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Abstract

The objective of this study was to obtain evidence of validity of an instrument to measure the tendency to buy impulsively. A
version adapted to Brazil of a Buying Impulsiveness Scale was applied to 1296 Brazilians from all states of the federation, with a
mean age of 35.8 years (§D = 12.8). The results indicated a scale with one-factor structure, just like the original instrument, with
an adequate index of internal consistency. Positive correlations were found between impulse buying tendency, normative social
influence, and traits of impulsiveness of the consumer. The instrument was also able to differentiate people who make shopping
lists from those who do not do them, and people who prefer to go shopping alone from those who prefer to buy accompanied
by someone else. The evidences found in the study provide support to the use of the instrument for the Brazilian context.
Keywords: consumer behavior; impulsiveness; validity of the test; self-assessment scales

Evidéncias de Validade da Escala de Compra por Impulso para o Contexto Brasileiro

Resumo

O objetivo deste estudo foi buscar evidéncias de validade de um instrumento para aferir a tendéncia de comprar impulsivamente.
Aplicou-se uma versao adaptada para o Brasil de uma escala de compra por impulso em 1.296 brasileiros de todos os estados da
federacio, média de idade de 35,8 anos (DP = 12,8). Os resultados indicaram uma escala com estrutura unifatorial, tal como o
instrumento original, com adequado indice de consisténcia interna. Foram encontradas correlagSes positivas entre a tendéncia
de comprar por impulso, a influéncia social normativa e tracos de impulsividade do consumidor. O instrumento também foi
capaz de diferenciar pessoas que fazem lista de compras das que nao fazem e pessoas que preferem ir as compras sozinhas das
que preferem comprar acompanhadas. As evidéncias encontradas suportam o uso do instrumento para o contexto brasileiro.
Palavras-chave: comportamento do consumidor, impulsividade, validade do teste, escalas de autoavaliagio

Evidencias de Validez de Escala de Compras por Impulso en el Contexto Brasilefio

Resumen

El objetivo de este estudio fue buscar evidencias de validez de un instrumento para medir la tendencia de comprar impulsiva-
mente. Se aplic6 una versién adaptada para Brasil de una escala de compra por impulso en 1296 brasilefios de todos los estados
del pafs, con promedio de edad de 35,8 afios (DP = 12,8). Los resultados indicaron una escala con estructura unifactorial, tal
como el instrumento original, con adecuado indice de consistencia interna. Se encontraron correlaciones positiva entre tenden-
cia de comprar por impulso, influencia social normativa y rasgos de impulsividad del consumidor. El instrumento también fue
capaz de diferenciar personas que hacen lista de compras de las que no hacen, y personas que prefieren ir de compras solas de
las que prefieren ir acompafiadas. Las evidencias encontradas apoyan el uso del instrumento en el contexto brasilefio.

Palabras clave: comportamiento del consumidor; impulsividad; validez del test; escala de autoevaluacion

When someone is about to buy something, sev-
eral psychological processes are unleashed. One of the
behaviors that can be observed as resulting from these
processes is impulse buying (Sant’anna, 1989). Pur-
chases that respond to an impulse are more frequent
than the pre-calculated ones and go beyond what is
considered as unplanned buying (Farina, Perez, & Bas-
tos, 2000; Podoshen & Andrzejewski, 2012). Unplanned
purchases happen when the consumer only acquires
something in an unpremeditated way, responding to
a feeling of urgency (Lopes, 2002). Impulse buying
can be defined as a sudden will along with an intense
emotional desire to buy immediately (Arnould, Price,
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& Zinkhan, 2004; Amos, Holmes, & Keneson, 2014).
According to Rook and Hoch (1985), impulse buying
presents key elements that define it, namely, the spon-
taneous need to act; a feeling of unbalanced emotional
state; reduced ability to perform cognitive assessments;
occurrence of psychological conflict; and consumption
without evaluation of consequences.

In the definitions of impulse buying there is a
tendency in the authors to emphasize the spontane-
ity, the inconsequence and the emotional state of the
individuals at the moment of purchase (e.g, Arnould
et al., 2004; Lins & Pereira, 2011; Youn & Faber, 2000).
For Rook and Fisher (1995), impulsive buying behavior
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is characterized by the “consumer’s tendency to buy
spontaneously, unreflectively, immediately, prompted
by physical proximity to a desired product, dominated
by emotional attraction to it, and absorbed by the
promise of immediate gratification” (p. 3006). This defi-
nition was adopted by the authors in constructing an
instrument to measure impulse buying behaviors. In
this study, we seck to find evidence of validity for the
Buying Impulsiveness Scale of Rook and Fisher (1995),
based on the definition adopted by them.

The Buying Impulsiveness Scale proposed by
Rook and Fisher (1995) can be considered one of the
first consistent proposals to measure impulse buying,
The authors elaborated it with the objective of inves-
tigating the relationship between impulsiveness in
purchases and the consumer’s buying behavior. Par-
ticipants in their study, in which the instrument was
created, were exposed to a hypothetical situation in
which they had to choose one of five response options
characterized by different levels of impulse buying. The
relationship between the impulsive buying trait and
impulsive behavior was moderated by normative evalu-
ations; consequently, one of the constructs with which
impulse buying was related was social influence.

When Rook and Fisher (1995) developed the scale
to measure the degree of impulse buying of individu-
als, they related this aspect to the perception of social
adequacy of the buying behavior. The individual’s
belief that his buying behavior is socially adequate and
acceptable was called normative influence. The con-
sumer’s behavior can, according to socially desirable
parameters, leverage or inhibit the expectation of buy-
ing, motivating impulsivity in the purchase (LLuo, 2005).
The scale of Rook and Fisher (1995) attempts to assess
buying impulsiveness on the basis of normative influ-
ences and also through a conative assessment, which is
characterized by the promptness and reactivity of the
individual to the purchase, indicating a predisposition
to the consumer’s action.

The buying process can also be understood as a
typically social phenomenon and understood as a form
of integration with the environment, assuming that the
individual is directly influenced by the people who are
part of his group (Gardarsdoéttir & Dittmar, 2012). For
example, the mere presence of other people in a pur-
chasing situation can influence the ultimate behavior
of the consumer (Luo, 2005; Masouleh, Pazhang, &
Moradi, 2012).

Some studies present the relationship of impul-
sive buying with social influence, and social and

personal norms (Mangleburg, Doney, & Bristol, 2004;
Taute & McQuitty, 2004). Rook and Fisher (1995)
found that negative normative evaluations mute
impulse buying tendencies, that is, if the individual
understands that their impulse to buy is in dissonance
with the expectations of others, he will tend to submit
and act according to the norm, increasing the likeli-
hood that the purchase will not be materialized. The
whole environmental context can influence the buy-
ing behavior and the presence of other people in a
situation of consumption tends to have an important
impact in the decision to make the purchase. When
people think that impulse buying behavior is socially
acceptable and increases their visibility or influence,
this affects their behavior and they tend to act under
impulsive tendencies (Kacen & Lee, 2002).

There are still other instruments to measure impul-
siveness in the field of consumption (e.g., Puri, 1996;
Verplanken & Herabadi, 2001; Weun, Jones, & Beatty,
1998; Youn & Faber, 2000). They include the Inpulsive
Buying Tendency Scale by Verplanken and Herabadi (2001)
and Consumer Impulsiveness Scale (CIS) by Puri (1996).

Verplanken and Herabadi (2001) developed a
general measure of impulsive buying tendency includ-
ing cognitive aspects and lack of planning as well as
affective aspects and emotional responses after impulse
buying behavior. On the other hand, the instrument
developed by Puri (19906) offers adjectives aimed at
measuring consumer impulsiveness, addressing the
situational importance of the costs and benefits of the
purchase, and individual values in relation to impulsive-
ness. In the study by Puri (1996), which generated the
Consumer Impulsiveness Scale, the objective was to measure
people’s chronic values towards impulsiveness. This
was the starting point of the creation of one of the
first initiatives to evaluate affective (linked to hedonic
pleasure) and cognitive (linked to self-control and pru-
dence) components in the specific impulsiveness of the
act of consumption.

Although there have been different attempts to
conceptualize and measure impulse buying behavior,
there is still a considerable gap with respect to impulse
buying measures that present adequate evidence of
validity for the Brazilian context. An adequate instru-
ment for the Brazilian context is especially necessary
in view of the large number of consumers who
believe to be impulsive buyers, according to research
carried out by the Credit Protection Service (SPC) and
the National Confederation of Shopkeepers (CNDL)
(SPC Brasil, 2015a).
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In May 2015, the SPC Brazil survey (2015) found
that 43% of supermarket purchases had been made
on impulse. According to data from the same enti-
ties, the intensity and frequency can change according
to several variables, but the habit is common to all
Brazilians (SPC Brasil, 2015b) which shows that
impulse buying is a reality of Brazilian consumers that
deserves be psychologically studied. Considering that
impulse buying is a behavior exercised by a large part
of the Brazilian population, and that it is known that
increasing the frequency of such behavior can lead
to compulsive buying (Vohs & Faber, 2007), secking
validity evidences of an instrument to measure this
behavior becomes paramount.

Thus, this study was designed to find validity evi-
dences, based on the internal structure and relations
with other variables, for the Rook and Fishet’s Buying
Impulsiveness Scale (1995) in the Brazilian context.
This scale has been used in different contexts (e.g., in
Argentina - Revilla et al., 2013; in Turkey - Shehzadi
et al., 2016; in the United States - Sun et al., 2004; in
Hong Kong - Thompson & Prendergast, 2015). The
versions already translated to other languages have
corroborated the instrument’s one-factor structure
and presented adequate indices of internal consis-
tency (e.g., Revilla et al., 2013; Shehzadi et al., 2010).
Considering the importance of this scale in the inter-
national context, it is believed that its use in Brazil
would facilitate the exchange of information on the
theme and comparisons between countries. Moreover,
a scale that is tailored for the Brazilian context may
foster research to understand the phenomenon itself
and its relationships with other variables. Although
the instrument of Rook and Fisher (1995) has
already been translated and used in Brazil by Santini
and Espartel (2008), no evidence of validity for the
national context has yet been presented.

Method

Participants

A total of 1,296 Brazilians with a mean age of
35.8 years (§D = 12.8) participated in this study, of
which 74% were women. The sample had people from
all states of the country, with 52.85% of respondents
from the Southeast region; 17.82% from the Northeast;
17.36% from the South; 8.72% from the Central-west;
and 3.2% from the North. As for schooling, 3.1% had
primary education, 9.6% high school, 45.5% higher
education, and 41.7% post-graduation. Of the total

Psico-UST; Braganca Panlista, v. 25, n. 1, p. 15-25, jan./mar. 2020

Aguino, S. D. & cols.  Buying Impulsiveness Scale 17

number of participants, 46.3% reported monthly
income of up to R$§ 3,000.00; 21.7% between R$
3,001.00 and R$ 5,000.00; and 32.0% over R$ 5,000.00.

Instruments

An online questionnaire was made available
at an Internet address. The questionnaire contained
questions about sociodemographic aspects (gender,
age, schooling, marital status, monthly income) and
questions about purchasing habits, such as how many
credit cards the person had and how often they were
used; if the person prefers to buy alone or accompa-
nied; and if the person usually make shopping lists.
Besides these questions, the questionnaire contained
the following instruments:

Buying Impulsiveness Scale (Rook & Fisher,
1995; translated by Santini & Espartel, 2008). The ver-
sion translated into Portuguese by Santini and Espartel
(2008) of the instrument of Rook and Fisher (1995)
was used. In the present study, evidences of validity
and reliability indicators of the Brazilian version of
the instrument ate presented. The scale proposes to
measure a single factor regarding impulse buying ten-
dency. The instrument contains nine items in the form
of affirmative sentences. Thus, the participants can
respond about the extent to which they agree with each
statement on a seven-point scale. The higher the score,
the higher is the impulse buying level. In the original
version of Rook and Fisher (1995), the instrument had
an alpha coefficient of .88.

Scale of consumer susceptibility to inter-
personal influence (Bearden, Netemeyer, & Teel,
1989; adapted for Portuguese by Amaral, Aquino,
Souza, Diogo, & Lins, 2017). This scale is intended
to measure a person’s tendency to be susceptible to
the influence of other people on buying activities.
The instrument has 12 items and two factors: Nor-
mative (nine items) and Informational (three items).
The Normative factor refers to a person’s tendency
to buy based on the expectations of others, and the
Informational factor refers to the tendency for indi-
viduals to obtain information from others in order to
carry out their purchases. The items are presented in
affirmative sentences for participants to inform the
extent to which they agree with each statement on a
seven-point scale. The higher the scores, the greater is
the tendency to change their buying choices because
of social pressures. In the study by Amaral et al., the
alpha coefficient for the Normative dimension was
.87, and for the Informational dimension was .70.
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Consumer impulsiveness scale (CIS) (Puri,
1996; translated by Santini, 2013). This instrument
proposes to measure consumer impulsiveness traits.
The CIS consists of 12 adjectives followed by a seven-
point scale for respondents to indicate how closely each
adjective listed properly describes them. The scale has
two factors: Prudence (seven items), with items cov-
ering planning and deliberation characteristics, for
example; and Hedonic (five items), with items evaluat-
ing pleasure in impulse buying, such as impulsiveness
and lack of control, for example. The higher the scores
on the Prudence factor, the greater is the control over
impulsiveness in purchases; the higher the scores on the
Hedonic factor, the less is the control over impulsive-
ness and the greater the pleasure to buy. In the present
study, the alpha coefficient for the Hedonic factor was
.63, and for the Prudence factor was .70.

Iowa-Netherlands Comparison Orientation
scale (INCOM) (Gibbons & Buunk, 1999; adapted for
Portuguese by Lins, Campos, Leite, Carvalho, Cardoso,
& Natividade, 2016). This scale proposes to measure
the individual differences in orientation for social com-
parison through two factors: Abilities and Opinions.
The Abilities factor has six items and consists in the
comparison of skills and abilities; the Opinion factor
has five items and consists in the comparison of feel-
ings and thoughts. The INCOM consists of 11 items in
the form of sentences that the participants can inform
the extent to which they agree with each of them, on
a seven-point scale. The higher the scores, the greater
is the tendency to social comparison. In the study by
Lins et al., (2010), the following alpha coefficients were
found: Abilities, alpha coefficient of .89; Opinions,
alpha coefficient of .82.

Procedures

Participants were recruited by emails and invita-
tions on social networks. The invitations explained the
research and provided the link to access the question-
naire, which went online for twelve months, between
April 2014 and April 2015. The time to complete the
questionnaire was approximately 45 minutes. Free and
Informed Consent Form was presented on the first
page of the questionnaire, complying with all directives
and norms regulating research involving human beings
in Brazil. The form was arranged so as to not allow for
missing answers in the items, and there was, therefore,
no need to perform transformations of missing cases.
Only the questions relevant to the present study were
described in this section. The project was approved by

the Human Research Ethics Committee of the Pontifi-
cal Catholic University of Rio de Janeiro under protocol
number 2014-06.

Results

In order to obtain evidence of validity based on
the instrument’s structure, a confirmatory factorial
analysis was performed, since the original instrument
proved to have a one-factor structure. A covariance
matrix was used as basis for calculation of parameters,
and the Maximum Likelibood algorithm was chosen,
and a one-factor model was specified. The AMOS 16
software was used in this analysis and the following rec-
ommended fitness indices were evaluated (see Byrne,
2009): ratio between chi-square and degrees of free-
dom; Goodnessof-Fit Index (GFY); Adjusted Goodness-of-Fit
Index: (AGFI); Normed Fit Index: (NFY); Tucker-Lewis Index
(TLL); Comparative Fit Index (CFL); Root Mean Square
Error of Aproximation RMSEA); Consistent Afkaike Infor-
mation Criterion (CAIC). Results can be seen in Table 1.

The goodness-of-fit indices suggested the speci-
fication of models with correlated item errors. Better
fitted indices were observed in the model in which the
errors of two pairs of items were correlated. Although
the data presented a better fit in the model with the
correlated errors, the goodness-of-fit indices with-
out correlated errors were already reasonable (see Ho,
2014). In addition, the instrument presented alpha coef-
ficient (Cronbach, 1951) and total omega coefficient
(McDonald, 1999) of .88, thus showing a satisfactory
internal consistency index (see Nunnally, 1978).

Although the Maximum Likelibood method may
prove adequate in conditions of absence of multivari-
ate normality (Chou, Bentler, & Satorra, 1991), factorial
analyses were also performed with a robust method
(Satorra & Bentler, 1994). For this, the R softwate
(Venables, Smith, & R Core Team, 2018) and the Latent
Variable Analysis (Lavaan) statistical package (Rossel,
2012) were used. The results found with the robust
method were similar to the one previously found. For
example, x> (25, N = 1296) = 139.9; p < .001; /g =
5,60; TLI = .96; CFI = .97 and RMSEA = .060.

Correlations between impulse buying, consumer
impulsiveness traits, social influence, income and age
were tested in the search for evidence of validity based
on relationships with other variables. Table 2 shows the
Pearson correlation coefficients found. There were sig-
nificant positive relations between impulse buying and
the Affective dimension of impulsiveness, 7 (1296) =
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.54, and the Normative dimension of social influence, The Student’s t-test was also used to test the power
r (1296) = .23; and a negative and significant relation of the instrument to discriminate groups of people
between impulse buying and the Cognition factor of according to impulse buying behaviors. It was verified
consumer impulsiveness, 7 (1296) = -.32. that the instrument was able to differentiate people who
Table 1.
Indices of the Models Tested from the Confirmatory Factorial Analysis
Models
Initial Correlated Errors A Correlated Errors B
¥ 325.7 2219 173.3
df 27 26 25
» <.001 <.001 <.001
¥/ gl 12.1 8.5 6.9
GFI .94 .96 97
AGFI 91 93 .95
NFI .94 .95 97
TLI .93 .95 .96
CFI 0.94 .96 97
RMSEA 092 076 .068
90% CI RMSE .084-.102 .067-.086 .058-.077
CAIC 472.7 377.1 336.7

Note. Initial - Single-factor model composed of nine items regarding impulse buying, Correlated Errors A - Model correlating errors of items 1
and 2. Correlated Errors B - Model correlating errors of items 1 and 2 and cortelating errors of items 5 and 7. ¥ — chi-square; df — degrees of
freedom; y*/gl — ratio between chi-square and degrees of freedom; GFI — Goodness-of-Fit Index; AGFI — Adjusted Goodness-of-Fit Index;
NFI — Normed Fit Index; TLI — Tucker—Lewis Index; CFI — Comparative Fit Index; RMSEA — Root Mean Square Error of Approximation;
IC 90% RMSEA — 90% confidence interval; CAIC — Consistent Akaike Information Criterion.

Table 2.
Relationship Between Impulse Buying and Other Investigated V ariables
M SD 1 2 3 4 5 6 7 8
Impulse Buying 2.95 1.27 (.87)
CIS - Hedonic factor 3.07 1.12 547 (63)
CIS - Prudence factor 5.10 1.00  -32"  -30"  (.77)
Social Influence - 1.98 1.09 2237 d67 087 (.87)
Normative Factor
Social Influence - 3.77 1.37 -.02 .03 06" 437 (.68)
Informational Factor
INCOM - Opinions 5.00 1.17 A1 147 -.02 217 387 (82
INCOM - Abilities 4.07 1.52 16”7 A7 -.03 357 32" 597 (.89)
Age 35.8 12.9 .01 -06"  .08" -.03 -.04 002 07 -
Monthly income 3.83 1.86 -02  -09" 157 .02 .03 -.01 -08"  .09”

Note. ¥* p < 01;* p < .05. N = 1296. CIS - Consumer impulsiveness scale. INCOM - Iowa-Netherlands comparison orientation scale. The alpha
coefficients found in this study are in brackets on the main diagonal.
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make shopping lists (M = 2.77, §D = 1.14) from those
who did not (M = 3.27, §D = 1.40), 7 (1294) = 6.62;
p < 0.001; 4 = 0.39; and people who preferred to go
shopping alone (M = 3.05, §D = 1.35) from those who
preferred to go shopping accompanied by other people
(M =279, 5D = 1.09), 7 (1294) = 3.80; p < .001; 4 =
0.21. Finally, it was observed that women (M = 3.04,
8§D = 1.30) presented higher impulse buying levels than
males (M = 2.67, §D = 1.13), 7 (1294) = -5.10; p < .001;
d = 0.30. The magnitude of the effect was calculated
according to the coefficient proposed by Cohen (1988).

Discussion

The objective of this study was to find evidence
of wvalidity of the Buying Impulsiveness Scale pro-
posed by Rook and Fisher (1995) for the Brazilian
context. The used a version of the scale translated
into Portuguese by Santini and Espartel (2008). Ini-
tially, the adequacy of the one-factor structure for the
instrument it was verified in accordance with the origi-
nal study and the versions adapted for other cultures
(e.g., Olsen, Tudoran, Honkanen, & Verplanken, 2010;
Revilla et al., 2013; Shehzadi et al., 2016). The indices
showing the goodness-of-fit of the data to the model,
such as the GFI, NFI and CFI, were above .90, which
may be considered adequate (see Ho, 2014). In the
model without correlating errors, the RMSEA showed
a value slightly above the recommended one. How-
ever, in models with correlated errors, all the indices,
including RMSEA, were better. The instrument also
presented adequate indices of internal consistency,
indicating a satisfactory reliability (see Cronbach,
1951; McDonald, 1999, Nunnally, 1978).

In the search for other evidences of validity, the
relationships between impulse buying and other variables
were tested. There were significant correlations between
impulse buying, measured by the Buying Impulsiveness
Scale, and impulsiveness traits in purchase situations
measured by the other test developed by Puri (1996). The
results support Rook and Fisher’s (1995) theory, showing
significant relations with both aspects of the CIS (Puri,
1996), which were positive with the factor related to
pleasure to buy on impulse, and negative with the factor
related to control while shopping.

These results corroborate the theory that impulse
buying is often characterized by lack of reflection
and can be interpreted as a momentary failure of
self-control. Therefore, although there is the same
limitation inherent in one-dimensional and self-applied

instruments with few items, the instrument covers
both the cognitive and affective aspects of impulse
buying, and the mechanisms used to measure the trait
of impulse buying. Rook and Fisher’s (1995) Buying
Impulsiveness Scale can be considered the first to mea-
sure impulsiveness in the context of purchases with
the aim of measuring the construct itself, and not only
adjectivizing personal characteristics of the consumer
(as in the instrument by Puri, 1996).

Some correlations consonant with earlier studies
on impulse buying and social influence were found.
The results suggest that when consumers believe that
impulse buying is socially acceptable, they act under
impulsive tendencies (as highlighted by Kacen & Lee,
2002). Rook and Fisher (1995) suggested that social
influences moderate the impulse buying behavior, and
have the potential to enhance or restrain this behavior
by stimulating or constraining it through social norms.
The theoretical model proposed by Taute and McQuitty
(2004) considers that social norms cause an impact on
the individual’s level of impulsiveness. Findings by Lin
and Chen (2012) also reveal that the greater the suscep-
tibility to social influences, the greater is the tendency
to buy on impulse.

The relationship between impulse buying and the
normative factor of social influence is based on the
theory that this construct is a potentiator of impul-
siveness in purchases (Bearden et al., 1989; Puri, 1996;
Taute & McQuitty, 2004). Consumer susceptibility to
social influence can be defined as the need to iden-
tify or enhance one’s image before others through the
acquisition and use of products and brands (Santini,
Ladeira, & Araujo, 2015). The willingness to conform
personal purchasing decisions to the expectations of
others and the tendency to learn about products and
services by observing others or seeking information
from others was corroborated by the significant, albeit
low, relationships between the normative factor of
Social Influence and two dimensions of Social Com-
parison: Skills and Opinions.

It is understood that the tendency of impulse buy-
ers to seek the approval of others and the propensity
for conformity was corroborated in the correlational
analyses carried out in this study. As theorized by Rook
and Fisher (1995), if the individual perceives that his
buying impulse is socially appropriate, there is a greater
probability that he will positively evaluate the purchase.
In this sense, it would be expected to find higher levels
of impulsiveness in purchases among people who pre-
fer to go shopping along with other people, compared
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to those who prefer to go alone. The instrument was
able to differentiate these groups of people, but an
interesting fact stood out: people who preferred to
go shopping alone had higher impulse buying levels
than those who preferred to go shopping accompa-
nied by other people. That indicates that if the buyer
is not accompanied in the shop environment, there is
a greater propensity to give in to buying impulses than
if accompanied. A market survey also pointed to this
same trend that when people are on their own, they buy
more impulsively (see Folha de S.Paulo, 2012). This can
be due to the fact that the consumer tends to have his
inhibitions reduced when he is alone, allowing the con-
cretization of his impulses in acts of purchase without
reflecting so much on social norms.

Considering that the visibility of the purchase (i.e.
how much an impulse purchase is seen by others) also
affects the consumet’s behavior (Fisher & Price, 1992).
And the type of company and the cohesion among
the people of the group in the moment of the pur-
chase can influence the behavior of the consumer. For
example, the presence of peers at the time of purchase
increases the urge to buy impulsively, while the pres-
ence of family members decreases this tendency (Luo,
2005). This is intensified when the group (peers or fam-
ily members) is cohesive and when the participants are
susceptible to social influence (Lins, Poeschl, & Eber-
hardt, 2016). Future studies can jointly ponder these
moderating variables in their analyses.

Regarding age and income, no significant correla-
tions were found between these variables and impulse
buying. Results of previous studies have indicated
age group as negatively associated with impulse buy-
ing (Amo, Holmes, & Kenelson, 2013; Kacen & Lee,
2002). It is reasonable to expect a negative correlation
between age and impulse buying because younger con-
sumers demand more consumption, tend to be more
materialistic, and seek self-affirmation and social inser-
tion through consumption (Niu & Wang, 2009; Santini,
Ladeira, Vieira, Aratjo, & Sampaio, 2018; Yang, De
Wang, & Niu, 2008).

The correlation between impulse buying and
income was not significant in the present study. Consid-
ering that income can be a factor that facilitates impulse
buying (Pefialoza, Portela, Gerhard, & Quezado, 2018;
Santini, Ladeira, Vieira, Aratgjo, & Sampaio, 2018), it
would be reasonable to find a correlation between them
in the present sample. It is noteworthy that the average
income declared by more than 50% of participants was
greater than R§ 2,700.00, and that other studies have
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suggested a positive relationship between income and
impulse buying (Amo, Holmes, & Kenelson, 2013).
Thus, it is understood that it would be interesting to
examine other variables that could act as moderators
among age, income and impulse buying,

The results showed that the scale was also able
to differentiate people who make shopping lists from
those who do not. The difference indicates that con-
sumers who make plans more frequently, who make
a roadmap of what they need to buy, tend to have
lower levels of impulse buying than those who do not
organize a list. This characteristic may be related not
only to a habit but also to a personality trait. One of
the five personality factors of the Big Five model, the
Realization, is characterized by the individual’s ten-
dency to be disciplined and organized (Natividade
& Hutz, 2015). Aquino, Lins and Natividade (2017)
found a negative correlation between the Realization
factor and impulse buying. The results found in the
current study showed that people who do not plan
shopping with lists are more likely to buy impulsively.
This gives allows the assumption that by not making a
list these people tend to lose more time at the place of
purchase and thus may be more likely to find products
that were not in their plans to buy, and make more
impulse purchases.

The instrument was also in agreement with the
literature regarding gender differences in impulse buy-
ing. The tendency of women to be more impulsive than
men in buying behavior was confirmed in this study,
indicating that gender has an effect on the impulsive-
ness in purchases, in line with previous studies (Coley
& Burgess, 2003; Dittmar, 2005; Dittmar, Beattie, &
Friese, 1995; Lins & Pereira, 2011; Priyanka & Rooble,
2012; Zhang, Prybutok, & Strutton, 2007). Economic
and social factors are not the only factors that affect
the consumers’ responses to their buying impulses.
Other elements involved in the impulsiveness observed
in buying behaviors include the normative influence,
through which the individual recognizes and evaluates
social repercussions of his behavior.

Final considerations

Considering the sample used in this study, which
consisted of adults aged 18 to 65 years from all states
of the Brazilian federation, the results indicate that the
scale has sufficient evidence of validity to be used in
the national context. However, although the sample
used was large, the result should be interpreted with
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caution, not only for the surplus of women, but also for
the socioeconomic characteristics of the sample. More
than half of the participants declared a monthly income
above three national minimum wages and 41.7% of the
people had post-graduate degrees. Therefore, the valid-
ity evidences found are appropriate for samples with
such characteristics.

Although the instrument encompasses both the
cognitive and affective aspects of impulse buying, and
the mechanisms used to measure impulse buying, there
is a limitation that is inherent of self-applied instru-
ments with few items. Furthermore, in addition to
the normative influence addressed in this study, it is
proposed that future studies may consider other moder-
ating variables in their analyses. For example, a stronger
correlation was observed between impulse buying and
pleasure generated by the purchase (gratification pur-
suit) as measured by the Hedonic factor of the Consumer
Impulsiveness scale, which opens new avenues for future
investigations to further the in-depth investigation
of these relationships. Also, the presence of peers or
family members at the moment of purchase could be
considered (e.g., Luo, 2005) and whether such visibility
would affect the behavior (e.g;, Fisher & Price, 1992).

Considering such limitations of the study, it is
advisable to conduct other empirical investigations on
impulse buying to improve and consolidate the already
existing scales and models. Future investigations of
whether the observations in controlled situations are
representative of what happens in daily life (see Brewer
& Crano, 2014) are also encouraged. They would
advance the evidence of ecological validity, testing the
extent to which the Buying Impulsiveness Scale mea-
sures situational factors of the field.
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