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 Present study aims to assess the relationship between financial well-being and impulse 
buying behavior. Recently, role of impulse buying (fancy), which is generally known as 

without program shopping- and its considerable contribution on total purchased done by 

different people have been paid into attention by market experts and specialists. Present 
study is a hybrid model to brief and explain fancy shopping prosperity. In this model, 

such variables as financial literacy, subjective-wellbeing, financial well-being as well as 

willingness to impulse buying are studied. This work is a descriptive - survey research 
where, using random cluster sampling, a sample was selected and studied composed of 

170 customers of great shops and shopping centers in Tehran. Then, through 

questionnaire, required data was collected and used to test the conceptual model 
through AMOS method. Research findings show that financial literacy affects inversely 

on willingness for impulse buying. Subjective well-being has insignificant impact on 

impulse buying. Financial well-being affects significantly on willingness for impulse 
buying. Willingness for impulse buying affects directly on impulse buying. 
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INTRODUCTION 

 

 During the late 1970's and early 1980's, researchers focused the theory of rational consumer decision-

making. Considering the perspective of buying decision it was found that consumers first begin to realize the 

problem and then try to solve it logically by a sequence of steps. These steps include: identifying the problem, 

researching, evaluating alternatives, selecting and evaluating after acquisition. Roots of this approach lie in 

psychology and economics. According to this approach, buying is considered as an economic and goal- tool 

oriented activity. Also in this approach, buying is simply equal to going to purchase.  

 In classic marketing, a fancy buying is simply defined as "impulse buying ". However, this description is 

very controversial and has been criticized in the market literature. This buying includes experiencing a desire for 

purchase. This desire is felt immediately and powerfully and often is irresistible. Rook [18] defined impulse 

buying as when the consumer is experiencing a sudden, strong and urge desire to buy something at the moment. 

In explaining the need for this study it can be concluded that financial literacy and other factors discussed in the 

research on impulse buying are important because they are influenced by insufficient financial literacy, personal 

life, family, friends and business partners. This in turn has adverse impacts on society and even reduces national 

wealth and ultimately the financial welfare of society [20].  

 The present study investigates the role of factors such as financial literacy, financial well-being and mental 

well-being on willingness for impulse buying and their impact on impulse buying. The main question in this 

study is whether financial literacy, financial well-being and mental well-being affect the behavior of impulse 

buyer?  

  

Theoretical foundations and research hypotheses: 

Impulse Buying: 
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 Impulse buying is a complex and multifaceted concept. Different researchers have proposed different 

definitions for impulse buying. In certain situations, a purchase may be sudden and without a plan, without 

premeditation along with extreme coercion and a feeling of excitement. Generally, this type of buying is called 

"impulse buying" [15]. Since buying behavior of impulse buying includes unplanned and emotional buying, 

then affective and cognitive forces guide buying usually appear at the time and place of buying [18]. Impulse 

buying often includes strong emotional reactions to buy or sense of fun and excitement. Impulse buying can 

satisfy the hedonistic motivations even at its artificial and false position [19]  

   

Social Influences on Impulse Buying Behavior: 

 Consumers try to suppress their instinctive desires for impulse buying because they want respect from 

others and are not willing to seem unreasonable or immature with this impulse buying. People may express 

different negative normative judgments to immediate uncontrolled spending and impulse buying [17]. Nature of 

these normative effects on impulse behavior may be dependent on the reference group norms or values, such as 

many parents who are trying to inspire a sense of responsibility in children while treat with reluctance to 

impulse buying and consider it as something radical and irrational. Research on impulse buying behavior 

indicates that change in social positions forces the individual to select appropriate types of items with the 

demand at different situations and with different audiences. Impulse buying will be intensified when individuals 

make their choices for others, especially when they should be held accountable for their choices [1].  

  

Willingness to Impulse Buying: 

 Willingness to impulse buying is the probability that a buyer during purchase will be thrilled and suddenly 

buys a particular item. In this case, the buyer will buy very fast without thinking about the information and 

details of the related item [16]. Willingness to impulse buying, where buyers do not have a cognitive control 

over impulse buying, is relevant to the characteristic of "loss of control" [23]. Consumers with more willingness 

to impulse buying are more interested in the influence of marketing such as advertising, visual elements or 

promoters prizes. Therefore, they get involved in searching within the store, and they tend to response impulse 

buying temptation repetitively [3]. Impulse buying is related to several aspects of the behavior of consumers 

both in shopping environment and outside shopping environment such as fascinated by shop windows, the 

extreme stimuli in the store and not being able to find the required products [4].  

  

Sudden Buying (Unplanned Buying): 

 Stern [21] divided buying into two types: planned buying and unplanned buying. According to this 

classification, planned buying behavior includes a time-consuming information search followed by rational 

decision-making while unplanned buying refers to all purchases made without such advanced planning. Planned 

purchases in the buying process, is based on a rational perspective while unplanned purchases are mainly 

explained by the experimental point of view. Shopping without a plan can include all purchases in the buying 

process that do not follow a rational approach [8]. Early researchers used the terms impulse buying and 

unplanned buying synonymously. Such a conceptualization led researchers to classify products in terms of 

whether they were likely to be purchased impulsively or not. In 1980s, important works by Rook and Hoch 

represented the nature of impulse buying. They clearly noted that it is the individuals, not the products, who 

experience the impulse to consume. Today, impulsive buying is defined as involving spontaneous desires to 

buy, without thoughtful consideration of why and for what reason a person should buy the product [22].  

 

Financial Well-being: 

 Financial well-being is adequacy degree or economic security of individuals and household. In other words, 

financial well-being is the desired level for the protection of individuals faced with the problems of everyday 

life such as job loss, disease, bankruptcy, poverty and the requirements in old age. Results of various studies 

show that financial problems and economic pressures, that naturally part of it is due to insufficient financial 

literacy, may be associated with the following abnormalities [6]: 

1. Family hostility 

2. Harsh parenting behaviors 

3. Reduced ability of young people to deal with the problems of everyday life. 

4. Increased abnormal behaviors at the community level 

5. Alcohol addiction 

6. Wicked behavior 

 

Financial Literacy: 

 Financial Literacy is defined as following by Foundation of Financial Research in UK Education: "The 

ability to make informed judgments and to make effective decisions regarding the use and management of 

money". After this project, the topic of financial literacy has become an important topic for research so that first 
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in countries such as Britain and the United States and subsequently in other countries including Australia, the 

Netherlands, Italy and Malaysia was considered by researchers. This is confirmed by many studies in this field 

and implementing various educational programs to promote financial literacy in different countries, especially 

the United States. Therefore, most states of this country have enacted heading of financial literacy in addition to 

a community in USA called "Jump Start" undertaking the task of developing and improving financial literacy in 

which periodic tests and report on the results of its financial literacy will be provided per year. In England also 

concepts of personal finance (financial literacy) are considered as part of a national training program entered in 

national education standards.  

 

Mental Well-being: 

 Favorable financial condition is: performance of individual characteristics, financial behavior and financial 

stressor events. Moreover, it can be said that favorable financial condition is the efficiency of financial behavior 

[11]. There are many studies conducted to investigate the financial behaviours of individuals and their 

management processes in using their financial resources to achieve financial success [10]. Researchers to 

understand the role of financial management performance in determining the financial conditions used a 

systematic method. One of the conventional obtained findings is that financial management behaviors are 

associated with favorable financial situation. Financial pressures are related to the health of the body. Financial 

stress is not related to income, but it depends on the amount of the ability to meet financial responsibilities. 

Financial stress is influenced by the physical and psychological needs. Lack of favorable financial situation 

could lead to social, physical and emotional pressure [2]. Although income and net value are considered as an 

indication of the individual's financial situation objectives, the resulting performance measures of favorable 

financial conditions are commonly used to assess the individual favorable conditions.  

  

Experimental background: 

 Bird study (2008) investigated and measured level of financial literacy of Australian students as a case 

study conducted at University of Wollongong. The results showed an acceptable level of financial literacy of 

students but in some areas the students gained low scores that need to be considered further. The results also 

show that low levels of financial literacy are correlated with some of particular demographic characteristics.  

 Bodvarsson and walker (2004), in a study by controlling several factors affecting the performance of 

students found that students who receive the minimum amount of money from their parents to cover the cost of 

tuition, etc. are more failed or have more unsuccessful academic semesters than students who have financial 

independence.  

 Monticon study (2010) measures Italian financial literacy and compare them with other European and 

American countries in addition to investigation of relationship between wealth (financial ability) and financial 

literacy. The sample included 300 subjects. The results show that financial literacy of Italian people is far lower 

than Americans and other European countries. Other results showed that there was a positive relationship 

between financial literacy and financial capability. Ladies and widowed women were less financially literate 

compared with others, and those with higher education were more financially literate (Monticon¸ 2010).  

 Lusardi & Mitchel study investigated the effect of financial planning, financial literacy, and political 

literacy (with control of demographic variables such as education level, race, etc.) on their wealth at retirement. 

The results showed a strong relationship between the political and financial literacy and programming. Also 

there is a strong relationship between planning and wealth, after controlling for social and demographic factors. 

Other results showed that those who have planned for retirement enter into their golden years with more wealth.  

 Dvorak and Hanly study measured financial literacy of the staff of Faculty of Humanities at New York 

University. In addition, they investigated the relationship between financial literacy and some demographic 

variables and individuals understanding of retirement plans and inherent continuous benefits. Results showed 

that participants had a good understanding of the mechanism of their retirement plan, but there were not enough 

knowledge to distinguish among different investment options in retirement plans. The average financial literacy 

of participants was 49 percent and most important factor of determining the level of financial literacy was 

education level of individuals [5].  

 Morphy and Yetmar (2010) study conducted an investigation on 196 students graduate from American 

University in MBA program in order to evaluate preparation of financial plan and level of their confidence to 

the financial plans. The results showed that only 5 percent of the participants reported that they have specialized 

knowledge and skills needed to prepare financial plans. More than 66 percent of them felt that financial 

planning is very important and almost 69 percent were interested in financial planning. In addition, 2% of 

participants had prepared their written financial plan.  

  
Research hypotheses and conceptual model: 

 This study was an attempt to investigate factors affecting impulse buying behavior. Accordingly, research 

hypotheses and the conceptual model for this study are considered. This conceptual model is shown in Figure 1.  
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Hypothesis 1: Financial literacy has an opposite effect on willingness to impulse buying.  

Hypothesis 2: Mental well-being has a direct impact on impulse buying.  

Hypothesis 3: Financial well-being has a direct impact on willingness to impulse buying.  

Hypothesis 4: willingness to buying without planning has a direct impact on impulse buying behavior. 

 

 
 

Fig. 1: Conceptual Model. 

 

Methodology: 

Sampling and Data Collection: 

 The present research is an applied research in that the expected outcomes of this research can be used by 

managers of Tehran big stores in the process of enhancing their vision of performing programs and strategies 

about buyer. Moreover, in this study a correlational research method was used. Random simple sampling was 

also used. In order to collect data, a compound library and field method was used. A questionnaire was used to 

collect data among 170 customers of Tehran big stores. By using questionnaires and statistical analysis, the 

study hypothesis were tested. Statistical description of 170 respondents can be observed in Table 2. According 

to Table 2, among 170 selected samples who responded the questionnaire, 90 were male and 80 were females. 

This indicates that about 53% of individuals were men, 47% were female, 52% single and 48 % were married. 

Also 48 percent aged 26 -35 , approximately 47% were undergraduate, 32% had diploma and associate degree, 

17 % had master's degree, 4% were low literate, 1% had Ph.D. and 76% of the sample were employed. On the 

other hand, 80% of the sample had non-governmental jobs while 20 percent had governmental jobs.  

  
Table 1: Frequency and Percentage of Demographic Variables of Respondents. 

Variable Group Frequency Percentage 

Sex Man 90 52.9 

Woman 80 47.1 

Marital Status Single 89 52.4 

Married 81 47.6 

Employment Employed 129 75.9 

Unemployed 41 24.1 

Age Less than 25 years 47 27.6 

Between 26 -35 82 48.2 

Between 36 -45 23 13.5 

Between 46- 55 11 6.5 

Higher than 56 years 7 4.1 

Type of Job Governmental 34 20 

Non-governmental 136 80 

Education level The Diploma 7 4.1 

Diploma and associate degree 54 31.8 

Lower than diploma 79 46.8 

Master's degree 28 16.5 

PhD 2 1.2 

 

Reliability and Validity: 

 The study model was formed by variables of willingness to impulse buying, mental well-being, financial 

literacy and impulse buying behavior. In the study questionnaire, 28 items with a five-item Likert-type (strongly 

agree = 5, strongly disagree = 1) were used. The validity of the questionnaire used in this study was confirmed 

by university professors in order to provide respondents with questions without any confusion or failure in terms 

of what is actually tended to be achieved. Moreover, Cronbach's alpha was used to determine the reliability of 



1223                                                         Adeleh Samiei Zafarghandi et al,2014 

Advances in Environmental Biology, 8(13) August 2014, Pages: 1219-1225 

questionnaire. Alpha coefficient greater than .07 represented acceptable reliability. Because total alpha 

coefficient value of the questionnaire (0.845) was greater than 7.0, test of reliability was acceptable.  

 Table 2: Calculation of Reliability of the Questionnaire. 

Variable Questions number Total number of Questions Cronbach's alpha 

Willingness to unplanned 

buying 

1-19 19 0.817 

Mental welfare 20-24 5 0.867 

Impulse buying behavior 25-28 4 0.748 

Total questionnaire - 29 0.845 

  

Data analysis: 

 In the present study, confirmed direct or indirect relationships between variables and factors was 

investigated and analyzed through SPSS 18 and AMOS software. 

  

The Study Structural Model (Path Analysis): 

 Path analysis of using multiple regressions was related to develop a clear causal model. Purpose of this 

model was to obtain a quantitative estimate of the causal relationships between a set of variables. Relationship 

between variables was in a flow in one direction and considered as distinctive paths. Concepts of path analysis 

in the best form could be explained through the path graph representing the possible causal link between 

variables. The first step on the path analysis was to determine a structural pre- experimental model including all 

variables interested by researchers. In this process, first a causal hierarchy was raised where some variables may 

be cause of other possible variables but they cannot be the effect. In other words, the order of variables were in 

such a way that cause of variable could be in lower level than the variable but it was unlikely that lower variable 

to be cause of higher variable. In this section, the model hypotheses and implementation of the overall research 

model is discussed. After performing the model, it is shown in Figure 2 with standardized regression coefficient.  

 

 
 

Fig. 2: Model Implemented in Standard Mode. 

 
Table 3: Significance of Path Coefficients of the Study Model. 

Path Coefficients Standardized 

coefficients 

Standard 

error 

CR 

(Critical ratio) 

P 

(Level of 

significance) 

Financial Literacy  Willingness to 
impulse buying 

-0.155 -0.242 0.047 3.322 0.000 

Financial well-being  Willingness to 

impulse buying 

0.183 0.275 0.050 3.637 0.000 

Mental well-being  Willingness to 
impulse buying 

0.004 0.006 0.045 0.079 0.937 

Willingness to impulse buying  

Impulse buying behavior 

0.935 0.700 0.073 12.732 0.000 

 

  Considering CR value and significance level lower than 0.05 in Table 3, significance level for the three 

paths is significant and for one path is not significant. To verify proper fit of the model, estimated parameters in 

Table 4 were used (indices of confirming the model). 

 
Table 4: Fit Indices of the Study Model. 

Goodness of fit index Value reported 

CMIN 3.184 

DF 4 

CMIN / DF 0.795 
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NFI 0.982 

GFI 0.993 

IFI 1 

TLI 1 

CFI 1 

RMSEA 0.0  

  

 In order to have a properly fit of the model: CMIN / DF index (Chi-square value to the degrees of freedom) 

must be lower than 3. NFI index, also called Bentler-Bonett Index, must be greater than 0.9. 

 RMSEA index is root mean square of error of approximation. RSEMA index closer to zero is much better. 

In general, values less than 0.08 are acceptable for this index. TLI, IFI, GFI and CFI indices must be greater than 

0.9. According to the above descriptions, as you can see, chi-square value to the degree of freedom is smaller 

than 3. Moreover, RMSEA is equal to 0.078 and smaller than 0.08 while TLI , IFI , GFI , NFI and CFI indices 

are higher than 0.9. Therefore, the model shows a good fit index and it is confirmed.  

  
Table 5: The Direct, Indirect and Total Effect of Independent Variables on Dependent Variable of Impulse Buying Behavior. 

Variables Types of Impact 

Direct Indirect Total 

Financial Literacy -0.242 -0.169 -0.411 

Financial Well-being 0.272 0.190 0.462 

Mental Well-being - - - 

Willingness to Impulse Buying 0.700 - 0.700 

 

Findings: 

 After investigating and verifying the model, the study hypotheses were evaluated and tested.  

 Hypothesis 1: Financial literacy has an opposite effect on willingness to impulse buying.  

 According to Table 3, critical ratio equals -3.322 and significance level (0.000) is lower than 0.05. It means 

that there is a significant and negative (opposite) relationship between financial literacy and willingness to 

impulse buying (0.242). Therefore the first hypothesis is confirmed.  

 Hypothesis 2: Mental well-being has a direct impact on impulse buying.  

 According to Table 3, critical ratio equals 0.079 and significance level (0.937) is higher than 0.05. It means 

that there is no significant relationship between mental well-being and willingness to impulse buying. Therefore 

the second hypothesis is rejected.  

 Hypothesis 3: Financial well-being has a direct impact on willingness to impulse buying. 

 According to Table 3, critical ratio equals 3.637 and significance level (0.000) is lower than 0.05. It means 

that there is a significant and positive (direct) relationship between financial well-being and willingness to 

impulse buying (0.275).  

 Hypothesis 4: willingness to buying without planning has a direct impact on impulse buying behavior.  

 After investigation of the above hypothesis, critical ratio was equal to 12.732 and significance level (0.000) 

was lower than 0.05. It means that there was a significant and positive (direct) relationship between willingness 

to impulse buying and impulse buying behavior (0.70). 

  
Table 6: Results of testing hypotheses. 

Hypothesis Test Results 

Financial literacy has an opposite effect on willingness to impulse buying confirmed 

Mental well-being has a direct impact on impulse buying rejected 

Financial well-being has a direct impact on willingness to impulse buying. confirmed 

willingness to buying without planning has a direct impact on impulse buying behavior confirmed 

  
Conclusions and recommendations: 

 The purpose of this study was to examine the impact of financial literacy, financial well-being and mental 

well-being on impulse buying behavior. Questionnaire of this study was distributed among customers of Tehran 

big stores such as Hyperstar, Hypermarket and Hypermall. Hypotheses testing results indicated that evaluation 

of impulse buying behavior has a negative impact on financial literacy. Moreover, financial well-being has a 

negative impact on willingness to buy in Hyperstar, Hypermarket Hypermall and Shahrvand stores. So the more 

buyers have financial well-being, the higher their willing to impulse buying will be. Therefore, managers of 

Hyperstar can consider confirming of this hypothesis and accordingly evaluate programs and strategies for 

buyers who are financially well off with no financial problem. This is because often these people make sudden, 

involuntary and without thinking buying and sometimes cannot control their emotions. Hyperstar and 

Hypermarket marketing managers can consider the customer characteristics of impulse buying in order to 

measure their needs, desires, preferences and interests.  

 Since essentially impulse buyers are familiar with a certain brand and have experience of using a product 

that are satisfied with that special product, even in the case of unfair prices, they still have a desire to search for 
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the product in the Hyperstar stores in order to buy it. Therefore, it is suggested to managers of companies to 

offer their product brands in advertising companies and introduce them in a wider manner to customers. 

Arrangement of products and stores decoration can be very appealing for impulse buyers in the Hyperstar stores. 

Lighting can also affect the buyer. Therefore store managers and vendors of Hyperstars should try to address 

these issues. Even they try to use the opinions of unplanned buyers in design and arrangement of stores. Since 

willingness to impulse buying has a direct impact on unplanned buyer behavior, then Hyperstar store employees 

with knowledge of the store's unplanned buyers could be able to be a good guide for buying. They can help 

buyers in order to make them more faithful and committed to the store so that they give more priority to their 

stores for unplanned buying. It also recommended that future researchers consider other variables such as 

consumer behavior, psychological factors, environmental factors, internal and external stimuli, etc. for 

evaluation of buying behavior. They also can other statistical populations in their investigation such as financial 

institutions, economical institutions, etc.  
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