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This research was conducted with the aim of providing a sample of
psychometric subjects of impulse buying from the perspective of
personality traits. The current research was an exploratory-
developmental study and using the theme analysis method, extracted
the main topics related to the concept of impulse buying based on 5-
factor personality traits and presented it in the form of a model. In
this research, the library method (previous literature study) and in-
depth interviews with participants involved in impulse buying
behavior research were conducted until theoretical saturation was
reached. The participants of the research included 23 women
(buyers of Huda Beauty brand cosmetics) from the border countries
of the Persian Gulf (Oman, Kuwait, UAE) and the southern provinces
of Iran, whose impulsivity and buying extremism was proven using
RFM and Barat tests. Nvivo10 software was also used to analyze the
collected data. The findings showed that 16 inclusive themes and 32
organizing themes derived from the text of the final interviews
formed the pattern of the research. Furthermore, in this model,
components such as bashfulness, self-surprise, Clayton's message
and purchasing capacity were proposed as new themes, indicating its
innovative aspect. In addition, in the proposed model, the variables of
buying pleasure, emotions, and usefulness were confirmed by
previous studies, and the variables of lack of self-control and
situational factors were also proposed as intervening variables
between the intention and impulsive buying behavior. In the
behavioral consequences section, two sections of practical reactions
and emotional consequences were developed.
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EXTENDED ABSTRACT

Introduction

The powerful influence of impulse buying behavior on the consumer is an important
area in consumer behavior studies, and according to them, a more complete
understanding of the nature of impulse buying and the factors influencing it will provide
clues and information for online retailers, merchants, and advertisers. It provides
information on the variables that influence impulse buying behavior to marketers and
even consumers. Impulsivity is conceptualized as a multifaceted construct, which is then
related to functional, dysfunctional, attention, emotional, and cognitive factors. Other
research has shown that different personalities have different buying behaviors. It can be
said that impulse buying and variety-seeking is related to the personality of people. Thus,
this research was conducted with the aim of providing a sample of psychometric subjects
of impulse buying from the perspective of personality traits.

Methodology

The current research is exploratory-developmental in terms of its purpose, and in
terms of orientation and achievement or outcome of the research, it is of an applied type. It
is also an interpretative in terms of research philosophy. By using the theme analysis
method, the main themes related to the concept of purchase impulsivity and 5-factor
personality traits were extracted. In the present research, library method, study of
previous literature and in-depth interviews of people involved in impulse buying behavior
were used until reaching theoretical saturation to collect data in the theme analysis
section. The participants of the research included 23 women (buyers of Huda Beauty
brand cosmetics) from the border countries of the Persian Gulf (Oman, Kuwait, UAE) and
the southern provinces of Iran using RFM and Barat tests, which proved their impulsivity
and buying extremism. In this analysis, Nvivo10 software was used to organize the codes
and match the content of the data. In addition, to ensure the objectivity of the analyzed
data and avoid bias, three authors independently analyzed the data for the coding stage,
then compared and combined their independent coding analysis to create a "more
comprehensive picture" narrative. During the construction process, the authors reached
90% agreement on the codes and this high inter-coding reliability allowed researchers to
validate their work.

Results and discussion

In this research, the inductive method was used to extract the basic, organizing and
inclusive themes. None of the participants in the study had prior knowledge of abnormal
impulse buying behavior; however, according to the results of the RFM, most of them used
to purchase expensive cosmetic products, and the Barat test score for these subjects was
reported to be more than 90. The Results showed, 113 codes, 56 basic themes, 32
organizing themes (model components) and 16 inclusive themes (dimensions or variables
of the model) derived from the text of the final interviews. Finally, according to the
relationships extracted from the analysis of interview texts, compliance with previous
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literature and the guidance of experts, a conceptual model was presented. The list of
identified variables and components is presented in Table 1. In this model, components
such as bashfulness, self-surprise, Clayton's message and purchasing capacity was
proposed as new themes and this model had an innovative aspect. In addition, in the
proposed model, the variables of buying pleasure, emotions, and usefulness were
confirmed by previous studies, and the variables of lack of self-control and situational
factors were also proposed as intervening variables between the intention and impulsive
buying behavior. In the behavioral consequences section, two sections of practical
reactions and emotional consequences were developed.

Table 1. Variables and components identified in order to build the research model.

Variables Relevant components Variables Relevant components

Extroverted
Compatible . Negative emotions
. Emotions i .
Responsible Positive emotions
Smoothly

5-factor personality trait

Price
Promotion
Clash of fashion
Internal and external Self-esteem
stimuli The product
Place
General Adaptations
Access channels

Feeling the need to buy  Feeling the need to buy

, Scarcity Tendency to impulse Tendency to impulse
Clayton's message Fortune-telling buy buy
Social links Sociallinks " ention " ention

Impulsive buying

Impulsive buying behavior behavior Bashfulness Bashfulness
Duty
Situational factors Time Self-surprise Self-surprise
Liquidity
Practical reactions Practical reactions Lack of self-control Lack of self-control
Saturation Emotional Emotional
Consequences L
Keeping in memory consequences consequences

Conclusion

For a long time, researchers have realized that buying is more than a means to meet
essential needs, and in the buying process, a variety of factors, including the psychological
characteristics of the individual and specifically the personality of the consumer, are
effective. The present research determined that the feeling of the need to buy is influenced
by some external factors such as internal and external stimuli, emotions, pleasure from
shopping, usefulness of shopping, social ties, personality characteristics and the general
message resulting in the tendency to buy. Impulsiveness causes the intention to buy
impulsively and then the behavior of impulsive buying such a purchase itself will have
consequences. The innovative aspect of the research is that some of the themes mentioned
in the current research model has not been mentioned in any prior related research.
Organizations’ marketing strategists can use the variables proposed in the proposed
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model to plan their marketing strategy based on consumer behavior to obtain the
maximum benefits for the organization. Since it was found that the personality
characteristic of the consumer is effective in impulse buying behavior, it is detrimental for
organizations to prepare and compile their information banks of customer relationship
management and to know and enrich the information bank of the organization. They
should use barat tests and personality tests based on the behavior of their customers, and
consider the limitation of promotional measures in the marketing mix, spend on
advertising and promotion measures for this category of customers.
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