intrinsic factors of female consumers significantly determine the buying tendencies for

specific products as the probability associated with all the variables is less than 0.05.

5. Results and discussion

Tostartwithandbasedon theapplicationof structural equationmodeling, anumberofhypothetical relationshipswere testedand
it is explicitly shown in Table 4 that all the intrinsic factors under study demonstrate considerable effect on impulsive buying
tendencies for specific products.

Cognitivedissonance (CDS)hasconsiderableeffect on impulsivebuying tendenciesas their estimate (0.821) is significantat 0.05
significance level. This clearly demonstrates thatwith 1 percent increase in cognitive dissonance among young consumers, there
would be 0.821 percent increase in buying tendency. In case of cognitive deliberation, estimate (�0.621) of the relationship is
negative significant at 0.05 significance level. Therefore,with 1 percent change (increase) in cognitive deliberation, therewould be
0.621 reduction in impulsive buying tendencies. Furthermore, the relationship between affirmative buying sensations and buying
tendency is significant at 0.05 significance levelwith anestimateof 0.351. This relationship is alsopositive indicating thatwithone
percent change (increase) in affirmative buying sensations, there would be 0.351 percent enlargement in buying tendency.

Similarly, the relationship between the variables of undesirable advocacy to buy and buying tendency is significant at 0.05
significance level and with an estimate of 0.357. This again suggests that with one percent change (increase) in undesirable
advocacy to buy, there would 0.357 boost in buying tendency.

Moving ahead, the relationship between belief and impulsive buying tendencies is negative significant with an estimate of
�0.245 which suggests that with one percent change (increase) in belief about impulsive buying being damaging, there would
be decline in impulsive buying tendency. In other words, if the belief or perception about impulsive buying being damaging gets
intensified it will have negative ramifications on impulsive buying tendencies.

Furthermore, it is evident fromTable 9 that perception regarding potential consequences has significant bearing on impulsive
buying tendencies. In this case, the association between regard for potential consequences and impulsive buying tendencies is of
high magnitude with an estimate of �0.671. Therefore, with one percent change (increase) in high regard for potential
consequences there would be 0.67 percent decline in impulsive buying tendencies.

Moreover, the relationship between extensive planning and impulsive buying tendencies is also significant with high
magnitude of negative estimate (�0.818). This clearly reveals that the extent of planning has paramount influence on impulsive
buying behaviour. In otherwords,with onepercent change (increase) in extent of planning therewould be 0.818 percent decline in
impulsive buying behaviour.

Table 9 – Structural coefficients/female.

Estimate     S.E     C.R                 P                          Label
BT <--- CDS 0.68  0.12     5.67 ***         b1_2
BT <--- C.D -0.45 0.06     -7.50 *** b2_2
BT <--- ABS 0.52 0.14 3.71 *** b3_2
BT <--- UAB 0.72 0.20 3.60 *** b4_2
BT <--- BELF -0.31 0.05 -6.20 *** b5_2
BT <--- HPS -0.17 0.07 -2.43 *** b6_2
BT <--- EP -0.39 0.09 -4.33 *** b7_2

Table 8 – Model fit indices-structural model/female.

NFI Delta1 RFI rho1 IFI Delta2 TLI rho2 CFI PRATIO PNFI PCFI RMSEA

Unconstrained 0.849 0.840 0.920 0.915 0.920 0.940 0.798 0.865 0.039
Measurement weights 0.847 0.840 0.919 0.915 0.919 0.956 0.810 0.879 0.039
Measurement intercepts 0.845 0.841 0.919 0.917 0.919 0.976 0.825 0.897 0.039
Structural weights 0.844 0.841 0.918 0.916 0.918 0.979 0.826 0.898 0.039
Structural covariances 0.843 0.842 0.918 0.917 0.918 0.989 0.834 0.908 0.038
Structural residuals 0.843 0.842 0.918 0.917 0.918 0.989 0.834 0.908 0.038
Measurement residuals 0.830 0.831 0.905 0.906 0.905 1.009 0.837 0.913 0.041
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Furthermore, the effect of moderator which is gender in present case is considerable as well. Both males and females report
significant results associatedwith impulsive buying tendencyand intrinsic factors. The applicationofmultiple groupanalysis has
clearly revealed that the association between intrinsic factors and impulsive buying tendencies is significant whenmoderated by
gender differences. It is clear from Tables 7 and 9 that the relationship between (CDS, CD, ABS, UAB, BELF, HPS, SP) and (BT) is
significant as p value for all the relations is significant and less than 0.05.

But there is one important aspect that needs to be discussed herewhich is the degree of estimates for both the groups ofmales
and females. The estimate for the relationship betweenCDS and BT is positive significant across both the groups but the degree of
estimate is different for both the males and females. It is higher for females (0.68) than that of males (0.38) indicating that males
face lesser imbalance in cognitive dissonance than that of females.

The intensityof cognitivedeliberation ishigher formalesgroup (0.81) than thatof femaleswhich is (0.45). This clearly illustrates
that cognitive deliberation varies significantly across two groups and has significant bearing on the degree of impulsive buying
tendencies.

Affirmative buying sensations are the positive buying emotions that consumersmay feel before or after the buying instant. It is
significantly varying acrossmales and females and is higher for females (0.52) than that ofmales (0.13). This is the indicationof the
fact that females have higher propensity for positive buying emotions and so does the impulsive buying behaviour.

All the following factors are negative significant indicating that increase in one would have receding effect on the other. But
therearecleardifferences in the intensityof factors includingbelief,high regard forpotential consequencesandextentofplanning
acrossmalesand females. Thedegreeof belief ishigher formales (0.83) than thatof femaleswhich is 0.31. This againdemonstrates
the higher propensity of females for impulsive buying tendency than that of males.

Besides it, regard for potential consequences has paramount influence on impulsive buying tendencies across both the groups
and it is evident from the findings that two groups differ significantly across this dimension as well. Furthermore, it is lower for
females than that ofmales which is again indication of the fact that females aremore averse to potential consequences thatmay
arise from a particular buy. Lastly, the extent of planning is also varying significantly and there are clear differences across two
groups as it is higher for males than that of females.

Overall, results in thecurrent studyshowthe relevanceof intrinsic factors in inflating impulsivebuyingbehaviouracrossyoung
consumers with different demographic back ground. On one hand, these findings substantiate results from some past studies,
while on the other hand endow scope for validation of the current study through associated future endeavors.

6. Conclusion

Considering the potential of young Indian consumers andwith the paucity of literature pertaining to impulsive buying behaviour
from psychological perspective, the current endeavor has many things to offer.

First it pertinent tomake allowances for the fact that the type of structuralmodel thatwas adopted in the current study stands
unique in itself. Furthermore, inclusion of new and comprehensive items across different intrinsic factors has greater credence
from academics and managerial perspective. The comprehensive framework for estimating the relationship between intrinsic
factors and impulsive buying tendencies is distinctive in its approach. In addition, belief about impulsive buying that had been
appended in the current framework has also been a success of the current research.

Furthermore, consumers who aremore susceptible to cognitive dissonance have the tendency to achieve unmatched product
combinations and itwould be easy for a seller to identify such consumers andmatch theproduct combinations accordingly. It is in
confirmation with the results provided in section 4 as consumers having higher cognitive dissonance mostly show higher
impulsiveness. Retail outlets couldusedifferent color combination to amplify the cognitivedissonance, undesirable advocacyand
affirmativebuying sensationsof ayoungconsumer.Youngconsumersaremostlyanxiousabout imagegratification toplease their
loved ones. Therefore, varied product combinations can be off good strategy to entice this consumer class and leverage higher
sales. Expressiveness could mostly be taped in different readymade garments like pants, shirts, trousers, jackets etc. Besides
amplifying undesirable advocacy, affirmative buying sensations and cognitive dissonance, marketers could disfigure extensive
planning phenomenon, high regard for potential consequences and could also undermine the belief about impulsiveness being
damaging to intensify the irrational buying behaviour among young consumers. This is for the reason that undesirable advocacy,
affirmative buying sensations, cognitive dissonance have positive significant relationship with impulsive buying tendencies. On
theotherhand,extensiveplanning,belief andhighregard forpotential consequenceshavenegativesignificant relationshipwhich
is required to be controlled for intensifying impulsive buying behaviour. Marketers need to explore different intrinsic factors of
different consumer groups before going for full launch of impulsive products. This is in confirmationwith the findings illustrated
in previous section as consumers having varied degrees of intrinsic factors differ in their impulsive buying propensity. This can
again be set off by marketer through various promotional strategies that can infuse spontaneity in a consumer even possessing
higher cognitive deliberation.

The findings associated with the multiple group analysis are paramount as its application has unearthed significant findings
associatedwith the twoconsumergroupsofmalesand females. Its applicationhasdifferentiated the twoconsumergroupsas they
have reported different behaviour across selected intrinsic factors. Based on the analysis, it is clear that the females have higher
propensity to be susceptible to cognitive dissonance, undesirable advocacy, and affirmative buying sensation than their counter
parts. In the same way, females have lesser strength in comparison to their counter parts with respect to negative indicators of
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impulsiveness including extensive planning, high regard for potential consequences, belief about impulsiveness and cognitive
deliberation. This would require thatmarketers need to targetmore of female consumers for unmatched sales than that ofmales
and while devising any promotional or communication model to entice consumers they should be more focused to distort the
negative indicators of male consumers.

The present model has supplemented the marketers with enough evidence that apart from other factors such as income,
culture, there are psychological factors that significantly determine buying tendencies of consumers at large. Therefore, to set off
impulsive buying tendencies of young consumers, marketers will be required to resort to indirect approach of influencing
domestic ingredients of a consumer throughpromotional andadvertising techniques. Both thegeneral advertisingandsubliminal
advertising could be employed to distort the negative indicators of an impulsive buy while in amplifying the positive indicators/
intrinsic factors of a consumer.

Furthermore negative intrinsic factors studied in the current study could also be disfigured by innumerable promotional
strategies. Higher and convincing smell of fast food within the consumer reach could well twist planning propensity of highly
unadventurous shopper. Throwing open barbeques shop within local communities could trigger higher sales as it is prone to
irrational buying desired by a buyer.

Theoretically present research contributes in numerous ways. In wider perspective, this work supplements scientific
community of consumer researchers with further insights in consumer impulsive buying behaviour and particularly into
consumer buying impulses across selected intrinsic factors.

The present model of intrinsic factors and buying tendencies can be of creditable importance to consumer welfare sponsors
who can take cognizance from the findings of the study as to examine how impulsive buying behaviour can actually be controlled
and disfigured. On the other hand, impulsive buying behaviour is considered a phenomenon that most of the consumer groups
come across and consequently look for alternatives to eradicate it. As from the examination of findings of the study, it is apparent
that intrinsic factors are plausible to influence impulsive buying tendencies of a young consumer and need better execution for
rational decision making.

Consumer welfare advocates could make use of structural model findings to deal with impulsive buying tendencies. With
positive and negative indicators, impulsiveness could also be done away by amplifying negative indicators including belief about
impulsive buying being damaging, extensive planning and high regard for future and cognitive deliberation. On the other hand,
Impulsiveness could well be abbreviated through various psychological programmes designed to reduce the affirmative buying
sensations, undesirable advocacy to buy and by shrinking the degree of cognitive dissonance through proper planning, well
framed budget in place, high self esteem and through reduced isolation.
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