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Abstract-This study intends to evaluate the impact of
product characteristics and consumer characteristics on
Singaporean consumer’s impulse purchasing behavior.
Therefore, in order to conduct the study, a sample of 100
Singaporean customers has been collected randomly in 3
major shopping centres in Singapore. Meanwhile, the SPSS
tool has been used to assess the relationship between the
variables. Based on the chi square analysis results , there is
a significant relationship between consumer characteristics
(Gender, Age, Mood, Materialism, Shopping enjoyment,
Impulse buying tendency) and Singaporean consumers’
impulse purchasing behaviour except for the variable of
materialism which has no significant relationship with
Singaporean consumers’ impulse purchasing behavior.
Moreover, there is also a significant relationship between
product characteristics and consumers’ impulse purchasing
behavior in Singapore.
Keywords: Impulse purchasing Behavior; Consumer
characteristics; Product characteristics

I.

INTRODUCTION

Several studies have been conducted regarding
consumer decision making. Consumers make an effort to
have sensible reasons when they intend to select one
choice from a collection of options. [28].Although
sometimes consumers do not decide rationally when they
want to do some purchases. This happens when there is
no adequate information about the product and when there
is no prior intention to buy [31]. Therefore impulse
buying may happen. According to prior studies,
Researchers have declared that vendors can make
customers to be impulsive through some store incentives,
promotions, product packaging, sales and other things [9].
Therefore, since both the person and product are involved
in the buying procedure, this study intends to evaluate the
contribution of product characteristics and consumer
characteristics on consumers’ impulse purchasing
behaviour. In fact, the idea of impulse buying in
marketing was first introduced by [7].The concentration
of previous studies was on presenting models which could
measure the impulse buying behaviour. Therefore, various
kinds of impulse buying were realized. Impulse
purchasing is a fast pace decision and there is a short time
between observing the product and buying it; therefore,
On the basis of [17] study, impulse purchasing does not
engage reflection and impulse buying takes place without
great amount of evaluation. Based on [11, 12] and [25]
study, impulse buying is defined as an unplanned
purchasing. Meanwhile, [2, 29] described impulse buying

as a response to incentives. Moreover, [22] claimed that
impulse buying is an intelligent purchasing. He declared
that intelligent customers do not predetermine about their
shopping. They generally grab special offers, for instance
sales and promotions in order to get more advantage and
optimize the value. During the last decades, impulse
purchasing has also become easier through some
innovations; for example, credit cards, home shopping
networks And telemarketing [26]. Based on [24] study,
there are five important phases which identify impulse
buying behaviour from non-impulse buying behaviour.
These phases include:
1- Sense of an unexpected and unplanned intention to
take action. This phase refers to attracting costumer’s
attention by incentives which are offered by sellers
which encourage them to have desire to purchase.
2- Being in a status of psychological imbalance. This
phase takes place while customer’s fail their selfcontrol for the time being.
3- Being in situation of psychological conflicts. During
this phase, Psychological conflict takes place while
consumers try to get their self-control back. Therefore,
they assess the instant positive side of their shopping
rather than unpleasant side of it.
4- Eliminating cognitive evaluation. This phase is
referred to a situation in which the customer’s
rationality is damaged. It occurs while customer
looses his/her rationality in conflict with sudden
incentives and then starts to make a decision with
lack of adequate thinking.
5- Consuming with no consideration about the
consequences. This phase takes place when a
customer desires to select a little but immediate
reward rather than a great reward which needs more
waiting [24, 26]
Meanwhile, [26] suggested that impulse buying takes
place: “when a consumer experiences a sudden, often
persistent urge to buy something immediately. The
impulse to buy is hedonically complex and may stimulate
emotional conflict. Also, impulse buying is prone to occur
with diminished regard for its consequences.”According
to [23] study, none of the definitions of impulse
purchasing completely described this interesting and
complicated phenomenon. Moreover impulse buying has
still remained an enigma and there is a little
understanding about the exact factors which influence the

V1-248

impulse buying behavior since there are no adequate
empirical and theoretical studies in this field of research.
II. IMPULSE PURCHASING
In the body of literature, [4] also addressed impulse
purchasing as an immediate purchase with no prior intend
or objective to buy the product. [29] Study enhanced the
understandings about impulse buying to a great extent by
identifying four category of impulse buying. He offered
four different kind of impulse purchasing including:
1- Pure
2- Reminder
3- Suggestion
4- Planned impulse buying
The first category belongs to pure impulse buying
which is a purchase that happen impulsively and does not
follow a usual buying pattern” [29]. The second category
belongs to Reminder impulse buying which happens
when customer observes a product which reminds him/her
that there is a requirement for that product. The third
category belongs to Suggestion impulse buying which
takes place when customer observes and notices a product
for the first time with no preceding knowledge about it,
then imagines a need for that. Therefore, customers
preceding knowledge about the product make the
Reminder impulse buying different from Suggestion
impulse buying [29]. Meanwhile, the fourth category
belongs to planned impulse buying which takes place
when customers do not plan their shopping but they look
for promotions and attempt to benefit from sales and
promotions in order to enhance their purchasing power
[22]. Although, all the four kinds of impulse buying are
different in level of emotional aspects, they share a
feature in common which is they are all the consequence
of customer’s experience of some incentives [23]. Today
still most research studies take advantage of [29] theory
of impulse purchasing [4, 10& 26] According to related
previous studies, there are many general factors that
influence impulse purchasing behavior. These factors are
presented in four general groups. Therefore, marketing
and consumer behavior researchers consider these general
factors when they want to evaluate consumer’s impulse
purchasing behavior. These four groups are as follow:
 Product characteristics
 Consumer characteristics
 Situational factors
 store characteristics
Since both the person and product are involved in the
buying procedure, this study intends to evaluate the
contribution of product characteristics and consumer
characteristics as independent variable on consumers’
impulse purchasing behaviour as dependent variable
among the Singaporean consumers.
III. PRODUCT CHARACTERISTICS
Prior studies on impulse purchasing categorize
products as impulse and non-impulse items. Many studies
examined the frequency of impulse purchasing in
different product class [2, 19&34] across different retail
shops [7]. Nowadays, impulse purchasing behaviour is
still discussed regarding different types of products which
are or are not impulsive [1, 6& 10].Therefore, accordingly,
product characteristics can also influence consumer’s

impulsive buying behaviour [17] and Variables such as
the appearance of products in the retail environment and
some of the product features have been suggested to be
effective on consumer impulse buying behavior [4].
According to [29], products which are purchased on
impulse are generally inexpensive. Moreover, previous
studies show that particular products are generally
purchased impulsively based on their characteristics.
According to prior studies, from one perspective, there are
two types of product categories with different applications.
The first category belongs to hedonic products which are
mainly used for their hedonic advantages and the second
category belongs to functional products which are mainly
used for practical values. [5]. Based on previous studies,
Impulse purchasing generally takes place in hedonic
products which are not mostly supposed to accomplish
practical needs [26] because Impulse purchasing happens
while a customer is motivated by sudden and influential
incentives to purchase a product. On the other hand, [24]
realized that considering and putting emphasis only on the
type of product presents a restricted perspective, in view
of the fact that it is the persons, not the products, who
experience the impulse purchasing. Moreover, [8]
discussed that while focusing on the contribution of
product characteristics, researchers have not paid enough
attention to the impact of consumer characteristics on
impulse purchasing behavior. Consequently, many
researchers suggested that research studies in which
products are categorized into impulsive and nonimpulsive groups are too restricted in outlook and do not
adequately consider the consumer. Therefore this study
intends to evaluate the influence of both the product and
consumer characteristics on impulse buying.
IV. CONSUMER CHARACTERISTICS
Consumer characteristics includes age, gender, mood,
materialism, impulsive buying tendency and shopping
enjoyment. Studies on the consumer characteristics and
impulsiveness have indicated that younger shoppers do
more impulse purchasing in compare to elder consumers
[15, 27]. According to previous studies, age and impulse
purchasing have a negative relationship with each other; it
means that younger consumers have less self control over
their purchasing behaviour rather than elder consumers
[21]. This might be Because of the reason that younger
customers illustrate more emotional reactions rather than
elder customers, therefore they can hardly conquer their
emotional feelings but elder customers mostly illustrate a
better control over their emotional feelings [20]. Another
consumer’s characteristic factor is Gender which also
affects the consumers’ impulsiveness. Based on previous
studies, Men and women do not have same preferences
when they do shopping. Basically, Women select
products which are associated with emotions and
relationships and they mostly consider social identity
while men generally pay for products with practical and
instrumental application and they mostly consider
personal identity when they do shopping [10]. Studies
have indicated that the customer’s mood have also impact
on the consumer’s impulse purchasing behaviour.
Previous studies defined Positive feeling as affects and
moods that extremely influence the consumer decision for
shopping. Therefore, negative and positive moods
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particularly negative moods influence the consumer’s
impulse purchasing behaviour. So impulse purchasing can
help customers to change their mood from negative to
positive [13]. According to [32] study, because of the
reason that impulse buying happens with lack of purchase
planning and since it is an emotional reaction from the
customer, it mostly comes up with non-logical motives
such as intending to change a mood, expressing identity
or enjoying and having fun. When talking about
impulsiveness, customers who consider value with a
materialism outlook mostly prefer to avoid doing impulse
buying. They mainly choose to collect money rather than
spending it [30]. These customers do not usually get
affected by impulse buying. Another consumer
characteristic variable which influences the impulse
purchasing is impulse buying tendency that is the extent
to which customers are probable to do impulse buying
[17]. Impulse buying tendency is also associated with a
consumer’s lifestyle [26].[8] suggested that shopping life
style and impulse buying behavior are highly associated
but merely in the case of impulse purchasers.
Consequently, Customers are different in impulse buying
tendency. Therefore, customers with high amount of
impulse buying tendency are more probable to have
intention to purchase some types of products impulsively
[17]. Moreover, Shopping is also considered as fun for
some customers and they sometimes spend their spare
times on shopping although they do not buy any product
[3]. Therefore, as long as customers are shopping and
enjoying their time, vendors may encourage them to stay
longer at their shops and stimulate them to do impulse
purchasing. Moreover, vendors may motivate the
customers to purchase by some incentives such as
promotions that lead to a higher amount of impulse
purchasing [3]. Consequently, according to Psychological
studies, “impulsiveness” is suggested to be a personality
feature [14, 18 &33].

VI. RESEARCH MODEL
To study and evaluate the impact of consumer’s
characteristics and product characteristics as independent
variables on the impulse buying behaviour of Singaporean
consumers, as dependent variable, the study takes
advantage of the following study model to examine the
relationship between variables.

Figure 1. Study model

VII. DATA ANALYSIS
To conduct the study, SPSS tool has been used in order
to examine the variable relationships. Therefore, each
variable of consumer characteristics (Age, Gender, Mood
and etc.) is categorized by groups. The table 1 shows each
variable and the frequency of groups for each variable.
the
relationship
between
consumer
Moreover,

characteristics (gender, age, mood, materialism, shopping
enjoyment, and impulse buying tendency), product
characteristics (hedonic products and functional products,
product price) with the consumer’s impulse buying
behaviour has been evaluated by Chi-square analysis.
Finally, the result of the relationships is illustrated in table
2.

V. RESEARCH METHODOLOGY
To evaluate the impact of customer and product
characteristics on consumers’ impulse buying behaviour,
secondary and primary data has been used. Meanwhile,
primary data has been collected through a questionnaire
which was properly designed based on previously
conducted studies. The validity of the questionnaire has
been double checked and confirmed by two professors of
marketing and consumer behaviour. The reliability of the
questionnaire is also affirmed as the cronbach’s alpha for
each variable was satisfying and the total cronbach’s
alpha was 0. 898. The questionnaire has been developed
with three major sections. Each section contains some
questions that evaluate the study model variables.
Meanwhile, the questionnaire was distributed face to face
between 100 customers in 3 major shopping centres in
Singapore (Marina Square Shopping Mall, Suntec City
Mall and Ngee Ann City). The sample includes 57percent
female and 43 percent male and range of the participants
age is between 20 and 50 years. The method of sampling
is simple random sampling. Moreover, the secondary data
has been collected through online data base such as
ProQuest and Emerald.

TABLE I.
Variable

FREQUENCY TABLE
Frequency
Gender

Male

43

43%

Female

57

57%

Age
20-35

64

64%

36-50

36

36%

Mood
Positive mood

78

78%

Negative mood

22

22%

Materialism
High Materialism

63

63%

Low Materialism

37

37%

Shopping enjoyment
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Percent

Hedonic

54

54%

Utilitarian

46

46%

the results show that there is no significant relationship
between materialism and impulse buying behaviour in
Singaporean customers as (Asym. Sig is 0.407).
Regarding the product characteristics, based on the
outcomes, there is a significant relationship between
product characteristics and the consumer’s impulse
buying behaviour (Asym. Sig is 0.012). Consequently, the
outcomes of this study also affirm most of the previous
study’s results; for example, based on [17] study, product
characteristics can also influence consumer’s impulsive
buying behaviour. Meanwhile, the relationship between
consumer characteristics and impulse buying behaviour in
this study is also supported as other previous studies, for
instance [15, 27, 10, 13& 17]. Surprisingly, in contrast
with the preceding studies such as [30] study, the results
shows that there is no significant relationship between the
variable of materialism and impulse buying behaviour
among Singaporean customers. Meanwhile, more study is
required to generalize this result more effectively among
Singaporean consumers.

Impulse buying tendency
High impulse
buying tendency

55

55%

Low impulse
buying tendency

45

45%

TABLE II.
THE RELATIONSHIP BETWEEN CONSUMER AND
PRODUCT CHARACTERISTICS AND IMPULSE PURCHASING BEHAVIOR
Asym. Sig

Variables
Gender

Significant/Not
significant
Consumer characteristics
0.016

Significant

Age

0.034

Significant

Mood

0.007

significant

Materialism

0.407

Not significant

Shopping

0.048

significant

0.022

significant

IX. STUDY CONTRIBUTION

enjoyment
Impulse
buying
tendency
Product characteristics
Product

0.012

significant

characteristics

VIII. CONCLUSION
Basically in this study, the results show that among
the consumer’s characteristics, Gender, Age, Mood,
Shopping enjoyment and impulse buying tendency have
impact on the consumer’s impulse buying behaviour and
the variable of materialism doesn’t have any significant
impact on the consumer’s impulse buying behaviour
among Singaporean consumers. Therefore, based on the
table 2, the factor of gender has a significant relationship
at (Asym. Sig 0.016), Moreover; impulse buying seems to
be more popular among women rather than men. This is
Perhaps due to the fact that women are usually more
influenced by emotional desires rather than men. The
factor of age has a significant relationship at (Asym. Sig
0.034). In this study, young consumers (age between 2035) do more impulse buying rather than older consumers
(age between 36-50). Regarding the variable of mood,
there is a significant relationship at (Asym. Sig 0.007).
The result illustrates that the customer’s mood plays an
important role in their impulse buying behavior. So,
people with a negative mood are more likely to do
impulse buying. Moreover, the variable of shopping
enjoyment has also significant relationship at (Asym. Sig
0.048) and consumers who do shopping mostly for fun
are more likely to do impulse buying. Moreover, impulse
buying tendency is significant at (Asym. Sig 0.022).
Therefore, people with high level of impulse buying
tendency are more likely to buy impulsive rather than
those with low level of impulse buying tendency. Finally,

Nowadays, Retailers understand the significance of
impulse buying phenomenon, and attempt to attract more
customers through some incentives that get consumers to
be impulsive in stores. While impulse buying generates a
large amount of product sales every year [16], it is
important for marketers and managers to plan more
effective strategies to increase consumers’ impulsive
buying in order to make more profit. The main
contribution of this study is to enhance the understanding
of consumer impulse purchasing behaviour and to provide
insights to aid marketers and managers to make better
decisions and more successful plans in order to attract
more customers and engage them in an impulsive
behavior.
X. STUDY LIMITATIONS
Marketing studies has been always restricted by
limitations. Paying attention to these limitations will
improve the effectiveness of further studies and will
highlight the challenges in directing marketing researches.
In this study, cost and time limitations posed authors to
collect primary data from three major shopping centres in
Singapore which can restrict the generalizability of the
study. Furthermore, in body of the literature, lack of
sufficient studies regarding impulse buying behavior
among Singaporean consumers is obviously observed and
this created a limitation for authors in making
comparative inferences.
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