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ABSTRACT 
The aim of the present research is the influence of financial literacy and obligations on impulse 
buying. Using the customer’s disorder programming, Shopping Enjoyment, Self-monitoring, 

Financial literacy and Obligations. Variables as the independent variables and tendency toward 

not programmed purchasing and not programmed purchasing behaviour as the dependent 
variable; the research model has been formed. The method of the present research is applicable 

from aim viewpoint, and it is a descriptive-correlation research which has been collected, 

applying questionnaire instrument and necessary data measurement method. The statistic 
community of this research is the MSc students in Yazd Islamic Azad University and simple 

random sampling method has been used and 122 acceptable samples were collected. The data 

were analyzed using PLS Graph2Smart and the results of the research reveal that the customer’s 
disorder programming, Shopping Enjoyment, Self-monitoring, Financial literacy, Obligations 

and Time available  variables effect on the tendency of not programmed purchasing, available 

money variable effects on the not programmed purchasing, and also not programmed purchasing 
tendency effects on the not programmed purchasing behaviour. 
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INTODUCTION 

 

 In recent decades, the decision process to purchase has been widely studied. The main hypothesis is the 

body of this knowledge that Consumer choice cannot be described from the rational perspective; this is while a 

choice is done after careful examination of different aspects of goods and analysis of alternatives. While in some 

cases, consumers are out of the limits of rational; in such cases, the decisions are made without careful 

consideration of the available alternatives and enough information about the products that customers interest are 

not available, and also previous intention to purchase the goods did not exist (Nazari and Baghdadi, 2011). One 

of the factors that affect the decision-making process is the individual characteristics of the consumer.Therefore, 

the characteristics of the consumer includes any individual characteristic or trait that is led to an immediate 

action through being influenced from stimulus. These features mainly include financial literacy and consumer 

self-control, enjoying from the shopping, tending for impulse buying and the attitude towards the financial 

obligations which the most important of them is financial literacy and attitudes toward financial obligations. It 

should be noted that the impulse buying behavior is often based on the incentive and motivation factors that is 

associated with a sense of excitement and pleasure and an urgent need to buy. Therefore, just like any other 

comfortable behaviors, impulse buying can be an enjoyable stroll to pursuit lustful goals. However, high levels 

of these behaviors can be harmful and potentially devastating (Ghaffari Ashtiani et al., 2010). The customer's 

purchase or not to purchase is naturally a decision. Human’s decision pattern goes to one’s perceptual nature 

and human decision-making process is done based on the expected nearness one’s goals. Therefore, the present 

study seeks to create a better understanding of the concepts of impulse buying and an understanding that may 

increase awareness of oneself and behavior.  
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2. Theoretical Foundations and Research Hypotheses: 

2-1. The Joy of Purchasing: 

 The joy of purchasing refers a level of joy and pleasure that the customers gain from purchasing activities 

and has been defined as a personality trait. Those who do purchasing for pleasure and more involved in the 

impulse buying s and also devote more time to their purchases. Finally, due to the fact that one of the features of 

impulse buying is that it is associated with intense feelings of pleasure and joy. There are some specific people 

who are pushed towards this purchase to gain the pleasure that exits in this kind of purchase and cannot get this 

feeling through planned purchase (Mairghafouri et.al, 2013). Hedonistic value includes entertainment, 

excitement, pleasure resulted from purchase experiences. Customers who follow the value of pleasurable 

purchase more follows the fun and entertainment resulted by and describe goods purchase as a random and 

indiscriminate issue for their purchasing experience (Abdolvand and Jani, 2012). Therefore, the following 

hypothesis is proposed: 

 

Hypothesis 1: the joy of purchase has a significant impact on the tendency for impulse buying  

The ability of consumer’s self-control: 

 "Self" is the sum of total thoughts, ideas and feelings and is divided itself into various forms including 

dependent self against independent one. The area of culture, “self” is associated with the relationship between 

individuals and others. The difference in peoples’ self-control reflects in their beliefs their relationships and 

more precisely, on the extent to separate themselves from others, and vice versa in relation to the others. Self-

control is a feature that is rooted in the need of both independence and belonging and is a suitable index to 

describe the influence of culture on behavior because of its association with the values, norms and 

communications. Independent reasoning of oneself expresses the view that the individual has a unique identity 

or a set of individual emotions, cognition and motivation. People with independent self-control see themselves 

apart from the others. For these rights, the personal ambitions is the first basis of their choices. The choices and 

judgments are based on personal opinions among such individuals and value for personal freedom and stand 

apart from others and are aroused with factors such as independence, selfish goals and desires. Self-control is 

most under the influence of personal norms. Therefore, it is different among different people and cultures. 

Peoples’ self-control affect their reaction towards environmental stimuli. For example, the response to 

advertising messages depends on the type of consumers’ self-control (Gharehchi et al, 2013). Therefore, the 

following hypothesis can be stated as follows: 

Hypothesis (2): their ability of consumer’s self-control affects the tendency for impulse buying  

 

2-3. Consumer’s non-planning: 

 According to Rook & Fisher, non-planning is the time when our selections are not based on the thinking, 

immediately and instantaneous purchasing without hesitation and of well-informed and rational products. In the 

products and services selected by the consumer immediately and without hesitation, non-planning features will 

be more evident. Non-planning features is a strong incentive to do an impulse buying ; because it relates to the 

lack of self-control, previous intention, resistance and all integral elements of impulse buying . Those who have 

impulse features are more influenced by emotions and less on logic and rationality of the action. Thus, non-

planning is a very important factor in consumer decision-making process at the time of purchase. Many 

marketing techniques such as setting time limits for the sale and the shop’s environment are used to enhance this 

feature in the consumer and causes the consumer’s tendency for purchasing is occurred more (Mirghafouri et.al, 

2013). Therefore, the following hypothesis is proposed: 

Hypothesis 3: the purchaser’s non-planning affects the tendency for impulse buying.  

 

2-4. Attitudes towards the financial obligations: 

 Everyone needs funds to run activities that these funds can be provided from a variety of sources. However, 

a person who cannot provide the necessary resources in the financial market in the time of need will be forced to 

forego investment opportunities due to lack of required financial resources. So, people are worried about their 

credit. This worries is because first, the person may be unable and faced with financial crisis in the principal and 

interest payments on its debt. Second, the credit decisions today may endanger tomorrow’s flexibility 

(Mahmoudabadi and Ghayouiri Moghadam, 2011). Therefore, the following hypothesis is proposed: 

Hypothesis 4: Attitudes towards the financial obligations affects the tendency for impulse buying  

 

2-5. Financial Literacy: 

 Financial information is most the important one that most people need to make decisions. The more 

accurate and timely information on the one hand and on the other hand, individuals’ perception and their 

education is higher, they can take better decisions. Given that the behavioral effects of investment trainings can 

be visible in the long term, relatively few evaluations of the benefits of financial education programs have been 

carried out. Available data such as the number of new investors, new money coming into the market by 
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individual investors, reduced complaints of brokers, corporate stocks, real shareholders’ reaction to rumors and 

their emotional decisions in the critical situations of the market (buying or selling lines) can an hardly show 

behavioral changes of training courses. Definition of the appropriate criteria for evaluating trainings is one of 

the challenges in this area. Therefore, the current emphasis is on the number of participants in each course of 

financial training. The criteria such as the growing number of participants, publications requested, website, 

media coverage and training requirements are currently applicable. These criteria can provide a picture of the 

level of financial literacy of the community. It is used to prioritize programs and facilitate monitoring the 

progress of the work during a given time period (Moin aldin, 2011). Therefore, the following hypothesis is 

proposed: 

Hypothesis 5: Financial literacy affects the willingness for impulse buying. 

 
2-6.The time available: 
 Despite the temporal bottlenecks, unplanned purchases are reduced, while the existence of time is positively 
associated with circulating activity in the shopping environments. Therefore, people with more time available 
spend more time for searching and circulation. Also, having a limited time for purchasing or searching and 
shopping circulation or completing the planned works can cause anxiety and negative reactions to the 
environment (Taherikia and Nokhbeh Zaim, 2012). Therefore, the following hypothesis is proposed: 
Hypothesis 6: The time available affects the willingness for impulse buying. 
 
2-7. Money available: 
 Available money is defined as the budget or surplus money that person thinks that should be spent that day 
which available money will have a more positive effect (it can be said excitement) in the purchasing 
environment and will create less negative effect (it can be said, anxiety) which can affect the sentiment felt by 
(Taheri Kia and Nojhbeh Zaim, 2012). In his studies, Stern found that the products that are impulse buying are 
cheaper (Nazari and Ghaderi Abed, 2011). This hypothesis can be considered as follows: 
Hypothesis 7: money available affects the willingness for impulse buying. 

 
2-8. Willingness for impulse buying: 
 Willingness or desire for impulse buying arises from close proximity to the issue of the purchase. Despite 
positive feelings and emotional states and also tending for impulse buying has bolstered it and the negative 
emotions and emotional states reduces its intensity. In fact, the desire for impulse buying before each behavior is 
considered impulse buying and it seems that it is a significant dependent variable between the impulse buying 
and its backgrounds. Therefore, the desire felt for impulse buying is a state of request that is experienced in the 
environment in dealing with the object and clearly this is done before the actual act of motivation. It is clear that 
the more the willingness for impulse buying is felt, the more is the involvement in an impulse buying process. 
Hook and lovastatin (1991) argue in their research that when love comes, consumer reference point will be 
changed (i.e. they are partly absorbed by the ownership thought of stimulating goods). Therefore, workflow and 
search in shopping centers makes facing with products pleasurable and this encountering creates a tendency for 
purchasing which it is difficult to resist. For this reason, they believe that a purchase will make more purchases. 
A person with high tendency for impulse buying as a purchasing strategy tends to be faced with more searches 
and strolls in shopping environments (Taheri Kia and Nokhbeh Zaim, 2012). Therefore, the following 
hypothesis can be expressed as follows: 
Hypothesis (8): the willingness for impulse buying affects non-planned behavior. 

 
2-9. Research Theoretical Model: 
 With regard to the factors identified in theoretical research foundations, a researchers designed a model that 
includes the variables influencing the impulse buying, which is designed in Figure 1. 
 
3. Research Method: 
 The current study is applied in terms of the type and nature of problem and research objectives and given 
the data collection method, it is descriptive-correlational. Data collection method in this study is a combination 
of library and field methods. Through library studies, regarded literature on the subject was done and a 
questionnaire is used to collect data on students of Islamic Azad University of Yazd. The community size 
consists of acceptable 307 students that 122 samples using Cochran formula were achieved. Then 122 samples 
have been collected. In Table 2, descriptive statistics of 122 respondents’ demographic features are given. 

 
Table 1: Characteristics of research statistical population. 

Variable Group Percentage Variable Group Percentage 

 

Gender 

Male 43.4 Age 

 

Less than 25 years 27.9 

Female 56.6 26-35 years 62.1 

Marital status Single 54.1 26-45 years 8.2 

Married 45.9 46-55 years 0.8 



625 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 1: Research Theoretical model. 

 

3-1. Reliability and Validity: 

 The reliability in the current study has been confirmed using the supervisors and counselors. The 

questionnaire used in this study is derived from the English papers and international research. That's why it can 

be said that it has content validity. Cronbach's alpha coefficient was used to evaluate the reliability of the 

questionnaire that the alpha coefficient obtained from the questionnaires by SPSS 18 software was achieved 

0.827. Since the value of Cronbach's alpha of the total questionnaire and variables are larger than 0.7, therefore, 

the study has a reliable reliability. Table 2 shows Cronbach's alpha values and the number of questions related to 

variables. 

 
Table 2: Calculating the reliability of the questionnaire’s questions. 

Chronbach’s alpha Number Questionnaire’s questions Variable 

0.720 2 1 to 2 Impulse buying behavior (IBB) 

0.722 3 3 to 5 Impulse buying tendency (IBT) 

0.881 4 6 to 9 Shopping enjoy (ShE) 

0.771 2 10-11 Time available (TA) 

0.725 3 12 to 14 Money available (MA) 

0.871 6 15 to 20 Consumer’s self-control ability  (SM) 

0.743 6 21 to 26 Consumer’s casualty (CC) 

0.744 6 27 to 32 Attitude towards the financial obligations (ATFO) 

0.827 32 - Total questionnaire 

 

4. Analysis of Data: 

 In this study, Structural equation modeling with partial least square method and software PLS graph 2 

Smart have been used to test hypotheses and model accuracy.  

 

4-1. Comparing research variables with mean measurement scale: 

 T-test is a sample for comparison between the observed mean of research variables and theoretical mean of 

measurement scale, which considering the significance level of less than 0.05, the average of all the variables 

except the impulse buying is significantly different from theoretical mean. Based on the average of the 

variables, it can be concluded that average variables of impulse buying, available time, consumer’s casualty and 

attitude towards the financial obligations are significantly less than the average level. The mean of shopping 

enjoy, money available and the consumer’s self-control ability variables are significantly higher than average 

and the average of impulse buying behavior is moderate.  

 For investigating financial literacy, the variable mean was compared with score 60 which the scores was 

higher than 60 literate people. According to the t-statistic and significance level that is less than 0.05, as a result, 

the null hypothesis is rejected at the 95% confidence level, i.e. the difference between mean financial literacy 

scores of respondents with number 60 is significant. With respect to literacy scores that are smaller than 60, it 

shows that respondents are financially illiterate.  

 
 

 

 

Willingness 

for impulse 

buying   

Situational variables: 

Time available 

Money available 

Right to Choose 

Individual variables: 

Consumer’s non-planning 

Enjoy shopping 

Consumer self-control 

Financial literacy 

Attitude towards financial 

Obligations 

Impulse 

buying 

behavior  
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Table 3: A sample t-test for research variables. 

Variable Comparison of the mean observed with constant 3 
Mean t-statistics Degree of freedom Significance level Mean difference 

Impulse buying 

behavior 
2.856 -1.719 121 0.088 -0.1434 

Impulse buying 

tendency 

2.633 -4.687 121 0.000 -0.3661 

Shopping enjoy 3.354 4.365 121 0.000 0.3545 
Time available 2.893 -2.01 121 0.044 -0.1065 

Money available 3.209 3.521 121 0.001 0.2090 
Consumer’s self-

control ability 
3.524 10.618 121 0.000 0.5248 

Buyer’s 

impulsiveness 
2.777 -3.922 121 0.000 -0.2226 

Attitude towards the 

financial obligations 
2.789 -5.754 121 0.000 -0.2101 

 
Table 4: Comparison of the observed variable of literacy variable with score 60. 

Variable Comparison of the mean observed with a fixed value of 60 
Mean t-statistics Degree of freedom Significance 

level 
Mean difference 

Financial literacy 42.8962 -10.469 121 0.000 -17.10383 

 

4-2. Main model: 

 In PLS models, two models are tested. The external model is equivalent to measurement model and the 

internal model is similar to structural model in structural equation models. The external model indicates the 

factor loadings of observed variables.  

 

4-2-1. External model (measurement model): 

 In structural equation modeling methodology, it is initially required to study the construct validity to 

determine the selected items to measure the desired variables are accurate. For this purpose, the confirmatory 

factor analysis (CFA) is used. In this way, the factor loadings of each item with its variable has a value of t 

greater than 1.96. Therefore, this item has required accuracy to measure the constructs or latent variables.  

 

4-2-2. Model outputs (path coefficients and statistical t): 

 Using the internal model, the hypotheses can be investigated. By comparing the calculated t value for each 

path coefficient, the research hypotheses can be confirmed or rejected. Thus, if the absolute value of t is greater 

than 1.96, the path coefficient is significant at 95% and if the t-statistic value is more than 2.58, the path 

coefficient is significant at 99% confidence level. Results of testing the research’s conceptual model in 

significance state are shown in the following figure. 

 

 
 

Fig. 2: The model in the state of significant numbers (t-value). 

 

 The numbers on paths indicate t-value for each path. To determine the significance of the path coefficients, 

it is required that t value of each path is greater than 1.96. In this analysis, t statistical value for all paths except 

the money available and impulse buying tendency is higher than 1.96 and as a result is significant. Also, it is not 

significant for money available to impulse buying tendency.  
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Fig. 2: The model in the path coefficients state and factor loadings. 

 

 Given the path coefficients, it is shown that consumer’s casualties (0.433), consumer’s self-control ability (-

0.239), time available (-0.180), financial literacy (-0.147), the attitude towards financial obligations (-0.139), 

shopping enjoy (0.122) have the highest impact on variable of impulse buying tendency, respectively. 

 

4-2-3. Internal model (structural model): 

 To evaluate the significant path coefficients or beta, the significant amount of t-value for each path 

coefficients should be considered. Therefore, Bootstrapping method was used. For this purpose, the sample was 

simulated in both 500 and 800 samples which the results show that in both cases, no change is made in the 

significance or non-significance of the parameter and the results have a strong validity.  

 
Table 5: The effect of the direct line of research variables in the model. 

Path Beta Mean Standard Error T statistics Re-sampling t statistics 

500 800 

ATFO←IBT -0.1392 -0.1453 0.0460 3.0216 3.3194 3.0917 

CC←IBT 0.4332 0.4326 0.0546 7.9342 6.8451 7.1259 

FL←IBT -0.1474 -0.1436 0.0484 3.1079 3.2478 3.3945 

IBT←IBB 0.6861 0.6895 0.0350 19.5849 19.7798 20.8925 

MA←IBT 0.0095 0.0097 0.0566 0.1684 0.1832 0.1804 

SM←IBT -0.2393 -0.2365 0.4981 4.8047 4.888 4.8172 

ShE←IBT 0.1224 0.1258 0.0438 2.7927 2.5512 2.4934 

TA←IBT -0.1597 -0.1613 0.0540 2.9541 3.001 3.1244 

 

 According to the t-statistic at 95% significance level, it is larger than 1.96 for all paths except for the money 

available to the impulse buying variable which shows that there is a significant relationship in all paths except 

the money available variable to impulse buying variable.  

 

4-3. Testing the research hypotheses: 

 After reviewing the original model, the research hypotheses are tested.  

Hypothesis 1: the joy of purchase has a significant impact on the tendency for impulse buying  

 Since the absolute value of the t-statistic is greater than 2.793 and more than 1.96, shopping enjoy has a 

significant impact on the impulse buying tendency and the effect value is 0.122 and positive (direct); so it can be 

concluded that by increasing the shopping enjoy, impulse buying tendency will also increase.  

Hypothesis 2: The consumer’s self-control ability affects impulse buying tendency.  

 Since the absolute value of the t-statistic is greater than 4.805 and more than 1.96, shopping enjoy has a 

significant impact on the impulse buying tendency and the effect value is 0.239 and negative (inverse); so it can 

be concluded that by decreasing the shopping enjoy, impulse buying tendency will also increase.  

Hypothesis 3: The consumer’s casualty affects the impulse buying tendency. 

 Since the absolute value of the t-statistic is 7.934 and more than 1.96, shopping enjoy has a significant 

impact on the impulse buying tendency and the effect value is 0.433 and positive (direct); so it can be concluded 

that by increasing the shopping enjoy, impulse buying tendency will also increase.  

Hypothesis 4: The attitude towards the financial obligations affects the impulse buying tendency. 

 Since the absolute value of the t-statistic is 3.022 and more than 1.96, shopping enjoy has a significant 

impact on the impulse buying tendency and the effect value is 0.139 and negative (inverse); so it can be 
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concluded that by decreasing the attitude towards the financial obligations, impulse buying tendency will also 

increase.   

Hypothesis 5: The financial literacy affects the impulse buying tendency. 

 Since the absolute value of the t-statistic is 3.107 and more than 1.96, financial literacy has a significant 

impact on the impulse buying tendency and the effect value is 0.147 and negative (inverse); so it can be 

concluded that by decreasing the financial literacy, impulse buying tendency will also increase.   

Hypothesis 6: The time available affects the impulse buying tendency. 

 Since the absolute value of the t-statistic is 3.954 and more than 1.96, the time available has a significant 

impact on the impulse buying tendency and the effect value is 0.180 and negative (inverse); so it can be 

concluded that by decreasing the time available, impulse buying tendency will also increase.   

Hypothesis 7: The money available affects the impulse buying tendency. 

 Since the absolute value of the t-statistic is 0.168 and less than 1.96, the time available has a significant 

impact on the impulse buying tendency. 

Hypothesis 8: the impulse buying tendency affects impulse buying behavior. 

 Since according to Table 5, the absolute value of the t-statistic is 19.585 and more than 1.96, the impulse 

buying tendency has a significant impact on the impulse buying tendency and the effect value is 0.686 and 

positive (direct); so it can be concluded that by increasing the impulse buying, impulse buying tendency will 

also increase.   

 
Table 6: Summarizing the results of the research hypotheses test. 

Main hypotheses Results of hypotheses test 
Shopping enjoy  impulse buying tendency Confirmed 

Consumer’s self-control ability  impulse buying tendency Confirmed 
Impulse buying tendency  consumer’s casualty Confirmed 

attitude towards the financial obligations  impulse buying tendency Confirmed 
financial literacy  impulse buying tendency Confirmed 

The time available  impulse buying tendency Confirmed 
Money available  impulse buying tendency Rejected 

impulse buying tendency  impulse buying behavior Confirmed 

 

Discussion and Conclusion: 

 Given that consumer behavior is under the influence of and market conditions and emotions and due to the 

fact that impulse buying is a kind of shopping style that is defined as a tendency and desire experience for 

buying and does not follow consumer behavior in terms of rational and economic perspectives and are instead 

associated with complex motivations of social-mental hedonism and also because of the sentimentalism of 

people in decision-making, in particular, purchasing decisions, such a style of shopping among consumers can 

be predicted. Therefore, the research results are described separated by main and secondary hypotheses. From 

the research results, it can be concluded that most consumers really enjoy shopping; they consider purchase a 

recreational activity that even do shopping sometimes to spend their leisure time and meet their mental and 

emotional needs from this way. So, these people are more prone for impulse buying. Also, due to the effect of 

impulsiveness, it can be stated that buyers who purchase impulsively are more influenced by emotions and less 

on logic and rationality and doing impulsive behaviors are more predictable in them. The prone for impulse 

buying for reasons such as superficiality of purchase, priority of thinking over buying, buying in a moment or 

even carelessness while shopping. Also regarding self-control variable, it can be said that in order to have a 

proper place in the minds of the people and to communicate with others, some people may need to purchase 

goods that have not previously planned. Regarding financial literacy and obligations variable, it should be said 

that people with low financial literacy and low financial obligations are more prone for impulse buying. 

Regarding the effects of time available and money available on impulse buying tendency, it can be said that 

there are buyers who are encountered to impulse buying without any rush in buying or having enough time. 

Others are also involved in this purchase due to lack of budget constraints or overspending on buying goods that 

are interested in.  

 

Applicable and Future Recommendations: 

 It is suggested that Due to the impact of financial literacy, consumers, especially students, vendors and 

marketers pay special attention to this issue. Also given that shopping enjoy refers a level of pleasure and joy 

that the consumers get from their activities, it is suggested that sellers try to provide the premises of this kind of 

purchase from customers by making the store environment and applying programs that cause more pleasure and 

attraction of customers, especially students, to their goods and products for both they reach their profit and 

customers feel pleasure and satisfaction. A type of people who have more impulse buying are those who have no 

limitations for buying financially. Therefore, marketers and retailers can promote their impulse buying by 

attracting more people. The future researchers are recommended to examine the issue of buying and impulse 

buying for various products and in various communities and compare with research findings to achieve an 
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overall result. Also, it is recommended that impulse buying is examined in store centers and in different areas of 

the cities. 
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