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Abstract 
The main purpose of this study is to explore the consumer impulse buying behaviour from a range of consumer 
and product related factors. To achieve this purpose, the study was guided by five research questions in the area 
of product physical quality, product price, product attractiveness, product origin, and purchase location. The 
study employed quantitative method. A sample of 179 respondents (consumers) that visited the Accra Shopping 
Mall was employed using convenient selection method. A self-completed 5 point Likert structured questionnaire 
survey was the data collection instrument used. The data collected were computed and analysed with reliability 
statistics, Cramer’s V statistics under a crosstabulation statistical technique test to determine the association 
between the variables involved in this study. Overall, findings indicate that, the association between consumer 
impulse buying behaviour and product physical quality, product price, product attractiveness, product origin and 
purchase location was not strong. Consequently, each of the five products related factors shows a weak 
association with consumer impulse buying behaviour. It is recommended that manufacturers and other 
stakeholders support retail shops in diverse methods to improve upon their selling techniques and new ways to 
appeal to consumers. 

Keywords: consumer behaviour, impulse buying behaviour, antecedent of impulse buying, range of consumer, 
product related factors 

1. Introduction 
In recent years, it has been observed that consumers take into considerations several factors when making 
consumption buying decisions whether planned or unplanned. In the light of this, consumers are exposed to a 
number of retail activities designed by shop owners to put up for sale, such as effective door-to-door selling, 
sales on-credit arrangement and so on. It is further observed that consumers buy products unplanned, 
consequently impulsive buying is in the ascendency nowadays. 

In a research by Cobb and Hoyer (1986), the consumer impulse buying has generated arguments among various 
disciplines and researchers in recent decades. In view of this, it is found that the study of consumer buying 
behaviour in the aspect of impulse buying came to light 40 years ago and regarded as a significant form of 
consumer consumption buying behaviour. A similar research, Rook and Fisher (1995) discovered that consumer 
consumption impulse buying behaviour is examined nearly 50 years, and a related study, Iris (2002) showed that 
consumers buying product(s) impulsively have been actually a very rare behaviour. Additionally, American 
Marketing Association (1969) stated that the consumer in-store buying behaviour has become important in 
relation to impulse purchasing behaviour. However, Rook (1987) discovered that, the American consumers’ has 
been mainly attributed to consumption impulse buying in relation to their lifestyles. In other study, Stern (1962) 
identified a number of factors influenced consumers to impulsively buy products—such as cultural, time and 
personality. Also, D’Antoni and Shenson (1973a) discovered that cultural, chronological, personal and locational 
factors usually motivate consumer impulse buying behaviour. Among study, Tauber (1972) found a number of 
reasons which encourage consumers’ consumption shopping behaviour than the main need to buy products. 
Additionally, Hoch and Loewenstein (1991) found that circumstances regarding consumers’ inconsistent mood in 
relation to a point in time impacted on impulse purchasing decisions. Other study by Klaus (1998) showed that 
consumers’ lack of self-control is found to be influenced by the consumer impulse buying behaviour in relation 
to individual decision and desires. More so, D’Antoni and Shenson (1973b) claimed that consumers attempting 
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to minimise perceived risk significantly encourages impulse buying decisions, such as given free-sample of 
product, money-back-guarantees, trail moments and so on. In spite of this, Kacen and Lee (2002) revealed that 
consumers buying impulsively represent over $40 billion on sales volume contributed to the America economy. 
That not with standing, Silvera, Lavack and Kropp (2008) found the element of compulsive buying related to 
impulse buying that engenders the consumer consumption impulse buying decision. In a study by Rook (1987) 
revealed that the consumer impulse buying behavior is associated with marketing and sales, retail innovations, 
for instance credit cards, cash machines, instant credit and 24-hour retail activities, which encourages consumers 
to buy impulsively on the products at any given point-in-time which make it much easier. 

On the whole, it is relevant to suggest that study into the product related factors on impulse buying has received 
unclear attention across various past studies in the related disciplines, particularly in the marketing field. Based 
on this, much attention is required, and this study seeks to concentrate and contribute to advanced knowledge 
about consumer impulse buying behaviour by produced empirical findings that are relevant in the marketing, as 
well as to inform manufacturers, retail practitioners, social policy, who want to enhance their understanding on 
impulsive buying behaviour. The overall purpose of this study is to explore the consumer impulse buying 
behaviour from a range of consumer and product related factors. In order to achieve the purpose of the study, the 
following research questions were formulated. 

1). What is the association between the consumer impulse buying behaviour from a range of consumer and 
product physical quality? 

2). What is the association between the consumer impulse buying behaviour from a range of consumer and 
product price? 

3). What is the association between the consumer impulse buying behaviour from a range of consumer and 
product attractiveness? 

4). What is the association between the consumer impulse buying behaviour from a range of consumer and 
product origin? 

5). What is the association between the consumer impulse buying behaviour from a range of consumer and 
purchase location? 

The next sections discuss a review of existing literature on impulse buying behaviour. This will be followed by 
the methodology of the study under evaluation and discussion of results. The final part discusses results of the 
study in relation to previous empirical findings. 

2. Literature Review 
2.1 Theoretical and Empirical Perspective of Impulse Buying Behaviour 

Basically, studying impulse buying behaviour is debated in several ways. This involves whether consumers buy 
products impulsively at all. Apart from this, issues that affect the consumer impulse buying behaviour have also 
been debated. That notwithstanding, there is a controversy surrounding impulse buying as unplanned buying. In 
spite of all this, none of these debates are able to downplay the study into consumer impulse buying behaviour. 
These debates rather have generated much interest to researchers on the subject. In the light of this, a number of 
disciplines, such as consumer research, marketing, economics, psychology and others have attempted to define 
the subject. 

A study by Lin and Lin (2005) defined the consumer impulse buying as unintended, immediate as well as 
unreflective buying circumstances. Also, Hinson et al. (2003) defined the impulse buying as a concept that 
prevents consumers from long-term buying consequences. In others research, Kacen and Lee (2002), impulsive 
consumption buying is defined as something sudden, as well as instant forceful buying behaviour. Noticeably, 
other studies by Stern (1962); Barley and Nancarrow (1998); Dittmar, Beattie and Friese (1995b); Iyer and 
Ahlawat (1987) defined the impulse buying as a decision that a buyer makes without already planned. Other 
researchers, Rook and Hoch (1985); Piron (1991) defined impulse buying behaviour purely as unplanned 
purchasing. Apart from this, Rook and Fisher (1995) defined the consumer impulsive buying behaviour as 
indicative of an immature, primitive, foolishness and lower intelligence. In a different study, Luo (2005), 
consumer impulse buying was said to be a factor within the individual capacity that encourage impulse 
purchases. Moreover, a research by Iris (2002) found that in most encounters it is not appropriate to relate certain 
purchases as impulsiveness at all. Among study, Hausman (2000), impulse buying is classified as a common 
approach that enables buyers to decide on products. In another study, Millner (2002) found that the consumers 
are hardly to shop in a rational manner. 
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Additionally, researchers, D’Antoni and Shenson (1973a); Kwon and Armstrong (2002), suggested that 
consumer impulse purchasing as being generally accepted definition as simply as unplanned buying. This is 
related to consumer purchase decision that happened in-store as such. Conversely, if the consumer has entered a 
store with already intended purchase decisions that should be looked at as planned purchase. In a nutshell, when 
a consumer purchase decision is made in-store that should be seen as unplanned or impulse buying. Again, Rook 
(1987) defined impulse buying as immediate consumers’ response towards urge to buy products. Also, another 
study by Weinberg and Gottward (1982) claimed that impulse buying behaviour being characterised by emotions 
with regard to purchase decisions. 

A research by Peck and Childers (2006) revealed that consumer impulsive buying behaviour is influenced by the 
individual and touch-related factors within the environment at the point of purchase, and other study by Zhou 
and Wong (2004) indicated that impulse buying behaviour has been associated with the in-store posters 
advertisement, in terms of promoting discount and cheaper prices for items, as well as in-store atmosphere 
influenced impulsive buying behaviour, and a similar studyshows that retail operators do attract consumers 
towards impulse buying by giving special offer to consumers, such as 2 items for 1 item’s price (Thompson, 
2008). Also, Omar and Kent (2001) indicated that the shoppers’ behaviour is affected by the impulse 
consumption buying decision. Again, Park and Lennon (2006) revealed the relations between impulse 
consumption buying behaviour and integration of television and retail arrangements, as well as TV shopping 
programmes. More so, Zhang and Shrum (2009); Luo (2005) discovered that the presence of peers is motivated 
by the consumer impulse consumption buying decisions. Apart from this, Weinberg and Gottward (1982) found 
that consumer higher emotion is found to be related to the consumer impulse buying behaviour. In addition, 
Sneath, Lacey and Kennett-Hansel (2009) examined that victim of disaster found making impulse buying 
decision. Other study by Zhang et al. (2010) identified that distance of power belief is found to be affected by the 
consumer impulsive purchasing decision. 

Again, other studies by Sharma, Sivakumarann and Marshall (2010); Hofmann, Friese and Strack (2009) 
discovered that consumer impulse buying behaviour has been associated with the stimulation tendency on the 
part of consumers seeking for a variety of items. In addition, studies by Carrie, Ambar and Kent (2002); Clifford 
(2006); Thomas and Garland (2004); Sengupta and Zhou (2007); Liao, Shen and Chu (2009); Iris (2002) claimed 
that the uses of surprise in-store promotion, such as coupons impacted on the consumer impulsive buying 
decision making. Other researches, Dittmar, Beattie and Friese (1995a); Coley and Burgess (2003) indicated that 
both gender—men and women have been associated with making impulse buying decisions, though their 
selection decision differs. Males impulsively decide on instrumental and leisure items, while females impulsively 
decide on symbolic and self-expressive products. Also, Hinson, Jameson and Whitney (2003); Wood (1998) 
indicated that consumer impulsive buying is strongly associated with the dysexecutive function, as well as 
discounting of delayed behaviour. Moreover, Iyer and Ahlawat (1987) revealed that, a combination of factors, 
such as time pressure and prior knowledge of the arrangement of store layout affect the consumer original 
shopping objectives. 

Furthermore, Baumeister (2002) stated that lack of self-control is discovered which influences impulsive 
purchasing behaviour. Apart from this, Dawson and Kim (2010); Dawson and Kim (2009); de Kervenoael, Aykac 
and Palmer (2009); Floh & Madlberger (2007) discovered that retailers selling on web-sites, as well as the rate of 
external cues on the web-sites impact on impulsive buying decisions. That notwithstanding, Park, Kim and 
Forney (2006) revealed that, the tendency of consumer desire in fashion products in line with attached emotions 
is affected by impulsive buying decision making. Also, Harmancioglu, Finney and Joseph (2009); Phau and Lo 
(2004) found that the rate at which consumers expressed desire for new product lead to the tendency of the 
impulse consumption buying decision. In other study, Tucker (2008) revealed that consumers with ego-depleted 
position are considered much simpler to make impulse buying decision. In a different dimension, Vohs and Faber 
(2007) disclosed that consumers with much resource encouraged by spending more money in relation to 
unanticipated buying encounter. 

More so, Beatty and Ferrell (1998) discovered that time available, money available, individual differences, as 
well as borrowing circumstances by affected by consumer impulse buying decision. Also, a study by Kwon and 
Armstrong (2002) indicated that consumer impulse buying behaviour has been engendered by the identity of 
products. In addition, Mattila and Wirtz (2008) found that the higher tendency of stimulation is affected by 
consumer consumption impulse buying. In a different dimension, Silvera et al. (2008) argued that cognitive 
aspect related to consumer’s failure to plan, as well as consumer’s feeling of excitement is affected by consumer 
impulse buying behaviour. Among study, Minjeong and Johnson (2009) concluded that both apparel return 
products and return policies significantly affect consumers’ impulse buying decision. Among researchers, Mead, 
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Vohs and Baumeister (2007) showed that the consumer social exclusion mood impact on impulse buying 
decision. Again, Stilly, Inman and Wakefield (2010) identified that the in-store circumstance is affected by the 
consumers’ desire to deviate from their planned buying arrangement and a related studies, Standford (2010); 
Skallerud, Korneliussen and Olsen (2009) found that the convenience of stores are contributed to the consumer 
impulse buying. Other study by Watkins (1984) showed that more of the consumer routinised buying behaviour 
arrangements make up pre-planning. Also, Chatzidakis, Smith and Hibbert (2009) indicated that the consumer 
impulse buying behaviour is influenced by the theory of neutralisation. In other study, Anon (1996), consumer 
genetics has been discovered to relate to consumer impulse buying behaviour. 

In addition, John (1951) discovered that both food and cosmetic items are likely to be purchased impulsively by 
consumers. In other research, Youn and Faber (2000) discussed that the environmental / sensory impacted on 
consumer impulse buying tendencies. Also, Davis and Sajtos (2009) found that, the consumer consumption 
buying with the use of mobile short-message-sending services, have an effect on impulse consumption buying 
tendency. Moreover, Jones et al. (2003) revealed that, the consumer involvement makes crucial impact in terms 
of buying a particular product category impulsively. More so, National Petroleum News (2007) indicated that 
consumer in-store self-checkout moment have an effect on impulse purchases decision, and a studies Clover 
(1950); Park et al. (1989) found that the two elements: (1) store knowledge, and (2) time available impact on 
consumer shopping behaviour impulsively. 

Accordingly, Bellenger, Robertson and Hirschman (1978); Stern (1962) categorised unplanned buying into four 
groups: Firstly, pure impulse buying; this is a situation where a consumer sees the product and immediately buys 
it. Secondly, reminder impulse buying; this is a situation where a buyer sees the product and only memorizes 
what form around buying decision, such as previous personal knowledge. Thirdly, suggestion impulse buying; 
this is a situation where a buyer sees the item for the first time; reflect on it and informed purchase decision. 
Finally, planned impulse buying; this is whereby a buyer enters a shop with a number of already precise buying 
in mind, but with other alternative purchases upon the in-store atmosphere. Among study, Stern (1962) argued 
that impulse buying represents a significant aspect of consumer buying behaviour and marketers needs to be 
anticipated likely changes in the market for such products. Other researchers, Bellenger et al. (1978) showed that 
it is impossible to isolate and label some products as impulse products. This is because consumer buying 
behaviour motivation varies, such as financial strength, product information level, environmental conditions and 
time constraints. Furthermore, Maclnnis and Patrick (2006) research has attributed consumer impulse buying 
behaviour to factors such as lack of awareness and concrete relationship. In a study by Bayley and Nancarrow 
(1998) showed that impulse buying behaviour has been associated to a number of characteristics; such as 
overwhelming feeling, intense feeling and other factors, and similar study by Millner (2002) discovered that 
impulse buying is attributed to conditional purchases. 

Furthermore, Rook and Fisher (1995) stated that, impulse buying behaviour should be seen as positively a 
sanctioned behaviour, for instance a buyer making quick decision to buy item for a sick person. Other study by 
Kollat and Willet (1967) concluded that consumers’ consumption impulse buying has been attributed most 
frequently to food purchasing decisions. Among study, Kollat and Willet (1969) identified some products as 
impulse items, because such products are commonly purchase impulsively, and unplanned purchasing is not 
confined to any specific product or retail shop. Other researchers, Dittmar et al. (1995b) identified that two set of 
preferences can be related to impulsive buying consumption behaviour; (1) myopic set, which considered 
pushing buyers towards purchases (2) far-sighted set, which consider remembering buyers that a bill must be 
settled. But interestingly, neither myopic set nor far-sighted set could be concluded that it is more related to 
consumer impulse buying. Similarly, the study discovered two psychological approaches of the impulsive buying 
behaviour; Firstly, cognitive approach; it has been considered to be a major factor of impulse control in general. 
Secondly, clinical approach; clinical approach has been related to addictive impulse buying behaviour (Dittmar 
et al., 1995b). 

2.2 Antecedent of Impulse Buying Behaviour 

The literature review has shown the significance attached to impulse buying behaviour by a number of 
researchers. Providing this, the study explained the importance of product related attributes toward impulsive 
buying behaviour; 

2.2.1 Product Physical Quality 

According to Bental and Spiegel (1995), quality is seen as physical attributes that is embodied in each unit of 
product by the consumers. In addition, Grewal (1995) found that product physical quality has been considered as 
crucial in determining the achievement of a product. In a nutshell, physical qualities affect the sales of products. 
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Again, Sparks and Legault (1993) explained that physical quality present a sum total of satisfaction to consumers, 
as well as provide a link to both manufacturers and consumers. It has been further study indicates that product 
physical quality has been essentially evaluated and assessed by the consumers. 

2.2.2 Product Price 

Accordingly, Rosen (2008) disclosed that consumption buying behaviour is usually centred on consumer to 
consider the less expensive or cheap items. Also, Lichtenstein, Ridway and Netemeyer (1993) concluded that 
product price represents most market place cues. It does represent all consumers engaged in given purchase 
transaction. Again, Buckline, Gupta and Siddarth (1998) found that combination of product price and 
promotional activities usually impact on the consumer’s buying decision. More so, Product price is commonly 
considered as important determinant of the consumer store choice decision (Bell & Lattin, 1998). Many 
consumers have been more sensitive to product price towards buying decisions (McCarville, 1996). 

2.2.3 Product Attractiveness 

De Angelis and Carpenter (2010) revealed that consumers make important calculations with regards to weighing 
benefits and costs associated with product features when making choice decisions. Also, Debby and Nelson 
(2006) identified that, the characteristics of product such as attractiveness of colour, normative colour, as well as 
colour preferences has been significantly associated with the consumer’s buying decision making. Additionally, 
product attractiveness plays a significant effect on gender buying decision making. The physical attractiveness 
can highly impact on consumer decision making (WordiQ.com, 2010). 

2.2.4 Product Origin 

According to Piron (2000), product origin constitutes strong effect on products towards consumer consumption 
buying decision making. Also, Khan and Bamber (2008) concluded that product origin has been considered as an 
important factor in presenting information to consumer purchase decisions, and a related study shows that 
consumers give much attention to product origin in their selection with respect to buying decision making 
process (McCutcheon, Bruwer, & Li, 2009). Again, Johnson (2005), product origin influenced consumers’ 
decision on products towards consumption buying event. 

2.2.5 Purchase Location 

Charkchian and Daneshpour (2009) discovered purchase location as varying physical, social and meaning 
characteristics that shows where consumers make buying decisions towards products. The physical location 
represents the retail stores, such as small retail stores, departmental stores, and large super market shops (Ohio 
Revised, 1961). Physical factor influences where consumers make choice of buying product. As a result, 
consumers take into considerations transport cost, as well as environmental location when making buying 
decision (Eufic Review, 04/2005). 

3. Methodology 
3.1 Data Collection and Analyses 

The researchers initially samples the number of small retail stores, departmental stores, super market shops, and 
shopping malls in the City of Accra, and selected Accra Shopping Mall (Shop Rite) which consists of almost 
every shop. Accordingly, the researchers selected 200 population for this study both male and female who was 
between ages of 18-46+ that visit the Mall and literate. The literate respondents were considered; this is simply 
because this type of category of population ease the administration of survey questionnaire since it was 
self-administered and designed in English Language only. In this regard, the researchers distribute 200 survey 
questionnaires; whilst 179 questionnaires were retrieved. The study employed convenience sampling method 
(non-probability sampling method). All distribution and collection work were carried out by the researchers 
(Malhotra & Birks, 2003, pp. 358-360). In order to ease the distribution and collection of a survey questionnaire, 
and since respondents only come to the Mall to shop and leave. Again, the researchers were been guided that all 
questionnaires distributed were completed at the point of taken and hand-in; that is focus mainly on respondents 
that shows commitment, as well as interest to help. Hence, distribution and collection mainly carried out as a 
result of visit premises of the Mall, typically, the two main entrance of the Mall, as well as visit the car park of 
the Mall, and sometimes visited places like different restaurants & bars inside the Mall. The researchers did not 
make any attempt to interrupt anyone at the point of purchase or searching for an items (to buy); as it would have 
been considered as the invade of privacy or against research ethics (Malhotra & Birks, 2003, pp. 24, 416). On the 
whole, the study lasted for 23 days—for distribution and collection of survey instruments. There were “NO” 
form of attempt by the researchers to persuade or offer incentives to any respondents. Additionally, there were 
“NO” form of chase non-respondents. The respondents’ contribution to this study was done through free will. 
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Hence, the respondents’ contribution to this research was appreciated through thanks given (Malhotra & Birks, 
2003, p. 416). 

Significantly, the researchers employed the used of the structured designed survey questionnaire, in order to 
obtain information of the consumers experience with regard to the impulse buying. The researchers conducted 
pilot study; this is simply because the researchers’ aim is to produce data that is valid, reliable and unbiased 
(Collins, 2003). The questionnaires consists of closed ended questions; make up fixed response answers to be 
selected, and some, other space specified for the respondent(s) to factor any alternative answer(s) of their own 
choice (Malhotra & Birks, 2003, p. 224). The survey questionnaire were in three main Parts-Part: A, B and C. 
Part A of the questionnaire contained information on the demographic of the respondents; Gender, Age and 
Education Level; Part B was related to consumer impulse buying behaviour; whether respondents buy products 
unplanned, in a typical month how many times they buy products unplanned, product they buy unplanned most, 
how they tend to change the way they buy products unplanned. Part C of the questionnaire used 5-point interval 
Likert rating measurement scale where 1= Strongly Agree; 2= Agree; 3= Neutral; 4= Disagree; 5= Strongly 
Disagree. Overall, the three parts of the questionnaire designed adopted from Malhotra and Birks (2003, pp. 
224-225; 358-360); Walonick (1993). 

The data collected were entered for analysis and evaluation with the use of Statistical Package for Social 
Sciences (SPSS), Version 17. The main analysis for this study is based on measuring the association between the 
consumer impulse buying behaviour from a range of consumer and product physical quality, product price, 
product attractiveness, product origin, and purchase location. Significantly, based on the data collected, the 
researchers (clearly) uses nominal scale measurement, which allows each or individual variable to be categorised 
(categorical data) into specific clusters or groups (Malhotra & Birks, 2003, p. 294). As a result, a crosstabulation 
statistical technique is employed. This is simply because crosstabulation frequencies constitute fundamental 
technique that allow to measure association between two categorical variables. Noticeably, the measures 
displayed totals count of row and column (including computation percentages) of frequencies on the two 
variables of each of the five research questions set. Apart from this, it is important to mention that 
crosstabulation frequencies alone could not produce sufficient results (but produce analysis that set pace for 
deeper analysis). The crosstabulation frequencies gives blend of the respondents responses of the variables 
measured. In this case, the researchers did not make attempt to discuss details crosstabulation frequencies results 
in relations to measure of the association between two variables (Malhotra & Birks, 2003, pp. 457-458, 463). 
However, since there are a number of statistics available in the crosstabulation procedure—that is, for 2 x 2 
tables (two rows and two columns), the most commonly used is the phi coefficient, which is a correlation 
coefficient and can range from 0 to 1 (Malhotra & Birks, 2003, p. 466). In the light of this, for tables larger than 
2 x 2 (two rows and two columns), such as this (current) study analysis, the value to report is Cramer’s V, which 
takes into account the degrees of freedom in measuring the association. The range of values used for assessing 
the strength of association is 0-1, when the values 0-means no association, 0.1-0.2 weak association, 0.3-0.5 
fairly strong association, 0.6-0.7 strong association, 0.8-0.9 very strong association and, 1-perfect association 
(Malhotra & Birks, 2003, p. 466; Pallant, 2007, p. 283). 

4. Research Findings 
Table 1 shows the total number of 179 respondents, 111 respondents (62.0%) were males, whereas 68 
respondents (38.0%) were females. The age of respondents; 34 respondents (19.0%) were between the ages of 
18-24. 99 respondents (55.3%) they fell between the ages of 25-34; with 41 respondents (22.9%) were found to 
be between 35-45, and the ages of 46+, 5 respondents (2.8%). With the education level of respondents; 6 
respondents (3.4%) make up those with secondary education level, 16 respondents (8.9%) make up those with 
college education level (i.e. those with non-tertiary level/qualification, such as teacher training college, nursing 
training college, and so on), 134 respondents (74.9%) make up those with tertiary education level (i.e., those 
with polytechnic and university 1st degree level/qualification), 12 respondents (6.7%) make up those with higher 
education level (i.e., those with masters’ and doctorate level/qualification) and 11 respondents (6.1%) specified 
other of education level. 
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Table 1. Demographic profile of respondents 

Demographic Frequency Percentage 

Gender   
Male 111 62% 
Female 68 38% 

Age   
18-24 34 19.0% 
25-34 99 55.3% 
35-45 41 22.9% 
46+ 5 2.8% 

Education Level   
Secondary 6 3.4% 
College 16 8.9% 
Tertiary 134 74.9% 
Higher 12 6.7% 
Other 11 6.1% 

 

Table 2 presents the analysis of the consumer impulse buying behaviour. Out of the 179 respondents, 60 
respondents (33.5%) make up in a typical month 1 to 2 times of those that buy products unplanned, 56 
respondents (31.3%) make up in a typical month 2 to 3 times of those that buy products unplanned, 22 
respondents (12.3%) make up in a typical month 3 to 4 times of those that buy products unplanned, and 41 
respondents (22.9%) make up in a typical month more than 5 times of those that buy products unplanned. Also, 
the product purchased unplanned, 72 respondents (40.2%) represent those that buy clothes, 19 respondents 
(10.6%) represent those that buy soft drink, 2 respondents (1.1%) represent those that buy alcoholic drink, 24 
respondents (13.4%) represent those that buy cosmetic items, 10 respondents (5.6%) represent those that buy 
shoes, 49 respondents (27.4%) represent those that buy food items, 3 respondents (1.7%) represent those that buy 
other items. 

 

Table 2. Consumer impulse buying behavior 

Consumer Impulse Buying Behaviour Frequency Percentage 

Times Consumer Buy Product Impulsively 
1 to 2 times 60 33.5% 
2 to 3 times 56 31.3% 
3 to 4 times 22 12.3% 
More than 5 times 41 22.9% 

Product Buy Unplanned Most   
Clothes 72 40.2% 
Soft drink 19 10.6% 
Alcoholic drink 2 1.1% 
Cosmetic items 24 13.4% 
Shoes 10 5.6% 
Food items 49 27.4% 
Other 3 1.7% 

 
4.1 Association Analysis 

Measure of association between the consumer impulse buying behaviour from a range of consumer and product 
related factors 

 

Table 3. Measures of association 

  Value Approx. Sig. 

Nominal by Nominal Phi .252 .180 

Cramer’s V .178 .180 

N of Valid Cases 179  
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Table 3 depicts Cramer’s V statistics used to measure the association between the consumer impulse buying 
behaviour from a range of consumer and product physical quality. From table 3, it can be noted that about0.178 
Cramer’s V indicates weak association between the consumer impulse buying behaviour from a range of 
consumer and product physical quality. 

 

Table 4. Measures of association 

  Value Approx. Sig. 

Nominal by Nominal Phi .267 .199 

Cramer's V .189 .199 

N of Valid Cases 179  

 

Table 4 shows Cramer’s V statistics used to measure the association between the consumer impulse buying 
behaviour from a range of consumer and product price. It can be observed from table 4 that about 0.189 
Cramer’s V shows weak association between the consumer impulse buying behaviour from a range of consumer 
and product price. 

 

Table 5. Measures of association 

  Value Approx. Sig. 

Nominal by Nominal Phi .272 .104 

Cramer's V .192 .104 

N of Valid Cases 179  

 

Table 5 shows Cramer’s V statistics used to measure the association between the consumer impulse buying 
behaviour from a range of consumer and product attractiveness. From table 5, it can be seen that there is about 
0.192 weak association between the consumer impulse buying behaviour from a range of consumer and product 
attractiveness. 

 

Table 6. Measures of association 

  Value Approx. Sig. 

Nominal by Nominal Phi .283 .074 

Cramer's V .200 .074 

N of Valid Cases 179  

 

Table 6 shows Cramer’s V statistics used to measure the association between the consumer impulse buying 
behaviour from a range of consumer and product origin. From table 6, it indicates that there is very weak 
association of about 0.200 between the consumer impulse buying behaviour from a range of consumer and 
product origin. 

 

Table 7. Measures of association 

  Value Approx. Sig. 

Nominal by Nominal Phi .345 .006 

Cramer's V .244 .006 

N of Valid Cases 179  

 

Table 7 shows Cramer’s V statistics used to measure the association between the consumer impulse buying 
behaviour from a range of consumer and purchase location. From table 7, it indicates that there is very weak 
association of about 0.244 between the consumer impulse buying behaviour from a range of consumer and 
purchase location. 
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4.2 Discussion of Research Findings 

The findings, times consumers buy products support the view that the consumer impulse buying behaviour has 
actually been a very rare behaviour, and its represent a significant form of consumption buying behaviour (see 
Cobb & Hoyer, 1986; Iris, 2002). Additionally, the findings support the assertion that impulse buyer represents a 
significant aspect of consumer consumption buying behaviour and needs to be anticipated likely changes in the 
market for such products (see Stern, 1962). However, the findings are not consistent with the view that the 
American consumers’ are mainly attributed to consumption impulse buying in relations to their lifestyles (see 
Rook, 1987). 

Also, the findings revealed that when it comes to unplanned buying of product which is consistent with the 
findings of study (see Kollat & Willet, 1969). It is further revealed that consumer involvement makes a crucial 
impact in terms of buying a particular product category impulsively (see Jones et al., 2003). Furthermore, these 
findings support the assertion that it is impossible to isolate and label some products as impulse products. This is 
because consumer buying behaviour, motivation variables, such as financial strength, product information level, 
environmental conditions and time constraints (see Bellenger et al., 1978). However, the findings are not 
consistent with the assertion that both food and cosmetic items are likely to be purchased impulsively by the 
consumers (see John, 1951). Also, the findings do not support the assertion that the consumers’ consumption 
impulse buying is attributed most frequently to the food purchasing decision (see Kollat & Willet, 1967). 

The findings of this study shows that when it comes to consumer impulse buying behaviour, product physical 
quality which has weak association and some extent is consistent with the findings of work (see Bental & 
Spiegel, 1995; Grewal, 1995; Sparks & Legault, 1993; Swartz & Brown, 1989). Another findings in this study 
discovered that when it comes to impulse buying behaviour, product price has weak association, to some extent 
is consistent with the findings of study (see Rosen, 2008; Lichtenstein et al., 1993; Buckline et al., 1998; Bell & 
Lattin, 1998; McCarv2ille, 1996). Furthermore, the finding revealed that when it comes to impulse buying 
behaviour, product attractiveness has similar weak association, to some level is in line with the findings of work 
(see De Angelis & Carpenter, 2010; Debby & Nelson, 2006; WordiQ.com, 2010). In addition, the finding 
revealed that when it comes to impulse buying behaviour, product origin has weak association and it has some 
aspect of consistent with the findings of study (see Piron, 2000; Khan & Bamber, 2008; McCutcheon et al. 2009; 
Johnson, 2005). Finally, the finding in this study revealed that when it comes to impulse buying behaviour, 
purchase location has weak association and some extent is consistent with the findings of work (see Charkchain 
& Daneshpour, 2009; Ohio Revised (1961); Eufic Review, 04/2005). 

5. Conclusion 
Overall, finding results show that, the association between consumer impulse buying behaviour and product 
physical quality, product price, product attractiveness, product origin and purchase location was not strong. 
Consequently, the detailed analyses showed by each of the (five) research questions indicated that; the 
association between the consumer impulse buying behaviour from a range of consumer and product physical 
quality was found weak. In the same vein, the association between the consumer impulse buying behaviour from 
a range of consumer and product price was found weak and the association between the consumer impulse 
buying behaviour from a range of consumer and product attractiveness was also found weak. In addition, the 
association between the consumer impulse buying behaviour from a range of consumer and product origin was 
found very weak. It has further noted also that the association between the consumer impulse buying behaviour 
from a range of consumer and purchase location was found very weak. Despite the results which have shown the 
weak association, to some extent there is association between the consumer impulsive buying behaviour and 
product related factors. 
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