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Abstract

Impulse buying accounts for almost 80% of purchases in some product categories and shopping is a major leisure and lifestyle activity in many countries. The attempts by researchers to find a clear definition of a phenomenon that cannot be solely described as unplanned behavior and the opportunity to examine the factors that intervene in its expression is the motivation and basis for this thesis. Emotional state, self-control and the presence of others are the factors that are explored and tested in this study in relationship to impulsive buying behavior. This research offers insight into the moderating effect of shopping with a companion and self-regulation of emotions and provides implications for managers and retailers. In essence, emotions and the presence of others influence impulsive buying behavior in a positive way. The lack of self-control leads to higher probability of buying a product on impulse. The support and concrete results of the relationships between the constructs are discussed in depth in this study.
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1. Introduction

Impulsive consumer behavior is widely recognized nowadays. Impulse buying accounts for almost 80% of purchases in some product categories and shopping is a major leisure and lifestyle activity in many countries (Kacen & Lee 2002). Impulsive buying generates over $4 billion of annual sales in the United States. Impulsive consumer buying behavior is regarded as a hedonically complex purchase behavior in which the thoughtful, deliberate consideration of all information and choice alternatives is precluded. It has been suggested that purchases of new products result more and more from impulsive buying rather than planned purchases. Furthermore, the globalization in the expression of technologies, telemarketing and the internet increases the consumer impulsive buying opportunities.

Impulse buying is a pervasive and distinctive aspect of the consumer’s lifestyle and is also a focal point for considerable marketing management activity. A study conducted some decades ago found that between 27 and 62 percent of consumer’s department store purchases fell into the impulse category. Also the century we live in and the marketing innovations such as credit cards, ‘instant credit’, 24-hour retailing, telemarketing and online shopping make it now easier than ever for the consumers to purchase things on impulse.
The attempts by researchers to find a clear definition of a phenomenon that cannot be solely described as unplanned behavior and the opportunity to examine the factors that intervene in its expression was the motivation for this thesis. Furthermore, the history of associating impulsiveness with human weakness and the psychologists and economists’ focus on the ‘irrational’ aspects of such behavior sparks the interest into the topic and uncovers the potential for further research in the field. It is also interesting that the factors that are linked to impulsive buying are also likely to be influenced by culture.

1.1 Problem statement and research goal

Previous research has numerous attempts for giving a clear definition of impulsive buying but somehow the definitions capture different aspects of the phenomenon and fail to address a complete and exact definition. Much of the work on impulsive buying inherently implies negative attributes to the concept. However, once consumers buy products for fun, fantasy, social or emotional gratification, impulsive buying may be viewed as a valued pastime rather than a simple acquisition of goods (Hausman, 2000). Researchers have shown that many factors influence impulsive buying such as consumer’s mood, trait buying impulsiveness, demographic factors, and culture.  This study aims at discussing emotions, interpersonal influence and self-control as factors expected t have a substantial influence on consumer’s impulsive purchases.
Feelings do predict behavior. So if you are feeling hurt, threatened or bored, what are you likely to do? What about if you are happy or interested? Would you go to the movies, go out with friends or go shopping? What about buying things not intended? To assess how well people control their impulses, regulate emotions, manage performances, maintain self-discipline, and break out of bad habits, is a difficult task. The consumption experience is replete with emotion, often of a high degree of intensity. What has been overlooked is the social aspect of emotions, while most of the research done is concerned with the individual conceptualization of emotions. Emotions are not simply internal events but are communicative acts and are also addressed in the consumption environment of an individual (Parkinson 1996, Bearden 1989). A matter of discussion is how the emotional state of an individual influences his impulsive buying behavior. Whether positive or negative emotions, the two extremes of the emotional state, have a stronger effect has been a matter of debate for a long time among researchers and is still argued. Furthermore, does shopping with others have an impact on impulsive purchases (Luo 2005)? If emotions are social and are expressed in a stronger way when being with a friend or family member, then it can be expected that the tendency to indulge in impulsive purchases will increase. However, another factor also plays a major role in the buyer behavior – self-control. Every individual has a different ability for self-control and self-control failure may be the reason for impulsive purchasing. Can we control our behavior and emotions when we are depressed or when we are happy? Will the presence or lack of self-control evolve into impulsive purchases?

The main problem investigated is:

How does the emotional state (positive VS negative emotions) influence impulsive buying behavior?
Subsequently, the following questions will also be discussed:

What is the effect of the presence of others on impulsive buying behavior and how does it moderate the effect of emotions on impulsive purchases?

What is the effect of self-control on impulsive behavior and how does it moderate the effect of emotions on impulsive purchases?

This study attempts to support with arguments and measure how well are people able to control their emotions and how emotions influence their impulsive buying behavior. Furthermore, a matter of examining will be how self-control is influenced by the presence of others at the time of purchase and how does the presence of other induce or refrain consumers from impulsive buying behavior.

1.2 Contribution
This research provides advantage over previous studies which have focused on each construct separately and have considered mainly the individual-difference variables. Social variables and, in particular, the presence of a friend at the time of purchase together with the emotional state of the customer extend the research and contributes with the fact that shopping can be a challenging pursuit for people shopping on their own and even more unpredictable for those venturing into the marketplace with a companion. People’s emotional state influences their daily activities and their interactions with others. This study tries to embrace a spectrum of emotions, without the constraint of only including ‘happy’ and ‘unhappy’ as the extremes. This may increase the reliability of the final results since the consumers (respondents) are able to better identify their current emotional state. Emotions and their effect on impulsive purchases have been a matter of substantial research among scholars. Gradually, attention is also paid to shopping with companion. However, interpersonal factors are the main causes of emotions and mood shift and emotions lead people to engage in certain type of behavior. Whether to engage or not depends on the degree of self-control that one possesses, i.e. the capacity to resist temptation. Thus, the combined effect of emotions, self-control and other people’s influence at the time of purchase on impulsive buying behavior unveils interesting and useful conclusions for retailers and scholars that can be applied to academics and used for future research.
1.3 Thesis structure

In addition to the introduction chapter, this thesis consists of additional chapters starting with the background literature in combination with the hypotheses presented. In essence, the conceptual framework serves as a basis for the hypotheses. Following the hypotheses and conceptual framework, the research methodology will be discussed in the following chapter and the results will be presented. Finally, the conclusion, the managerial implications and the limitations and suggestions for future research will be presented. 
2. Theoretical framework and hypotheses 
2.1 Impulsive Buying Behavior
2.1.1 Impulsive buying definitions

Impulse buying behavior is a phenomenon that captured researchers’ interest forty years ago. Considering efforts from consumer researchers have been invested into defying what the concept of impulsive buying actually is. There has been little consensus about what impulsive buying behaviour actually is. Piron (1991) summarizes in his paper the considerable amount of definitions which are somewhat partial and not capturing the full essence of the concept. Earlier studies from Clover (1950) viewed impulsive buying as strictly unplanned purchase. In fact, more attention was given to the purchase itself, rather than on the consumer. Researchers were interested in the pervasiveness of the concept and recorded it as the difference between consumer’s actual and intended purchases. It was considered especially important to make the difference at which stage of the buying process impulsive behavior takes place – prior or after going to the store. 
The understanding of the concept was greatly improved by Stern (1962). Pure impulse purchasing occurs when consumers experience truly impulsive buying, the novelty or escape purchase which breaks a normal buying pattern. His conceptualization was based on the premise that impulsive buying can be pure, planned, reminder and suggestion, and is linked to consumer’s exposure to stimulus. Kollat and Willet (1969) interchangeably used “unplanned” and “impulsive” purchasing. Rook and Hoch (1985) focused attention on the cognitive and emotional aspect of consumer’s involvement in impulsive purchasing. The construction of the phenomenon’s definition was resting on consumers’ descriptions of thoughts and emotions experienced during impulse purchasing situations. They came up with 5 distinctive elements that draw the difference between impulsive and planned purchases: (1) feeling a “sudden and spontaneous desire to act”; (2) being in a “state of psychological disequilibrium”; (3) experiencing a “psychological conflict and struggle”; (4) reducing “cognitive evaluation”; (5) consuming “without regard for the consequences”. 
Summarizing the five dimensions, Rook (1987) identified impulsive purchasing as a “sudden, often powerful and persistent urge to buy something immediately. It is a hedonically complex and emotionally conflicting behavior which is prone to occur with diminished regard for its consequences.” As it can be seen, a shift in the elements comprising the definitions can be observed. Piron (1991) offers a new definition as an answer to his critique of the previous attempt for definition: impulse purchasing is (1) unplanned, (2) the result of an exposure to a stimulus, (3) decided “on the spot”. Kacen and Lee (2002) define the concept as “unplanned purchase” that is characterized by (1) relatively rapid decision-making, and (2) a subjective bias in favor of immediate possession. They further contributed with their work by investigating how cultural factors affect impulsive buying which gains better insights about understanding the phenomenon. The authors’ research makes a contribution in recognizing that understanding impulse buying solely on a Western point of view is incomplete. The Western-individualist emphasis on the self, individual needs and desires, and hedonistic pleasures encourages impulsive buying behavior. The Eastern-collectivist notions of the self, the interdependence, emotional control, emphasis on group needs and desires would discourage impulsive buying.
Murray’s (1938) description of impulsivity as the tendency to respond quickly and without reflection implies issues to impulsive actions that have been studied by researchers in the fields of psychiatry, social psychology, social work, and cognitive biopsychology. As it can been seen, many of the researchers decades ago were more concerned with finding the right definition of the phenomenon rather than to understand why so many consumers appear to act impulsively in their purchases so frequently (Hausman, 2000). A body of research focused on the fact that impulsive buying behavior pertains the behavioral motivations for a small number of inexpensive products. More recent studies have reported impulse purchases across different categories of products and different price ranges. This implies that impulsive buying is started to be considered as an individual trait rather than a response to inexpensive product offers.
There have been many negative evaluations of the phenomenon since impulsiveness which characterizes impulsive behavior is seen as a sign of immaturity, lack of behavior control, irrational, risky, wasteful, lower intelligence and even social deviance and criminality. Rook and Fisher (1995) were among the first to suggest that normative evaluations serve as a moderator to individual impulsive traits. Consumers attempt to controls their impulsive emotions since they do not want to be considered immature or irrational. Recent studies also imply that although negative normative evaluations of the phenomenon exist, consumers actually do not feel bad about performing such behavior. Rook (1987) found out that 41 percent of the consumers feel good about their impulsive purchases while only 20 percent feel bad about them. Consumers fail to consider impulsive buying as normatively wrong at least in the sense of particular purchases.
Previous research analyzed many factors that influence impulsive buying. These can be consumer’s mood and emotional state (Rook, 1987; Rook & Gardner, 1993; Weinberg & Gottwald, 1982), trait buying impulsiveness (Rook & Fisher 1995), normative evaluations of the appropriateness of impulsive buying behavior (Rook & Fisher 1995), and demographic factors like sex (Coley & Burgess 2003). Rook and Fisher (1995) noted that some circumstances may intervene and prevent and impulse to occur. Impulse buying may be inhibited by lack of time or financial resources. Other factors may be the portability of product, the location of the shop, transport and weather.
2.1.2 Impulsive buying characteristics
The definition of Kacen and Lee (2002) for impulsive buying summarized the main aspects and characteristics of the phenomenon. Impulsive buying is an ‘unplanned purchase’ that is characterized by (1) relatively rapid decision-making, and (2) a subjective bias in favor of immediate possession. Bayley & Nancarrow (1998) build upon this to summarize important characteristics of the impulsive buyer in general which are also in line with previous research. Consumers report a common set of subjective feelings such as:

· The object is irresistible; “must have” feeling prevails
· The decision to buy is urgent; a ‘once and only’ opportunity

· A sense of self-awareness and excitement is created by the purchase; a ‘buzz’, ‘feel the adrenalin’

· The purchase is satisfying at the time and often raises self-esteem and mood (‘rebellious’, demonstrating ‘freedom’, a break from life’s constraints)
· A number of mechanisms can preserve the sense of ‘rightness’ about the behavior although guilt may be present at the time of purchase or later.

Bayley & Nancarrow (1998) point out that these elements (object fixation, urgency, adrenalin rush, lift to self-esteem/mood and guilt) are characteristics of the impulse buying across product categories. Furthermore, the authors analyze the research findings suggesting that there are two different styles of openness which correspond to the sense of either consciously going along with an impulse purchase (self-willed impulse) or being totally overwhelmed and submitted by the passion of an impulse (captivated impulse). In the case of self-willed impulse, consumers are aware of themselves as good economic managers and can feel the impulse purchase to be self-willed to some extend. An example could be a reaction to bulk purchases or in purchase areas where more personal, social and psychological benefits are desired. In this case, shopping lists are ignored and is acted upon the impulse. Consumers are acting in line with the functional ideal but also step-by-step are taking a number of unintentional decisions that lead to a purchase. Captivated impulse shopping is more about shoppers’ motives being at a level that lack any degree of self-awareness.
The research findings of Bayley & Nancarrow (1998) suggest four principal categories of impulse purchases in terms of the experience of the purchase and the rewards and benefits desired:
· Accelerator impulse (self-confirmation role) – it is motivated by the sudden desire to stock-up for a future need. Being a ‘good economic manager’ is what derives the self-esteem. The guilt that might occur if mistakes, bad bargains and wasted purchases take place, is simply rationalized as merely a side effect of a legitimate bargain. For example, if the husband likes cans of beef, the wife would still buy 6 more cans if she sees them in the supermarket although she already has 4 at home. The accelerator self-impulse is a behavior that reinforces an existing positive self-perception.
· Compensatory impulse (self-compensation role) – This could be a reward for completing an onerous task, mood elevator, a compensation for ‘failure’ to secure purchases elsewhere or addresses a self-esteem. On common behavior is buying clothes, shoes and cosmetics that are not objectively needed but may address a self-esteem deficit. In another case, it may be ensuring that your discretionary expenditure is not being out paced by your partner/ peers. This enduring behavior gives a significant buzz and the consumers have a sense of liberating their illicit, private and selfish self and escape the usual constraints of life.

·  Breakthrough impulse (self-redefining role) – Such purchases are often high expenditure items such as jewelry, arts, car, furniture, etc. Respondents feel taken by surprise in their decision to buy. Events unfold in unpredictable and unrepeatable way so that the purchase outcome was not sought out in the first place. Such purchases are symbols of change in status and the need for self-redefinition.
· Blind impulse (dysfunctional) - The previous categories of impulse buying suggest that it does have an underlying purpose and that it fulfills a need. With the blind impulse a sense of being overwhelmed by the product irrespective of any function or cost restraint. Consumers share characteristics of the object being irresistible, urgent and exciting and their purchase is more dysfunctional than functional.
Recently, studies have started to give attention to somewhat more dynamic relationships between impulsive buying behavior and other individual and situational factors. Consumers unable to resist their impulses and in the state of ego depletion were found to be more inclined to engage in impulsive purchases (Baumeister, 2002). Involvement as well as personality traits including lack of self-control, stress, and absorption were also related to the consumer’s propensity to involve in impulsive buying behavior.
Arnold & Reynolds (2003) focused on the hedonic aspects of shopping rather than being task-oriented, rational and closely related to whether or not a product is being acquired. Product acquisitions may not fully reflect the totality of the shopping experience. Hirschman & Holbrook (1982) define hedonic consumption as those facets of behavior that relate to fantasy and emotive aspects of consumption. Consumption is driven by the fun that a consumer gets from using the product. Hedonic shopping motives are concerned with hedonic fulfillment in the sense of experiencing fun, excitement, and fantasy. Shoppers often describe the shopping trip as an adventure, expressing increased arousal and a sense of enjoyment shopping for themselves or others. It can be said that the seeking of such experiences is far more important for such shoppers that the mere acquisition of a product. Tauber (1972) developed a number of shopping motivations with the idea that shoppers are motivated by a variety of psychological needs others than those of only acquiring a product. He classified them into personal (role-playing, self-gratification, sensory stimulation) and social (communication with others, peer group attractions, pleasure of bargaining).
Impulse buying has been of theoretical and practical significance and it should be distinguished that the motivations for such behavior may be quite diverse. For example, there is difference between ‘reminder impulse buying’ (a shopper remembers the need for an essential item by seeing it in the store) and ‘pure impulse buying’ (a purchase that breaks the buying normal pattern). In psychology, the cognitive approach places impulse buying within the framework of impulse control in general. Impulse control improves with development stage. In contrast, the clinical psychological literature has been concerned with compulsive buying as a similar notion to impulsive, addictive or obsessive-compulsive behavior (Dittmar et. al., 1996). 

 Differences between shoppers are of great interest to marketers because then they can better target consumers. As such, gender is often considered as a good source for investigation. It has been thought that women’s behavior in general is more emotional and psychologically rooted than men. This implies that women are more susceptible to impulse purchasing. Moreover, women tend to have a higher propensity to shop than men which also explains the impulse purchases. However, there might be clues that the stereotypical shopping behavior is changing. If the number of purchases is held constant, then men and women have the same susceptibility to impulse purchases. Recent research also shows that men aged 18-34 shop considerably more than older men and men aged 16-24 are more openly shopping for health and beauty products than in past years (Coley & Burgess, 2003).

2.2 Emotions

Emotions being the main driver of impulsive buying behavior have been the subject of debates in terms of terminology. Scientists use the term affect as a general category that encompasses emotions, moods and attitudes. The mental state of readiness that arises from cognitive appraisals of events or thoughts is what characterizes emotions. The line between emotions and mood is difficult to be drawn. It is often said that mood is longer lasting and lower in intensity than an emotion. Other researches add to this that emotions are typically intentional while mood is generally non-intentional and global. Attitudes are often considered instances of affect. Some authors define them as evaluative judgments rather than emotional states. Others make no distinction between evaluative judgments and affect. Still others propose that attitudes have two components: cognitive and affective dimensions. To sum up, the terms emotions, affect, attitudes, moods are all used inconsistently in the literature. 
Rather than focusing on exploring the definitions of impulsive buying behavior, the contribution of this thesis will be to examine the emotional arousal behind the phenomenon and factors moderating people’s inclination to such a type of behavior. This will include interpersonal influence and the presence or lack of self-control. Early research concluded that susceptibility to interpersonal influence is a general trait that varies across persons and occurrences. Further, susceptibility to influence by others is related to personal characteristics. Cox and Bauer (1964) pointed out that people with low self-esteem comply with others’ suggestions in order to avoid social disapproval. Berkowitz & Lundy (1957) also found out that persons who score low in interpersonal confidence ratings are most susceptible to peer influence. 
More recent research done by Luo (2005) contributes by examining the factors influencing impulsive purchasing on the social level rather than on individual. In addition to other researchers’ findings, two factors are evaluated that are likely to motivate the conformation to social norms: inherent susceptibility to social influence and the structure of the group (cohesive or not cohesive). This resides in Fishbein & Ajzen’s (1975) theory of reasoned action, which basic premise is that behavioral intentions are determined not only by attitudes toward the behavior but also by the motivation to comply with social norms. Parkinson (1996) even recognized the fact that emotions are in fact social reactions. Based on the appraisal theory by Lazarus (1991) an event has to matter to a person experiencing it to cause emotion. What makes events personally important is that they achieve their significance in the course of social encounters and the development of relationships between people, i.e. depending ultimately on social considerations. Silvera (2008) moved one step further to analyze the psychological perspective of impulsive buying behavior and examine self-esteem, subjective well-being, positive and negative affect and social influence as closely related constructs and which are more closely related to impulse buying tendencies.
Baumeister (2002) claims that precisely because impulses are resistible, they are of such great interest to both research psychologists and marketers. Resisting an impulse depends on the person’s self-control. The causes of self-control failure are important to understanding impulse buying behavior. Loewenstein (1991) recognizes that consumer behavior includes rational choices, namely balancing future and present benefits and costs, certain situations can induce extreme impatience. Then buying resembles more hedonic characteristics with sudden increases in desire, inner conflict and attempts to control one’s own behavior. Thus, self-control is more the effort to avoid or resist in behaving in such an inconsistent manner.
Sullivan (2008) stresses on the fact that very little research has examined how individuals can in fact use emotion regulation to prevent themselves from engaging in impulsive behaviors. However, deliberate emotional regulation may be a potentially ineffective type of emotional regulation whereas automatic emotion regulation seems to be a more promising approach. He argues that because self-control resources are finite, exerting self-control reduces the amount of resources that are available for subsequent self-control. Therefore, when self-control resources are depleted, one’s tendency to engage in impulsive behaviors, such as impulse buying is higher. Tice et all (2001) point out that deficiencies and failures to impulse control have been linked to a broad spectrum of personal and social problems and because different regulatory goals may be in conflict. The central idea of the authors investigation is that impulse control may fail because emotionally distraught people give primacy to affect regulation.
Early research by Kollat (1969) questions the usefulness of the impulsive buying concept for marketing decisions. Kollat (1969) claims that the concept is too vague, measurements of unplanned purchasing rates may be exaggerated and misleading, and such rates may significantly differ from individual brand category to the parent product category. However, the author’s research is mainly covering the definition side of the problem and the implications rather than focusing on the factors that drive such a consumer behavior. More recent research by Bagozzi (1999) recognizes the presence of emotions throughout marketing – they influence information processing, measure the effect of marketing stimuli, initiate goal setting, mediate responses to persuasive appeals, and are both end and measure of consumer satisfaction. Bayley & Nancarrow (1998) as opposed to impulsive purchasing being socially undesirable, point the attention of marketers to understanding such a consumer behavior in order to formulate appropriate marketing strategies, allocate marketing budgets and design effective marketing tactics. Researchers claim that price-related promotions may not always be the answer to unplanned purchases. Both retailers and direct marketers have to be aware how best to attract significant shares of impulsive purchases. 
Elliot (1998) recognizes that it is possible and actually done to ‘emotionalize’ products which have little rational connections with powerful emotions. The role of advertising is present in such a case by educating consumers how to feel about a products and services (e.g., instant coffee luxury ice-cream). Such emotional positioning strategies are likely to motivate consumers and brands can be used in the symbolic construction. With the emotion-driven choice, Elliot (1998) suggests that it is imperative for marketers to ensure that there are no impediments to immediate purchase.
McGoldrick (2007) calls for a taking into account that the pure division of purchases as strictly planned or unplanned may cause severe bias. He actually points out that different levels of unplanned purchases may exist – specifically planned, generally planned, reminder purchase, and entirely unplanned purchase. Purchase planning then depends on the general need of the consumer and the item that satisfies this need.
2.3 Theory development    

This subchapter serves as an introduction to the hypotheses that will be discussed afterwards. It links the general theory and definitions of emotions and impulsive buying behavior with a more concrete aspect of the matters. Some of the emotions in the emotional quadrant or similar to them can be found in the methodology part of this study. A more detailed discussion of the hypotheses will be presented in the conceptual framework subchapter.
The role of emotions in consumption has been an issue that interests researchers and the level of research that has occurred between the boundaries of the economic discipline regarding emotions is significant. Hirschman & Stern (1999) propose that every consumer has a personal emotional range which can move from extreme happiness to extreme sadness. It is suggested that most individuals experience emotions in the middle range, a significant portion (30% to 50% of the consuming population) however experience emotions above or below the middle range on regular basis. Earlier research by Larsen et. al. (1986) found that certain individuals consistently experience their emotions more strongly than others. There are individual differences in the intensity or magnitude of the reported affect. Moreover, affect intensity applies both to positive and negative emotions. Current personal events, either major or minor, may cause long-term emotional shifts beyond the middle range or may affect emotional states for shorter time, respectively. Hirschman & Stern (1999) reviews three sets of literature dealing with emotion – a cognitive stream, the hedonic consumption stream and the compulsive/addictive consumption stream. The authors support the notion that emotion, working through cognition, can influence behavior, e.g. sociability, gift giving, helping others, etc. 
Various aspects of hedonic and experiential consumption were studied that explore the consumption beyond the boundaries of utilitarian economics and cognitive psychology. Consumers’ motives for certain type of behavior may vary from thrill seeking to social compliance. The aspect of consumer desire for experiences that result in high adrenaline rush may lead to high-risk consumption behavior. Rook (1987) investigated impulse purchasing as a type of compulsive consumption. O’Guinn & Faber (1989) made the distinction between the two phenomena, describing compulsive purchasing as ‘ultimately destructive financially and psychologically to the consumer but which provides momentary relief from tension, anxiety or sadness’. The authors suggest that impulse purchases occur during ‘high’ emotional states, while compulsive purchases occur as an attempt to alleviate ‘down’ emotional states which may be a limiting suggestion. Further findings by the authors were that most compulsive shoppers were female, tended toward obsessive-compulsive traits, had lower self-esteem, higher imagination levels, higher levels of envy and non-generosity, and strong emotional component –  high mood when occurring and depressing mood when one comes to one’s senses.
Emotions constitute a primary source for human motivation and have substantial influence on memory and thought processes. Westbrook & Oliver (1991) conceptualized consumption emotion as the set of emotional responses elicited specifically during product usage or consumption experiences. It can be described either by the distinctive categories of emotional experience and expression (e.g., joy, anger, and fear) or by the structural dimensions underlying emotional categories, such as pleasantness/unpleasantness, relaxation/action, etc. Consumption emotion is distinguished from the concept of mood on the basis of emotion’s relatively greater psychological urgency, motivational potency, and situational specificity.
Emotions have often been conceptualized as general dimensions, e.g. positive and negative affect, but there has also been interest in specific emotions such as surprise, regret, embarrassment, anger, etc. Laros & Steenkamp (2003) integrated the diverging research streams of emotion investigation into a hierarchical consumer emotions model. The authors propose hierarchy that consists of superordinate level with positive and negative affect, basic level with four positive and negative emotions and the subordinate level with specific emotions. However, this thesis will focus on the cluster of emotions being either positive or negative. This makes the model simple the combination of a person’s positive and negative affect is indicative of his/her attitude.
Affect or mood has been identified as a variable that strongly influences a number of actions including impulse purchasing. An individual’s affect is influenced by his/her pre-existing mood, affective disposition, and reaction to current environment encounters (Beatty & Ferrell, 1998). When one is in positive mood (positive affect), one is more likely to engage in approach behavior than avoid a behavior. Positive moods cause people to reward themselves generously, to feel as if they have more freedom to act, and will produce behaviors that aim at maintaining a positive mood state. 

Before acknowledging that positive and negative emotions, the extremes of the emotional state, are dominant drivers of impulsive buying behavior, a focus on the core element of this behavior – impulsivity – will be made. Consumer purchase behavior seldom follows the principles of economic theory. Consumers buy all different kinds of products not just to satisfy a necessity but rather for a relief of bad mood, to express an identity, or for the fun of it. Impulsive buying is also considered sometimes as ‘non-rational’ purchase behavior. Non-rational buying behavior is explained by the dominance of impulsive influences that prevent the consumer from engaging in deliberative assessments of utility (Strack et. al, 2006). Strack et. al (2006) point out that a buying behavior results from either a reflective decision or immediate impulse. The distinction between the two, however, may not be so clear. In the case of a purchase decision driven by an impulse, the consumer must still go to the cash register and pay for the product/s. There is little reason to assume that this component of buying is also driven by pure impulse. 
Most consumers refer to impulsive buying as simply a sudden urge to buy something. This implies several important aspects. The buying impulse is unexpected – arises spontaneously. Psychological impulses stimulate a desire to act immediately and the feeling of having to possess something instantly. This may also lead to feelings of despair, compulsion and obsession. The variety and high level of excitement that is attributed to impulsive buying is what distinguishes it from rational consumption behavior. Some consumers even recognize the disruptive force and the extraordinary stimulation that can induce feelings of being out-of-control. The intense feelings states that accompany this type of behavior range from ‘good, happy, wonderful, high’ to ‘down, frivolous’ and even ‘panic and sick’. Impulse buying is hedonically complex and more about the emotion drivers will be now discussed.
Hirschman & Stern (1999) propose a model that adult consumers exhibit Personal Emotional Range and emotional responses are filtered by cognitive activities that result in impulsive buying, variety seeking and compulsive buying. The following figure depicts four quadrants resulting from the positive-negative valence and high-low emotional arousal.

Figure1
Emotional Quadrants

Positive Valence
                               
                                   A                                                               B
                               contentment                                               exuberance
                               tranquility                                                  delight
                               serenity                                                      ecstasy
                               placidity                                                     elation
            
Low Arousal                                                                                                   High Arousal
                                C                                                                     D
                           hopelessness                                                     anger
                           dread                                                                hostility
                           melancholy                                                       panic
                           lethargy                                                            paranoia
          Negative Valence
According to these quadrants, different types of consumers can be identified and thus, the type that is most likely to engage in impulsive buying behavior. Recognizing which type of consumer is the one that is targeted by marketers may lead to the better development of strategies and increase in sales.
· Contented consumer/ Calm consumption – Quadrant A from the figure contains the emotions typical for positive emotions and low arousal: contentment, tranquility, serenity and placidity. It is likely that some consumers spend their whole life in this quadrant as calm and contented consumers and even others experience these emotions from time to time. Hirschman & Stern (1999) put forward some propositions regarding the emotional range in this quadrant. These consumers are satisfied with the present state of affair but they do not have the energy or desire to be venturesome, innovative or variety seeking. Consumers experiencing positive emotions and low arousal will choose to avoid problem solving activities or activities that are physically and cognitively demanding but rather maintain their state of serenity.

· Happy consumers/Active Consumption – In quadrant B feeling such as exuberance, delight, ecstasy, and elation are posited. Happy consumers will seek new consumption experiences as long as they provide pleasure. Consumers that experience delight and elation will have greatly enhanced cognitive abilities. Many consumers who feel strong positive emotions will feel physically and mentally energized. This will also lead to high levels of consumption creativity and also higher tendency to engage in impulsive buying behavior.
· Sad consumers/ Passive consumption – In quadrant C are emotions such as hopelessness, dread, melancholy, and lethargy. This area has not received much research interest but nonetheless based on the literature on depression and dysthymia, Hirschman & Stern (1999) propose that such consumers are very risk averse and pessimistic about consumption activities. These consumers will most likely stick to ‘tried and true’ alternatives because their behavior is based on the premise that ‘things will never get any better than this’.
· Angry consumers/ Hostile consumption – In quadrant D are consumers experiencing negative emotions with high arousal such as anger, hostility, paranoia, and panic. Drawing from the compulsive consumption literature, the authors propose that much of the addictive/compulsive behaviors like compulsive shopping, connected to impulsive buying, are undertaken by consumers in attempt to self-medicate feelings of anger or anxiety. In this case the sad consumer has the physical and mental energy to engage in a certain activity in order to remedy his/her negative emotions.
2.4 Hypotheses development
Positive emotions are considered important in the science of well-being just because they are markers of optimal well-being. It is obviously that when people experience joy, happiness, interest, contentment, love (positive emotions), they refrain from sadness, anger, and other negative emotions. The balance between people’s positive and negative emotions is what constitutes people’s subjective well-being (Fredrickson 2004). Positive emotions have received little empirical interest in contrast to negative emotions. Various physical components of emotional expression reveal similarly a lack of differentiation for the positive emotions. Often, negative emotions have specific facial configurations that give them universally recognized value. It is easy to identify an angry, sad or fearful face. In contrast, positive emotions have no unique signal value.

When negative emotions are extreme, prolonged, and inappropriate may produce many problems for the individuals and the society inducing them to engage in improper behavior. Positive emotions broaden the scopes of attention, cognition and action and build physical, intellectual and social resources. People experiencing positive affect show unusual, flexible and creative patterns of thought. They also show increased preference for variety and accept a broader array of behavioral options. Frederickson (2004) suggests that in the case that positive emotions broaden the thought-action repertoire follows that positive ‘correct’ or ‘undo’ the effects of negative emotions. Moreover, people experiencing positive emotions might improve their psychological well-being and perhaps also their physical well-being by cultivating these positive emotions as resources to cope with negative emotions. Positive emotions not only make people feel good in the present but also increase the likelihood that by building resources and engaging in activities that maintain such positive emotions, they will feel good in the future as well. Positive emotions broaden the scope of action in terms of prompting unusual and more varied actions rather than typical and consistent ones.
The high arousal emotions could be such as exuberance, delight, ecstasy and elation. The mental conditions responsible for creating elation and joy are also linked to the stimulation of cognitive and physical activity, many consumers who experience strong positive emotions will feel physically and mentally energized, as well. Consumers who are experiencing delight and elation will have greatly enhanced cognitive abilities. They will be able to construct elaborate cognitive patterns and display high levels of consumption creativity.
The emotions influencing the type of behavior such as impulsive buying include families of related states that are characterized by common theme. Joy is often considered almost the same as happiness and has common features just like other high-arousal positive emotions as amusement. Joy can be aimless and at the same tome can constitute readiness to engage in action. Interest is often used interchangeably with curiosity, intrigue, excitement, and has things in common with challenge and intrinsic motivation. Some researches doubt whether interest can be categorized as a basic emotion but in fact it the emotion experienced most frequently. Interest generates a feeling of desire for investigation, involvement, and expanding the self. The mindset of this emotion is characterized by openness to new ideas, experiences and actions. Love is often thought of not being a single emotion but rather people experience varieties of love. Love experiences are made up of many positive emotions like joy, interest, etc. 
One of the basic questions concerning impulsive behavior is what triggers it. Imagine a customer walking into a grocery store. While walking down the aisle and picking the items from the shopping list, he spontaneously stops by the sweets displays and adds a package of sweets to the shopping cart. What led to the unplanned purchase of sweet – the customer’s good mood and impulsive personality? Impulsive buying consists of rapidly decision-making and a subjective bias in favor of immediate possession (Rook & Gardner, 1993). This behavior occurs without a lot of reflection and impulsive buyers are emotionally attracted to the impulse object and desire immediate gratification. The focus of the thesis will be to discuss the inner (at the individual level) factors of such kind of behavior as the customer at the grocery store. Retail environments and product factors may also influence but the emotional aspect of the decision-making process is often overlooked although very important. Consumer moods are positively associated with impulsive buying behavior. In fact impulse buyers experience more emotions that non-buyers (Weinberg & Gottwald, 1982) and actually experiencing more positive emotions than negative induce consumers to engage in such impulsive behavior more often.
People do not only shop in order to satisfy their needs but also because they may simply enjoy shopping. The prospect that a shopping trip can make us feel better suggests that shopping can also be considered as a way of improving moods. This also triggers marketers’ effort to make malls, stores and service encounters, places that make us feel good. In turn, improved mood lead to a host of desired behaviors like higher willingness to shop, impulse purchases, longer stays, and satisfaction (Mano, 1999). Shopping is suggested to be a highly effective mechanism for escaping from negative feelings.
Research in psychology, communications and social behavior has suggested that some buyers may be motivated by an attempt to alter or prolong specific mood states. People in positive mood states will attempt to prolong these desirable feelings through their behavior while those in negative mood will use behavior to alter their state in a more positive one (Faber & Christenson, 1996). In connection to this statement, communication studies have shown that people engage in selective television viewing to change or manage moods. It has been found that viewers indicate that they use television to alleviate boredom, to enhance excitement or to calm down. This can be related to impulse buying in the way that it is also used to change or alleviate mood. Research by Gardner & Rook (1988) suggests that three-fourths of all respondents felt better following an impulse purchase. The most frequent reason why people felt better was a change in mood. Almost 80% reported that they experienced pleasure and excitement following an impulse purchase.
Emotions are ‘fuels for drives, for all motion, every performance, and any behavioral act’ (Fonberg, 1986). The very meaning of life has been couched in emotional terms – the seeking of happiness and avoidance of pain. In marketing terms, marketing success is determined by the extent to which consumers are seeking goods after emotional states and emotional states that are not desired are minimized. Individuals are motivated to preserve a positive emotional state by using mood maintenance strategies, and to alleviate negative emotional states through strategies of mood repair (Isen. 1984). Strategies of mood maintenance may include the common social behaviour of going out to dinner after a pleasant occasion and then going on after that for a drink.

Mano (1999) proposes that considerations should be given on the differences of arousal in postulating emotions. Emotions can range from low arousal (e.g. boredom) to high arousal (e.g. distress). The author argues that highly distressed people have a higher tendency to involve in purchasing in general and bored people have higher tendency to involve in purchasing in favorable store environment and lower intentions in unfavorable store environment. This partly will lead to the particular case of impulse purchasing.

The perspective that impulse buying is “fun” and tends to elevate mood suggests that impulse buying might be primarily associated with emotions. In contrast, Verplanken et al. (2005) propose that negative rather than positive affect is actually the driving force behind chronic impulse buying. To the extent that the primary function of impulse buying is as a mechanism for escaping negative psychological states, the presence of negative emotions should be associated with chronic impulse buying tendencies. Negative mood can precede shopping but the actual purchasing is often characterized by extreme positive feelings. 

Fredrickson (2003) gives another perspective to emotions and urges to act in particular way. Central to many theories is that emotions by definition are associated with urges to act. Anger creates the urge to attack, fear the urge to escape and disgust the urge to withdraw. The models that emphasize the role the specific action tendencies typically cast emotions as evolved adaptations. The negative emotions have an adaptive value. They can promote the survival in life-threatening situations and can be sufficient solutions to recurrent problems. Positive emotions on the other hand are not so easily explained. The bodily change, urges to act and facial expressions produced by positive emotions are not so specific and obviously relevant to some situations as negative emotions. Although it is not yet confirmed by scholars whether positive or negative emotions have a stronger effect on us and our behavior, it can be assumed that positive emotions motivate us more and give us the urge to engage in certain types of behavior.
In overall, consumers are influenced by their emotional state in their inclination to engage in impulsive buying behavior. Moreover, consumers with high arousal of their emotions have a much higher chance in engaging in impulsive buying behavior. Emotions constitute a primary source for human motivation, have substantial influence on memory and thought processes and strongly influence a number of actions including impulse purchasing. When one is in positive mood (positive affect), one is more likely to engage in approach behavior than avoid a behavior according to Beatty & Ferrell (1998). Positive moods cause people to reward themselves generously, to feel as if they have more freedom to act, and will produce behaviors that aim at maintaining a positive mood state. Happy consumers will seek new consumption experiences as long as they provide pleasure. Consumers that experience delight and elation will have greatly enhanced cognitive abilities. Many consumers who feel strong positive emotions will feel physically and mentally energized. This will be the reason for high levels of consumption creativity and also higher tendency to engage in impulsive buying behavior. 
H1: More positive emotional state (strong positive emotions and weak negative emotions) can lead to higher impulsive buying behavior.
Since emotional experience is taken to be mainly private, emotion communication is seen to depend on prior account on individual emotions. Often, a person’s relationships with others are a central concern of emotions. Given the obvious importance of interpersonal relations that cause emotions, it might seem surprising that psychological research has focused mainly on non-social manipulations in which a single individual is presented with his/her emotional range. Many of the things that get people emotional about relate to other people (Parkinson, 1996). Emotions can feed into the ongoing interpersonal process and cause similar or contrasting emotions in others. 
Research done by Hatfield, Cacioppo & Rapson (1992) suggested that in certain social situations, expressive behaviors are mimicked automatically, and the copied responses may directly contribute to the self-perception of emotion. This leads to the conclusion that there is an automatic tendency to catch the mood of the person you are interacting with, i.e. emotions are transmitted directly from person to person. Emotional reactions of other people around you are difficult to ignore and often seem to demand some sort of interpersonal response. If everyone around us is pleased about something, we often end up feeling pleased ourselves. If a group of people are all looking at something or pointing at it, it is hard to resist looking at the same direction (Parkinson, 1996). Moreover, wandering around a mall, where everyone is excited of buying the new Armani collection will trigger your desire to engage in purchasing as well.
Social influence has been analyzed in the context of consumer susceptibility to interpersonal influence (CSII). CSII is the extent to which consumer’s choices are influenced by others (Bearden, 1989). Previous research characterized normative influences as the tendency to conform to the expectations of others. To put it in other words, normative influences are the individuals’ identification and conformation with others. CSII is associated with different consumer behaviors that combine lack of impulse control with relief from negative emotions. The CSII scale has an informational and normative component. The informational component measures the individuals’ tendency to obtain information about products or services he is actively seeking from other people. This tendency of actively seeking information is opposite to the cognitive aspects of impulse purchasing where the individual seeks or considers no information about products or services. The normative component is simply the individuals’ need to use purchases to identify with, enhance an image in the eyes of significant others and conform to the expectations of others in making purchase decisions.

The presence of others in a purchasing situation may influence the decision to make a purchase. In some situations the mere presence of other may influence behavior. Consumers may believe that other people’s opinion and behaviors are credible. They also may use others’ behaviors as justification for their own or as visible indicators for socially desirable activities. Moreover, shopping with others may be due to social motivations (e.g., fun, enjoyment, company) or assistance motivations (e.g., moral support for decisions and product expertise/information). In the case of impulsive buying, it is expected that the social aspect will take prevalence as a motivation for engaging in such a behavior. 

Having discussed already the identifications and conformation aspects of normative influence, lead to identifying their levels depending on the sources of social influence. Peers and family members being the primary source of influence have different normative expectations. Peers are more receptive to the urge of purchasing and induce less pressure to monitor one’s behavior. Monitoring one’s behavior may refrain him/her from engaging to impulsive purchases. The motivation to conform to social norms is affected by the inherent susceptibility to social influence and the structure of the group (cohesive or not cohesive) (Luo, 2005). Group’s cohesiveness refers to the extent to which a group is attractive to its members. 
The theory proposed by Fishbein and Ajzen (1975) assumes that behaviors is a function of expectations for what others consider to be socially desirable and the motivation to comply with these expectations. The nature of the other people’s influence depends on the norms and values of the group. In our context, consumers may perceive peers more likely to reward spontaneity and hedonic goals, to pursue immediately and consider impulsive purchasing desirable. However, consumers may consider family members more likely to be concerned with economic issues (e.g., not wasting money) and consider impulsive purchasing as undesirable (Luo, 2005). Family members may foster a sense of responsibility for others and thus discourage wastefulness and extravagance. Furthermore, the motivation to comply with such normative expectations may be greater among individuals who are susceptible to influence in general and who are in a cohesive group. Such a group has clear and consistent social norms. To illustrate this in terms of the peer group will mean that if the peer group encourages impulsive buying, then the tendency to engage in such behavior in the presence of peers should increase with the cohesiveness of the peer group (Luo, 2005).
According to the social comparison theory, people have the basic need to evaluate themselves. If there is no objective standard present according to which they can evaluate their behaviors or attitude, then people use social bases of comparison. When people use social bases for comparison, it is assumed that they compare themselves to those that are highly similar to them. Shopping with friends is a unique opportunity for consumers to identify with friends and receive evaluations of them which are significant. Others’ opinions in this case are valued and serve to maintain or enhance self-esteem (Mangleburg et. al., 2004). Other research suggested that shopping with friends may mean spending more money. Consumers who shop with others spend more and make more unplanned purchases than in the cases of shopping alone. People may want to avoid being seen as “cheap” in the eyes of friends and therefore purchase more with friends. There may also be some degree of competition or comparison when shopping with others. Also, the enjoyment of shopping with friends and the positive mood may result in proneness spending more in general and spending more on impulsive purchases (Mangleburg et. al., 2004).  

According to Zajonc’s (1965) theory of social facilitation, the mere presence of others can significantly influence an individual’s behavior. In fact, the theory posits that ‘the mere presence of others increases arousal and thereby, the frequency of dominant responses; being the behavioral disposition that exist a priori’. Research done by Argo et. al (2005) demonstrates that even a non-interactive social presence (other shoppers present at the mall) can have an influence on the consumer. Their research is based on the Social Impact theory as a theoretical framework and implies that the consumer’s motives and emotions, cognitions and beliefs, values and behaviors are impacted by the real, implied or imagined presence or action of another person or group of people at the time of purchase. Some of their findings suggest that when the social size increases beyond on person, the consumer experiences more negative (less positive) emotions due to social crowding. This might refrain the consumer from engaging in any kind of shopping, even impulsive one, and leave the shopping center. In addition, the consumers tend to buy more expensive and high quality brands as the social size increases. This implies the need to appear superior in financial terms and manifests a higher social status. The probability to engage in impulsive purchases rises in this case.
Overall, consumers that enjoy company during shopping are expected to have a higher tendency to involve in impulsive purchases. Therefore:
H2: The presence of others at the time of purchase has a positive effect on impulsive buying behavior

“It is largely our narrow, individual rationality that makes us miss part of the fun others get out of life.” (Scitovsky 1992, p. 247)
Shoppers could be often heard to say “I really shouldn’t”. The prices are high, the budget is tight, and an item is not desperately needed so it seems that a reasonable behavior for the buyer would be not to purchase the item. But there come the alliance of wants, impulses and emotions that all serve to convince the shopper that the item will bring happiness, at least for a while. Thus, the decision in this situation is dependable on the conflict between strengths of self-control and desire. Self-control refers to the self’s capacity to alter its own states and responses (Baumeister, 2002). The ability to maintain self-control and successfully implement long-run decisions depends on the relative strength of the opposing forces of desire and willpower. In psychoanalytic theory, the conflict of desire and willpower is presented as a fluctuation between primary process thinking which is impulse driven, irrational and seeks immediate gratification at any cost, and secondary process thinking which is patient, logical and has the will to postpone gratification for future long-run goals (Loewenstein & Hoch, 1991).
Some writers on consumer behavior are fond of the concept of irresistible impulses among shoppers. Baumeister (2002) argue that it is precisely because purchasing impulses are resistible that they are of such great interest both to research psychologists and to marketers and advertisers. Claims of irresistible impulses are more a matter of rationalization than of genuinely being helpless against strong desires. Baumeister (2002) argues that the same implies for shopping. When the shopper returns back home from an unnecessary and expensive purchase, the explanation to the disapproving spouse would be “I couldn’t resist” than “I was too lazy and selfish to resist”. 

Why do people fail to resist impulses? Resisting an impulse depends on the person's capacity for self-control. Effective self-control depends on at least three major in-gredients. These are the standards, a monitoring process, and the operational capacity to alter one's behavior. If any of these fails, self-control can be undermined. 
Standards refer to the goals, ideals, norms and other guidelines that specify the desired response. If you do not want to change, then there is no need for self-regulation. It could be logical that consumers who know exactly what they want are probably less likely to involve in impulsive buying and in general are less vulnerable to influences from sales personnel, advertisers, etc. Uncertain or conflicting goals undermine the basis for self-control and thus people who go shopping without particular goal may be indulged into impulsive buying behavior (Baumeister, 2002). There are situations of conflicting goals such as wanting to buy an item to feel better and idea of saving money. People generally want to feel good and when they are upset the goal of feeling better becomes central. Thus, if the consumer doubts whether to buy the item in the sake of feeling better or save the money, emotional distress may shift the balance in favor of making the purchase. Literature on self-control reveals that emotional distress contributes to breakdowns in self-control. Normally, people pursue desirable, long-term goals and try to restrain aggressive impulses. When people are feeling bad, these restrains break down. 
A second crucial ingredient of self-control is the process of monitoring which indicates keeping track of the relevant behavior. When people lose track of their behavior, self-control breaks down. Relevant to consumer behavior, it can be expected that when consumers keep track of their expenditures and financial assets, engaging in impulsive behavior will be less likely. The third ingredient of self-control is the capacity to alter the self. In the context of the impulse purchases, the person should be able to resist the temptation to buy. The question is to what extent. 
Furthermore, performing any act of self-control seems to deplete some crucial resource within the self and that resource is no longer available to help the person on the subsequent self-control task. Such state of reduced capacity for self-control is called ‘ego-depletion’. People in the state of ‘ego-depletion’ are more likely to involve in impulsive purchases. Such consumers will be less likely to regulate their behavior toward their long-lasting goals, so they yield to temptation and buy impulsively. The concept of ego-depletion could be extended beyond self-regulation. Making choices and decisions appear to reduce the same resource as is used for self-control. Consumers are often faced to make multiple decisions. If each decision along the way depletes the resources slightly, then people should be more impulsive and less self-controlled toward the end of the series of decisions. In the purchase context being at the mall after a long day or a long trip to the grocery store would mean small decisions that translate to depleted resources, lower self-control and more impulsivity regarding the behavior.
Baumeister (2002) goes even further to acknowledge that certain people have chronically more problems with self-control than others. There are certainly individual differences among individuals. Tangney & Baumeister (2001) have developed a trait measure of self-control. People with high levels of self-control have better interpersonal relationships, fewer psychological and symptoms and problems, fewer emotional problems, and higher self-acceptance and self-esteem. People with better self-control might manage their money better, save more and spend less. This idea may predict consumer behavior in terms of impulse purchases. People with low self-control may be vulnerable to being seduced by the moment. Individuals with better initial self-control are able to employ rule-following behavior involving internal speech which further facilitates self-control. Use of internal speech shifts the deliberation process to the symbolic level and reduces the saliency of prepotent stimuli.
If we go one step before, in the trade-off between necessities and indulgences (luxuries), the latter at inherent disadvantage because by definition necessities have higher status in the hierarchy of needs. However, decision rules regarding spending money on necessities that appear locally optimal may in fact lead to globally suboptimal outcomes. Justifying a spending on a necessity may seem rational at the local level but the consumer may feel that on the global level he/she is neglecting important benefits of indulgence. The tendency of particular consumers to under- or overindulge varies over time, individuals and consumption categories (Kivetz & Simonson, 2002). Many consumers recognize that the advantage of necessities and savings in local decisions creates an imbalance in their lives whereby they do not spend enough time and money on pleasurable things. Consequently, under certain conditions may precommit to indulgencies to ensure that they do not end up spending their resources all on necessities. This is actually consistent with the notion of “self-gift” which is an attempt to constraint the persistent urge to say ‘no’ to ourselves in daily life. Given the tendency to limit consumption of hedonic luxuries in everyday life, consumers may feel that they have earned the right to indulge and be pampered. A single trip to the mall after a stressful day may be a self-gift for the day which can then transform into impulsive buying behavior since no previous plans were made before for any purchases.
Recent research has been trying to defend the viewpoint that there is considerable difference between people who are ‘impulsive buyers’ and those that are not. Vohs & Faber (2007) argue in contradiction that almost everyone engages in impulsive spending occasionally and that even identified impulse buyers can and in fact do control their impulses at times. The authors try to investigate what separates impulsive from non-impulsive buyers. When people possess underlying urges to behave inappropriately or in opposition to a goal they have set, they may attempt to control these urges. For some people, being exposed in a buying environment for example, may (even non-consciously) activate the impulse system. People would want to refrain from the buying situation and control the urge having a full compliment of regulatory resources. In this case Vohs & Faber (2007) found no difference between impulsive and non-impulsive buyers when their self-regulatory resources are intact. After a loss of self-regulatory resources, however, people whose systems are activated by buying environment had particular difficulty controlling their spending behavior. 
Work on generalized impulsiveness and impulsive buying in consumer behavior and psychology has focused mainly on the urge to act. In contrast, the psychiatry literature has focused more the problematic side of the issue – people’s inability to control their urges. Problems such as compulsive buying, kleptomania and binge eating are labeled as Impulse Control Disorders by the American Psychiatric Association (1994). Research on self-regulation and other factor connected with people’s inability or unwillingness to control their urges give insight into different spending problems (e.g., impulsive vs. compulsive spending) (Vahs & Faber, 2007). 

It is possible that there is a link between stress and impulsive buying. Highly stress-reactive individuals engage in impulsive buying to escape from negative emotions. Rook & Gardner’s (1988) previous research found that the majority of people (75% of the participants) reported feeling better after an impulse purchase. Given that stress and negative emotions might lead to impulsive buying, one way to prevent such a behavior would be to simply avoid stressful situations causing negative emotions. However, this might not always be possible. Another more effective way to avoid the urge to impulsively spend would be effectively control one’s stress response and therefore immunize oneself from the negative consequences of stress. The term emotional regulation is in fact the modification of any aspect of emotional response, experience or behavior. If you deliberately control your emotions, it may require high levels of effort which would deplete one’s self-control resources and as a result engage in impulsive buying behavior. Therefore, automatic emotion regulation, i.e. without explicit effort, but having norms, beliefs and habits, would be a better solution.
Dholakia (2000) refers to a similar mechanism, namely motivation control which is the set of self-regulatory activities aimed at bringing high level of attention and effort to resist the consumption impulse. You can successfully believe to have overcome the consumption impulse and decide on the spur of the moment just to buy this dress, let the guard down for only this very impulse. The motivation control prevents this from happening and includes strategies such as substitution. The consumer may give herself a small reward for successfully resisting a larger consumption impulse thus reaching a self-efficacy level.
Overall, people that are not able to control their impulsivity and emotions are expected to have a higher tendency to involve in impulsive buying behavior in contrast to people that can self-regulate their impulsivity and engage less often into such behavior. Therefore:
H3: People with high self-control will less likely involve in impulsive buying behavior than those with low self-control.
Many hedonic consumption activities such as shopping in a mall, going on vacation, and so forth are usually shared with other people. Various phrases like ‘happiness shared is doubled and sadness shared is halved’ and ‘misery loves company’ suggest that sharing pleasant and unpleasant experiences can have a positive effect on enjoyment of shared experiences (Raghunathan & Corfman, 2006).

Shopping is inherently social experience. Shoppers go shopping either alone or with a company. During the shopping process of the main sources of influence might be the shopping companion. A companion (a friend, family member, work colleague, etc.) might enhance the shopping experience by means of facilitating shared experience, opportunity for support and assistance in decision-making and interfere in the emotions that might occur otherwise. Marketing research suggests that shopping with others leads to positive outcomes. Other research attempts point out that spontaneous behavior becomes particularly likely when consumers feel a strong degree of group cohesiveness and thus, consumers experience enhanced feeling of readiness for impulse decisions. When peer group norms encourage such type of behavior, then the tendency to engage in it is higher when the cohesiveness of the focal peer group is higher. 
Borges et. al. (2010) expect that a shopper experience different emotions and shopping values when shopping with others. The reduced stress and increased relaxation when shopping with a friend may be, however, in controversy of when shopping with a family member. Shopping enjoyment could be lower in that case since shoppers tend to adopt a utilitarian orientation when shopping with a relative. Borges et. al (2010) propose that the presence of others might have two contrasting effects. If the retail outlet is one that the shopper identifies highly with, the presence of a companion may reduce the positive effects. A friend can be distracting or adding tension to what could be otherwise a personally rewarding experience. Especially if the companion’s shopping orientation contrasts with the consumer’s (the friend is not eager to engage in spontaneous buying of an expensive perfume at a counter). Thus, the likelihood of diminished experience exists. On the other hand, when a shopper visits a mall that he/she does not have a strong attachment to, the need to protect the experience is lower. Therefore, being with a shopping companion of any type may in fact be better than being alone. In the extreme, this could be similar to the shared misery effect.
As already has been discussed above peer and family influence on shopping, attention by marketing researchers have been brought on husband-wife joint purchasing. Married couples generally (88%) report disagreeing with each other during the buying process. Husbands are less willing to compromise on purchase decisions. Spouses are reluctant to purchase brands and product categories associated with the opposite sex. Shopping with a spouse has the potential to introduce friction into the shopping experience in the way that shopping behaviors and orientations may be in conflict. The wife’s spontaneous decision to buy new curtains for the house might be seen as an excessive and unnecessary expense for the husband given the good condition of the current curtains. Being with her husband, the wife may express her negative emotions in a stronger way than being alone in the mall. The friction between them into the shopping experience may greatly increase her anger and increase the probability for her involvement into impulsive buying behavior.

Overall, not only that shopping with others may increase happiness and produce a wave of emotions but also these emotions are strongly activated and expressed. One can be happier when shopping with a companion but moreover, one expresses this happiness in a stronger way and there is strong activation in involvement in the shopping activity. The same logic is behind the emotional state of anger or dissatisfaction that a consumer may experience which is intensified by the presence of others (friends/family) at the time of purchase.

H4: The effect of emotional state on impulse buying behavior is stronger with the presence of others.
Experiencing negative emotions imply a state of disequilibrium and naturally a desire to return to normal state, i.e. feeling positive emotions. Coping with positive emotions differs from negative in that it often involves sharing one’s good fortune, increased physical activities and also such that will preserve the positive state. As noted earlier in the thesis, emotions are also accompanied sometimes by high arousal levels of increased optimism and increased readiness for adventuresome activities. Some theorists maintain that emotions also include tendencies as part of their meaning. An action tendency refers to the readiness to engage or disengage from interaction and includes impulses of moving towards, away or against. Happy consumers would tend to maintain their happiness (self-regulate emotional state) and be prone to act on impulsivity, i.e. engaging into impulsive buying behavior.
It was pointed out already in the thesis that emotions differ in some characteristics from mood but there is a great amount of research as well that suggests mood is a steady-state phenomenon that follows emotions. Thus, assuming that excitement and joy will lead to a happy mood is quite logical. Morris & Reilly (1987) consider the idea that people self-regulate their good moods. Bad moods may provide their own incentive leading to self-regulation but in the case of good mood the need for self-regulation is less obvious. If you are feeling good why not just enjoy it? People do self-regulate in order to maintain positive mood. For example, if a man has just been unexpectedly promoted and is in a good feeling state, he may not want to go home to his usual routine. Instead, he may feel like going out with friends and celebrate because such behavior will likely maintain his positive mood. The motive to maintain good mood arise when events or certain activities that are incompatible with the current good mood threaten to reduce or eliminate it.
Impulse regulation as discussed earlier is close to emotion regulation and mood control that are in the context of general self-control. Most forms of self-control involve denying impulses or forcing the self to do something contrary to hedonistic tendencies. Denying one’s hedonistic impulses can lead to a negative effect. Many people feel that engaging in a certain type of behavior like shopping, drinking, gambling make them feel better. Refraining from such a behavior and the related activities can result in negative emotional states. 

The main types of emotion-control tasks are: a person could be trying to get into, get out of, or prolong either a bad or good mood. The most common attempt to control moods involves getting out of various bad moods. Tice and Bratslavsky (2000) clearly state that self-control can result in negative mood and that negative mood predisposes people to fail at self-regulation. Thus, emotions can have the potential to create negative spirals in one’s effort to control oneself. Emotional distress is often so aversive that people often give their highest priority to ending it and trying to feel better. However, while people are busy controlling or repairing their bad mood, other self-control goals are abandoned which results in self-control failures. Denying oneself creates a negative mood and people’s preoccupation with repairing this mood may fail at self-control. Giving top priority to mood control may involve using many pleasant distracters as a way of regulating emotions. This could be excessive drinking, eating, gambling and other types of addictive behaviors. 

Some previous research shows that people in negative mood tend to engage in greater subsequent self-gratification and self-reward than people in neutral mood. People would prefer an immediate small reward over a more distant large reward. Thus, people are ready to sacrifice long-term gains for the short-term goal of emotion regulation (Tice & Bratslavsky, 2000). Rook (1987) defined impulsive buying as fundamentally a problem of failing to delay gratification. The inability to delay gratification in that immediate rewards and temptations outweigh long-term planning, results in the person making unplanned purchases. Mood can contribute to a shopping control loss if the consumer focuses on the things other have (relative deprivation). When consumers lose control of their budget as a result of unplanned purchases, they may need to engage in increasing willpower or trying to reduce temptation. The link between negative mood and shopping is well recognized by consumers which may explain slogans like ‘when the going gets tough, the tough go shopping’ and ‘shop till you drop’. Mood regulation is a determinant of impulsive buying (Hoch & Loewenstein, 1991).

Overall, people with high levels of self-control regulate their emotional state and thus their tendency to engage in impulsive buying behavior may decrease. Whether one maintains a positive mood or wants to escape a negative emotion, the ability to regulate your own emotional condition affects the impulsive purchases that could be made. Self-control moderates the effect of emotions on impulsive buying behavior.
H5: The effect of emotional state on impulsive buying behavior is stronger for people with high levels of self-control.
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Figure 2. Conceptual framework

3. Methodology
In the current chapter, the research methodology will be presented. First, the sample and data collection process will be discussed, followed by the measurements chosen for the research. Finally, the analyses leading up to the results will be discussed.
3.1 Sample and data collection

The data for the present study were collected through questionnaire. In order to capture the influence of others while shopping, two questionnaires were developed. The first one included a scenario where one shops alone and the other one included the same scenario with the distinction that the consumer is accompanied by his/her best friends. All the other questions were the same. The choice for the different products that are part of the scenarios was made considering typical product categories that are bought on impulse. Evidence from previous research pointed into the direction of the fact that unplanned purchasing rates are high for candies and chewing gums (85%), for dental hygiene products (75%), and for cosmetics (70%). Finally, Mars candy, shampoo, perfume, CDs and magazines were chosen for the scenarios. The two questionnaires were sent to different groups of people with the objective of avoiding the same person to complete both questionnaires which will lead to unsatisfying results.  
3.2 Measurement

The initial questionnaires were generated from previously validated academic literature in the area of emotions, self-control and impulsive buying behavior. The final questionnaires consisted of 4 main parts with the above mentioned notions including a scenario with alone version and with a friends version. In essence, each respondent was asked, based on his experience and emotional status, to rate the different attributes of emotions, self-control, and impulsive buying tendencies. It was a considerable thought which emotions should be included in the analysis of the hypothesis. They had to be somewhat universal but also applied to the consumption experience so as a result the choice came to ‘interested’, ‘satisfied’, ‘happy’, ‘enthusiastic’, ‘excited’, ‘depressed’, ‘irritable’, ‘annoyed’, ‘unsatisfied’ Some may doubt whether ‘depression’ is an emotion but rather a mood condition. In fact, depression may be thought of as a secondary emotion, i.e. there are other negative feelings that contribute to it. The responses were measured on a seven-point Likert scales ranging from totally disagree to totally agree, and not likely at all to very likely. 
Note that the statements used for each construct in the present research are based on scales that were validated in previous studies. First, the scale used to measure the emotional state of the respondents was a combination of the PANAS scale by Watson, Clark, and Tellegen (1988) and the PAD scale by Mehrabian and Russell (1974). The PANAS scale (Watson et al., 1988) consists of two 10-item mood scales developed to provide brief measure of positive affect (PA) and negative affect (NA). A number of different time-frames have been used with the PANAS scale but in the current study the time-frame adopted was ‘right now’. The PAD scale (Mehrabian & Russell, 1974) consisted of 3 dimensions – pleasure, arousal and dominance – and captured a wide range of emotional states experienced during consumption. In essence, a combination of both scales was used in the present study since the combination of emotions extracted from both scales will best represent the most common and basic emotions a consumer might experience. When it comes to the control measurement, the impulsivity component of Arneklev et al (1993)’s low self-control items extracted from Gottfredson & Hirschi’s A general theory of crime scale was used. This scale was preferred over a simple control in general scale since it is connected with impulsivity and applies to this study’s goal. Furthermore, in order to measure impulsivity in general among participants, an impulse buying tendency scale proposed by Wenn, Jones, and Beatty (1997) was used. The scale consists of 5 items and was preferred over Rook & Fisher (1995) measure of impulsive buying tendency in terms of better performance. Finally, two slightly different scenarios were developed according to real-life shopping situation resemblance. 7-point Likert scales were used for the rating of the different items proposed that are likely to be bought on impulse. Also questions about the habits of buying the items were asked since if a respondent does not like the product in general, the probability of buying it on impulse may diminish. An overview of the statements used to measure each of the main components of this study and the two questionnaires is presented in Appendix A.
4. Analysis and results
As previously mentioned, the main purpose of the present study is to investigate how emotions influence impulsive buying behaviour and whether and how this relationship alters with the presence of other people and the presence or lack of self-control. In order to obtain a better understanding of the phenomenon of impulsive buying behaviour from a consumer’s perspective, several hypotheses were proposed. The hypothesized relationships, which are consistent with relationships that have been proposed and validated in earlier studies done in the area of behavioural economics and psychology, were tested by conducting factor analysis and several regression analyses. 122 responses were collected from the questionnaire but after careful analysis of the data and deleting some inconsistencies the final sample consisted of 114 responses.

4.1 Factor analysis results

A component factor analysis was first conducted in order to define the structure of interrelationships among the variables, derive underlying dimensions and ultimately describe the data in a reduced number of concepts than the original variables. The objective was to obtain results (factors) that could be better interpreted and subsequently used for further analysis. 
Initially all variables were simultaneously included in a factor analysis. However, an extensive examination of the data showed several inconsistencies which made the results difficult to interpret. The questions in the questionnaire were initially designed to encompass the separate constructs of emotions, self-control, presence of others and impulsivity tendency. Following this initial path, the decision to run a separate factor analysis for each construct was taken.
For each factor analysis that was conducted, several measures were analyzed. An initial inspection for correlations above 0.3 in the correlation matrices was conducted which revealed that there is basis for proceeding with the factor analysis. The KMO and Bartlett’s test were run for each construct. The KMO has to be above 0.5 in order to indicate relatively compact patterns of relationships among the variables and so that factor analysis yields distinct and reliable factors. The probability of the Bartlett’s Test satisfied the requirements of all the 4 factor analysis as it showed that the correlations have a probability higher than 0.5.
After accessing that running a factor analysis is adequate in the current research, the numbers of factors to be retained for further analysis were selected. In general, it is assumed that a factor solution should explain at least half of each original variable's variance.  Therefore, variables with communalities less than 0.40 were stated to be removed from the analysis. Subsequently, the Varimax rotation method was employed in order to achieve more interpretable and theoretically more meaningful factor solutions. A smaller number of variables were loaded highly onto each factor resulting in more interpretable cluster of factors. The patterns of factor loadings were examined in order to identify variables that showed a complex structure or had low factor loadings. Therefore, after careful evaluation variables that did not exceed the threshold of 0.4 were removed from the analyses for interpretative purposes. Before rotation, most variables loaded highly onto the first factor and the remaining factors didn’t really get a look at. However, the rotation of the factor structure has clarified the analysis considerably. The information regarding the results of the Bartlett’s test and the number of factors to be retained and their relative explanatory power as expressed by their eigenvalues can be viewed in appendix B. 
After the unreliability of the initial factor analysis including all constructs together, several subsequent factor analysis were conducted for each construct, i.e. emotions, self-control, presence of others in the different scenarios and the general impulsivity tendency in terms of questionnaire statements. After analysis and refinement of the data, the results show loadings on each factor. Hence, considering that the results that were obtained showed that the loadings on each factor were clearly measuring the same concept, the decision was made to rename the factors obtained according to the specific items they were measuring. Factors were made for the emotions construct, self-control construct, impulsivity construct and the presence of others in the scenarios. Some statements were excluded from further analysis since their loadings were less than 0.4. Moreover, some statements like the emotions ‘stimulated’, ‘calm’ and ‘relaxed’ were excluded on the basis of obtaining more reliable results since their inclusion into the emotion factor is quite ambiguous. Also, after the exclusion of these emotions, the obtained Cronbach’s alpha as a measure of internal consistency estimate of reliability increased as the intercorrelations among the test items increased.

 In addition, the product items ‘Mars candy’, ‘CDs’ and ’Magazines’ were excluded from further analysis since their factor loadings were below 0.4 and the correlations among the items with their presence were not meaningful. The results for these items in the questionnaire were ambiguous maybe because people that do not buy these items regularly or do not like them will also not buy them on impulse. It could be that people tend not to buy CDs nowadays but rather download music from internet so they were not a reliable measurement of impulsive buying behaviour. Similar to this for Mars candy, the fact that a lot of people love chocolate and are first tempted to eat it when depressed or even as a reward when happy, makes it ambiguous whether it is a true impulse purchase or rather a ‘always-on-the-mind’ planned one.
In order to determine the internal consistency of the different scales, the Cronbrach’s alpha was computed for each scale separately. The aim of computing the reliability index is to measure how well the different items measure a single one-dimensional construct. The reliability index obtained for positive and negative emotions as well as general impulsivity tendency is around the value of 0.90 indicating that the different scales showed a high degree of internal consistency and that each items included in the different scales were measuring the same concept. However, due to the fact that not a validated scale but rather a made-up scenario items were used, the Cronbach’s alpha for the scenarios is rather low. Almost the same is true for the self-control construct since two different scales were used for the item development. The results are presented in Table 1.
	Factors
	Cronbach’s alpha

	Emotions
	0.930

	Self-control
	0.640

	Impulsivity
	0.801

	Scenarios with products
	0.501


Table 1 Cronbach's alpha
A small minority of respondents that behaved in an inconsistent way was found after a cluster analysis and was decided to be excluded from further analysis. The cluster with 95 respondents remained which is the basis for the following results in the regression analysis that follows. The final empirical research consisted of testing the hypotheses that were previously posed. In order to do so, several regression analyses were conducted. The factors that were derived from conducting the factor analyses were included in the regression analyses and served as the independent or dependent variables.  
4.2. Regression analysis results
4.2.1 Direct effects
This part of the results discusses the direct effects of the independent variables on the impulsive buying of shampoo and perfume. The constructs of self-control, emotions and presence of others are examined in relationship with impulsive buying and their positive or negative effect that they have on impulsive purchases.

The first hypothesis theorized that emotional state, where higher values denote positive emotions and low values denote negative emotions, has a positive effect on impulsive buying behavior. The expectations were that when you are happy or excited the probability that you will buy a product on impulse rises. 
Below is presented Table 2 with the results of the regressions done including different variables. In general, the dependent variable is the scenario for the two products – perfume and shampoo – that are bought on impulse. Several combinations of independent variables were tried in order to receive results that are worth interpreting. R square provides an indication of the explanatory power of the regression model. It is the percentage of variance in the dependent variable explained by the collection of independent variables. The decision rule when explaining the results is if p<.05 then we reject the null of nonsignificance and conclude that the independent variable is a significant predictor of the dependent.
	Variables
	Unstandardized coefficients
	Significance

	Constant
	3.905
	.000

	Average_Emotions
	.243
	.000

	Presence of others
	.341
	.087

	Control
	-.435
	.030

	R square
	.177
	


Dependent variable: Impulsive buying intention  
Table 2 Regression results (1)
The initial results show that emotional state and control are significant at a 5% level. The presence of others is significant at 10% level. The model shows that 17.7% of the variation in scenarios is being explained by the emotional state, control and presence of others. As expected, emotions (B=.243) have a positive influence on impulsive buying, i.e. the happier you are, the higher the probability that you will buy impulsively shampoo or perfume, other things held constant. This supports H1. Their effect is of lower intensity to impulsive purchases than the presence of others. It can be said that the fact that you are with friend while shopping has a greater effect on the probability to buy on impulse shampoo or perfume than your emotional state.
H2 proposes that the presence of others (friends/family members) at the time of purchase has a positive effect on impulse buying behaviour. Shopping with others tend to result in more purchases as a whole and more impulsive purchases in particular Although significant at 10% level, the presence of others in the regression model (B=.341) influences in a positive way the impulse buying of perfume or shampoo. Consumers that enjoy the company of a friend during shopping have a higher tendency to involve in impulsive purchases like buying a shampoo or perfume. The mere presence of a friend increases arousal and also may lead to mimicking behavior, i.e. if the friend buys the shampoo or perfume, you also buy it. Another explanation is that when in company, people spend more in order to show themselves superior in financial terms and implies social status. The probability to engage in impulsive purchases rises in that case. Although product like shampoo is not a luxury item, perfume may be a good example for showing yourself superior in front of your friend.
As expected, the results from the regression analysis show that the less self-control you possess, the more likely it is to engage in impulsive buying behavior. The independent variable control (B= -.435) is significant and the negative sign implies a negative relationship which supports H3. People that cannot control their impulsivity and emotions will have a higher tendency to involve in impulsive buying behavior in contrast to people that can self-regulate their impulsivity and engage less often into such behavior. Spontaneous people who will be tempted to buy the shampoo or perfume even though they do not need this purchase in terms of necessity, are those that have low levels of self-control. Faced with the promotion of the items on cash counter, they will make an impulse purchase without being able to resist the temptation like people with high levels of self-control would do.

4.2.2 Moderation effects

After discussing the direct effect, a further notice will be given to the moderating effect of the presence of others and self-control. They are both expected to influence impulsive purchases in a positive way and to intensify the influence of emotions on impulsive buying behavior.

	Variables
	Unstandardized coefficients
	Significance

	Constant
	3.396
	.000

	Control_Emotions
	.426
	.002

	Presence_Emotions
	-.406
	.021

	Presence_Control
	1.344
	.040

	Respondent’s sex
	-.786
	.001

	Average emotions
	.426
	.002

	Control
	-.421
	.027

	R square 
	.195
	


Dependent variable: Impulsive buying intention  
Table 3 Regression results (2)

In this part of the regression analysis the moderation effects are explored. The dependent variable is again the scenario with shampoo and perfume and as independent variables are included the interaction between self-control and emotions, the interaction between the presence of others and emotions, the interaction between presence of others and control and respondent’s sex. The results are all significant at a 5% level. The model shows that 19.5 % of the variation in the scenario could be explained by the included variables and respondent’s sex. We take into account the coefficient of the interaction between the presence of others and emotional state (B= -.406). The direct effects remained significant and with the same sign. H2 was supported in terms of the direct effect of the presence of others. It is implied that shopping with friends enforces our positive emotions at a greater rate and this leads to impulsive shopping. The moderating effect of presence of others indicates that when you are with friends and you are happy, this further increases the probability that you will purchase something on impulse rather than if you are happy but alone. This supports H4 that states that the effect of emotional state on impulsive buying is stronger with the presence of others. Reasons for this may be that friends enforce emotional intensity and also due to the tendency to catch and feel emotions that are similar to and influenced by those of others.
H5 theorized that the effect of emotional state on impulsive buying is stronger with the presence of self-control. It was previously supported that high self-control implies lower tendency to involve in impulsive buying. The interaction between self-control and emotions (B=.426) has a positive influence on impulsive buying. This implies that the presence of self-control increases the effect of emotional state on impulsive buying. It may be that controlling your emotions may mean maintaining your current positive emotional state which may lead to buying impulsively the shampoo or perfume on discount.
Furthermore, the results show a strong positive effect of the interaction between presence of others and self-control (B=1.344) and impulsive purchasing of shampoo and perfume. As complimentary results to H2, the idea is that when one is alone at the time of purchase, one can better control his/her emotions and actions.  The rate of self-control is greater when you are faced with a promotion of your favourite perfume or shampoo on impulsive buying tendency than when you are with your friends and more vulnerable to influence.
4.2.3 Additional results
Some additional results will be presented that highlight the effect of the demographic factors on impulsive purchases. Sex, age and income questions were part of the questionnaire and although not part of the hypotheses, their inclusion in the analysis revealed some interesting results that can serve as basis for future research. Age and income appeared to be insignificant from the beginning and were not included further in the analysis. The effect of sex might have been stronger which may justify the only significant result of the demographic factors.

Sex and impulsive buying behavior have been a matter of research and have important marketing implication like what marketing strategies to apply in order to target men and women. The results from the regression show that men are less likely to buy shampoo and perfume on impulse than women. The coefficient in Table 3 and 4 slightly differ but they are both negative and imply the same relationship that women are acting more impulsively and base their decisions on their emotions. Women are generally more susceptible to emotions and mood in general which may be one explanation for the results. Furthermore, the nature of the items (shampoo and perfume) included in the analysis may lead to these results. Men may buy other type of items on impulse like CDs or car accessories. 
As previously stated, emotions (B=.422) have a positive effect on impulsive purchases. . The model shows that 18.6% of the variation in scenarios is being explained by the emotional state and respondent’s sex.

	Variables
	Unstandardized coefficients
	Significance

	Constant
	3.666
	.000

	Presence_Emotions
	-.400
	.027

	Average_Emotions
	.422
	.002

	Respondent sex
	-.771
	.002

	Respondent age
	-.010
	.592

	Presence of others
	1.305
	.055

	R square
	.186
	


Dependent variable: ScenarioAverage 

Table 4 Regression results (3)

The results showed that the demographic variable respondent’s age included in this research do not have a statistically significant influence on the impulsivity buying. However, this does not necessarily mean that the respondents’ age is in general totally irrelevant. These results simply show that the current research could not find undeniable statistical evidence in order to claim that the demographic variable have a significant influence on impulsive purchases. Previous research done by Kacen & Lee (2002) and Wood (1998) point out the relationship between impulsive purchases and age. It is expected that shoppers under the age of 35 are more prone to impulsive buying than compared to those over 35. This is consistent with the logic that older consumers demonstrate greater control of their emotions and actions. However, only assumptions could be made since the results of the regression analysis in this research are insignificant. A possible explanation could be that the effect of sex is stronger or that the sample of respondents consists mainly of students and there is no diversity of respondents’ age.
In summary, the results of the current research validate the previously proposed hypotheses. First, it can be concluded that the emotional state of a customer have a positive effect on his/her impulsive purchases. When the customer is happy or excited, his/her emotions influence impulsive buying behavior. Only the reasons behind are different; either to maintain the current positive emotional state or to improve it. The presence of others at the time of purchase (B= .341) also has a positive effect on impulsive purchases and as expected the lack of self-control (B= -435) has a negative effect. More interesting were the results of the moderating effects presence of others and control. They also partly explain the reason behind the direct effects. Shopping with friends enforces our positive emotions at a greater rate and this leads to impulsive shopping. Furthermore, when you shop alone, it appears that one is better able to control his/her emotions and behavior and the probability of engaging in impulsive purchases of shampoo or perfume in this case decreases. It was also shown that gender in fact is a variable that has to be considered when analyzing impulsive buying behavior. The additional results that women are more prone to buying impulsively shampoo or perfume give basis for future research. This could be a general tendency or also a subject to change according to the type of personality and product category.
	Hypotheses
	Results

	H1: Emotions have a positive influence on impulsive buying behavior.
	Supported

	H2: The presence of others at the time of purchase has a positive effect on impulsive buying behavior.
	Supported

	H3: People with high self-control will less likely involve in impulsive buying behavior than those with low self-control.
	Supported

	H4: The effect of emotional state on impulse buying is stronger with the presence of others.
	Supported

	H5: The effect of emotional state on impulsive buying behavior is stronger with the presence of self-control.
	Supported


Table 5 Overview of results

5. Conclusions

5.1 General conclusions
Impulsive buying disrupts the normal decision-making process among consumers. For a long time, impulsive buying has been associated with immaturity, lower intelligence and social deviance. However, the approach to this type of purchase is changing. Emotions being the main driver of impulsive buying behavior have been the subject of this research which was a motivation to combine their effect with the one of presence of others at the time of purchase. Very little research has examined how individuals can in fact use emotion regulation to prevent themselves from engaging in impulsive behaviors which was a motivation to explore how self-control influences impulsive purchases. The results of the study confirmed the expectations stated in the hypotheses with the main contribution of the positive effect of emotions on impulsive purchases. The respondents that were in a positive emotional state were more likely to engage in approach behavior than avoid a behavior. In the scenario, such behavior is the purchase of shampoo or perfume. Positive moods cause people to reward themselves generously, to feel as if they have more freedom to act, and produce behaviors that aim at maintaining a positive mood state. It can be assumed that the respondents as happy consumers seek new consumption experiences as long as they provide pleasure This is also the reason for high levels of consumption creativity and also higher tendency to engage in impulsive buying behavior. The respondents that possess low levels of self-control were not able to resist the temptation and reported that they would buy shampoo or perfume on impulse. Furthermore, the presence of a friend on the time of purchase has a positive effect on impulsive buying. This shows that consumers are influenced by the opinion or behavior of a companion when shopping.
Self-control and presence of others as moderating the relationship between emotions and impulsive buying behavior showed interesting results. The effect of emotional arousal is higher when one shops with a companion and the level of self-control is low. When one is alone, the self-regulatory mechanisms are stronger than when you are with friends or family members. The reasons should be a subject of further investigation as well as the demographic factors that might be of great importance such as gender, age, or income. Being aware of the different factors and their intensity would help retailers and marketers to develop better strategies and increase their sales. Impulse buying is a pervasive and distinctive aspect of the consumer’s lifestyle and is also a focal point for considerable marketing management activity also due to the Internet era and fast-moving consumer goods that are part of our life nowadays.
5.2 Managerial implications

Marketers need to understand such consumer behavior in order to formulate appropriate marketing strategy, allocate marketing budget below-the-line and design effective marketing tactics. This may seem an obvious implication but is in fact sometimes underestimated since research found out that price-related promotions might not always be the answer to high impulse categories. Shoppers might be tempted by a discount or a merchandise display but there are also a larger number of inputs in the decision-making process. Both retailers and direct marketers need to know how best to attract a significant share of impulse purchases. Retailers have the opportunity to encourage shoppers to spend on urge and make unplanned purchases by constantly working on creating positive shopping environments. Appropriate displays and interesting events, friendly staff, appropriate aromas and lighting will encourage customers to spend more time at the store, positively influence his/her emotional state and most likely result in impulsive purchases.

One of the social roles of advertising is educating people how to feel about products and services and this can be seen from current trend towards ‘emotionalizing’ many product categories. However, an emotional positioning strategy must be applied with caution and be culturally appropriate when marketing across borders takes place. Moreover, emotion-driven choice is an instantaneous process and marketers have to ensure that there are no obstacles to immediate purchase. This may include easy access to certain impulsive item categories, creating stimulating atmospherics and customer support either during or post-purchase (Elliot, 1998). Retailers should pay attention to consumers’ emotional state and their in-store hedonic experience since this can trigger impulsive purchases. Furthermore, impulse purchases may be encouraged by retailer through store design, better product displays, package design and sales. 

Some products are impulsively purchased with more frequency than others and were purchased differently by men and women. Retailers should pay attention to the careful merchandising of these items that will increase the frequency of impulse purchases. Moreover, identifying and profiling the market regularly will ensure the customer that is attracted is the one that is targeted and his/her impulsive desire is sparked.

Marketers and retailers should consider family- and peer-based groups when developing promotions and advertising strategies. Promotional group-based coupons and price discounts targeted at customers shopping with their family could lead to impulsive purchases and enhance store sales.

5.3 Limitations and future research
One of the main limitations of this study was that the data was collected thorough a questionnaire that was sent to individual e-mails and social networking websites. The sample is relatively small. A larger sample size would help to draw definitive conclusions. Although the questionnaire captured the current emotional state of the respondents, there could still be room for bias since the respondents had to choose between possible emotional options that may not be their actual emotional condition at the time. Furthermore, there is this possibility that some people come to the mall “to shop.” Is this a need recognized before entering the store or is this an impulse? If a purchase was triggered by a billboard display outside the store or a discount as was the case in the scenarios in the questionnaire, is this still an impulse buy? Another limitation is the fact that the participants only imagined the scenarios and did not actually experience the situation. This might have led to slightly different results. This might be a matter for consideration of applying an experimental study where the respondent’s actions will be spontaneous. A study done in a real shopping environment may capture people’s emotions and behavior on the spur of the moment and present better results.
Future research may explore other factors that influence impulsive buying and are connected with the emotional state of the customers. Factors like mood and culture are closely connected to impulsive buying tendency and also differ among customers. Both positive and negative moods trigger impulsive purchases and are usually a result of emotions. Although previous research have explored the influence of mood and culture on impulsive purchase, renewed attention could be drawn towards their effect on emotions and which one exerts the strongest influence within different cultural context. Furthermore, different levels of impulsiveness trait among consumers could be investigated not only at the marketplace but also online. Is the online environment able to influence our emotions and trigger our impulsivity the same way as the mall where you can see, smell or hear things? What about if you browse online together with your friends? Are you subjected to more influence sitting in front of the PC or in real retail environment? Moreover, further attention could be drawn towards the reverse side of the relationship between emotions and impulsive buying. The case when impulse buyers use the purchase of a product a mean of group identification, rewarding oneself or comforting oneself might reveal other perspectives of the phenomenon. Then, impulse purchases are not a result of emotions but emotions are a result of impulsive buying. Future research may deal with gender differences that may seem apparent at first glance but actually might reflect more fundamental underlying processes. Is it gender differences or simply personality and emotional differences among men and women of different age and background that explain the higher impulse buying tendency among women than men? Is this tendency universal or also influenced by cultural and economic factors? Moreover, the change of emotional state prior, during and after an impulse purchase will be of interest for future research. If you are depressed and you buy a product on impulse, will you improve your emotional state or become even more depressed? Are there differences in this case among men and women?
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Appendix
Questionnaire
Version 1

Dear participant,

My name is Victoria Genova and I am a graduate student at the Erasmus University Rotterdam in The Netherlands. I am currently writing my Master’s thesis and this questionnaire is aimed at obtaining valuable information on the subject. I kindly ask you to answer all questions honestly, imagine yourself into the situations and answer intuitively without spending too much time thinking on a ‘correct’ answer.

Thank you very much in advance for your participation.
Part 1: 

How do you feel now?
The following items describe various emotional states you might encounter. We would like you to choose from 1 to 7 (where 1 means “Not at All” and 7 means “Extremely”) the extent to which you experience the following emotional states RIGHT NOW. 

1

2

3

4

5

6

7

Not at all



    Moderately   



   Very much

Interested                                                                   Irritable

Satisfied                                                                     Unsatisfied

Enthusiastic                                                                Annoyed

Happy                                                                         Depressed

Excited                                                                        Calm

Stimulated                                                                   Relaxed

Part 2

Control
Please indicate how likely is it that you identify yourself with the following statements:

1. I often act on the spur of the moment.
2. I feel able to control my own behavior. 
3. I often do whatever brings me pleasure here and now, even at the cost of some distant goal.

4. I devote much thought and effort to preparing for the future.

5. I'm more concerned with what happens to me in the short run than in the long run.
1

2

3

4

5

6

7

Totally Disagree




      


     Totally agree

Part 3:

Please read the following scenario and put yourself into the situation described. After reading the scenario you will be asked to answer some questions regarding how would you react in a situation like this.

You are returning back home alone and on your way back home you pass by the hypermarket. After buying everything from your shopping list you move to the cashier to pay. When waiting in the line before the cashier, you see a “Special offer only today – 50% off” sign for one of the following products: 

1. A bag of Mars candy, 

2. The shampoo you are usually buying, 

3. The perfume you are using, 

4. A compilation CD of your favorite music genre

5. The latest issue of your favorite magazine. 

Please let us know how likely is it that you would buy each of the following items:

1

2

3

4

5

6

7

Not Likely at All


    Moderately   



 Very Likely
How much do you like Mars Candy?

1

2

3

4

5

6

7

Not at All


    






   Very Much

How often do you buy:

CD’s?

Magazines?

1

2

3

4

5

6

7

Never


    






 
  Very Often

Part 4
“In & Out” of the shopping list

Please indicate the extent you agree or disagree with the following statements:

1. When I go shopping, I buy things that I had not intended to purchase

2. I am a person who makes unplanned purchases

3. When I see something that really interests me, I buy it without considering the consequences

4. It is fun to buy spontaneously

5. I avoid buying things that are not on my shopping list

Note: Item 5 requires reverse scoring

1

2

3

4

5

6

7

Totally disagree







        Totally agree

What is your gender?           Male/Female                      

How old are you?           

What is your monthly income?

A. Under € 500             D. € 1501- 2000      
B.  € 501- 1000            F.  Over € 2000
C.  € 1001- 1500          
Version 2

Dear participant,

My name is Victoria Genova and I am a graduate student at the Erasmus University Rotterdam in The Netherlands. I am currently writing my Master’s thesis and this questionnaire is aimed at obtaining valuable information on the subject. I kindly ask you to answer all questions honestly, imagine yourself into the situations and answer intuitively without spending too much time thinking on a ‘correct’ answer.

Thank you very much in advance for your participation.
Part 1: 

How do you feel now?
The following items describe various emotional states you might encounter. We would like you to choose from 1 to 7 (where 1 means “Not at All” and 7 means “Extremely”) the extent to which you experience the following emotional states RIGHT NOW. 

1

2

3

4

5

6

7

Not at all



    Moderately   



    Very much

Interested                                                                   Irritable

Satisfied                                                                     Unsatisfied

Enthusiastic                                                                Annoyed

Happy                                                                         Depressed

Excited                                                                        Calm

Stimulated                                                                   Relaxed

Part 2

Control
Please indicate how likely is it that you identify yourself with the following statements:

1. I often act on the spur of the moment.
2. I feel able to control my own behavior. 
3. I often do whatever brings me pleasure here and now, even at the cost of some distant goal.

4. I devote much thought and effort to preparing for the future.

5. I'm more concerned with what happens to me in the short run than in the long run.
1

2

3

4

5

6

7

Totally Disagree




      


     Totally agree

Part 3:

Please read the following scenario and put yourself into the situation described. After reading the scenario you will be asked to answer some questions regarding how would you react in a situation like this.

You and your best friends are on your way back home and pass by the hypermarket. After buying everything from your shopping list you move to the cashier to pay. When waiting in the line before the cashier, you see a “Special offer only today – 50% off” sign for one of the following products: 

1. A bag of Mars candy, 

2. The shampoo you are usually buying, 

3. Your perfume, 

4. A compilation CD with all the latest hits 

5. The latest issue of your favorite magazine. 

Please let us know how likely is it that you would buy each of the following items:

1

2

3

4

5

6

7

Not Likely at All


    Moderately   


   Very Likely
How much do you like Mars Candy?

1

2

3

4

5

6

7

Not at All


    






   Very Much

How often do you buy:

CD’s?

Magazines?

1

2

3

4

5

6

7

Never


    






 
  Very Often

Part 4

“In & Out” of the shopping list

Please indicate the extent you agree or disagree with the following statements:

1. 1When I go shopping, I buy things that I had not intended to purchase

2. I am a person who makes unplanned purchases

3. When I see something that really interests me, I buy it without considering the consequences

4. It is fun to buy spontaneously

5. I avoid buying things that are not on my shopping list

Note: Item 5 requires reverse scoring

1

2

3

4

5

6

7

Totally disagree







        Totally agree

What is your gender?           Male/Female                      

How old are you?           

What is your monthly income?

D. Under € 500             D. € 1501- 2000      
E.  € 501- 1000            F.  Over € 2000
F.  € 1001- 1500          
SPSS Tables
Factor analysis

KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.906

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	830.027

	 
	df
	36

	 
	Sig.
	.000



Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	 
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	5.799
	64.437
	64.437
	5.799
	64.437
	64.437

	2
	1.167
	12.962
	77.399
	 
	 
	 

	3
	.533
	5.925
	83.324
	 
	 
	 

	4
	.401
	4.456
	87.779
	 
	 
	 

	5
	.365
	4.058
	91.837
	 
	 
	 

	6
	.269
	2.993
	94.831
	 
	 
	 

	7
	.180
	2.002
	96.832
	 
	 
	 

	8
	.172
	1.911
	98.743
	 
	 
	 

	9
	.113
	1.257
	100.000
	 
	 
	 


Extraction Method: Principal Component Analysis.


Component Matrix(a)

	 
	Component

	 
	1

	Emotion Interested (Not at all=0,Not that much=1, Not slightly=2, Neutral=3, Slightly=4, Much=5, Very much=6 )
	.707

	Emotion Satisfied (Not at all=0,Not that much=1, Not slightly=2, Neutral=3, Slightly=4, Much=5, Very much=6 )
	.886

	Emotion Enthusiastic (Not at all=0,Not that much=1, Not slightly=2, Neutral=3, Slightly=4, Much=5, Very much=6 )
	.799

	Emotion Happy (Not at all=0,Not that much=1, Not slightly=2, Neutral=3, Slightly=4, Much=5, Very much=6 )
	.934

	Emotion Excited (Not at all=0,Not that much=1, Not slightly=2, Neutral=3, Slightly=4, Much=5, Very much=6 )
	.697

	Emotion Irritable (Not at all=0,Not that much=1, Not slightly=2, Neutral=3, Slightly=4, Much=5, Very much=6 )
	.695

	Emotion Unsatisfied (Not at all=0,Not that much=1, Not slightly=2, Neutral=3, Slightly=4, Much=5, Very much=6 )
	.862

	Emotion Annoyed (Not at all=0,Not that much=1, Not slightly=2, Neutral=3, Slightly=4, Much=5, Very much=6 )
	.812

	Emotion Depression (Not at all=0,Not that much=1, Not slightly=2, Neutral=3, Slightly=4, Much=5, Very much=6)
	.795


Factor analysis for scenarios


KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.500

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	13.430

	 
	df
	1

	 
	Sig.
	.000



Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	 
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	1.337
	66.843
	66.843
	1.337
	66.843
	66.843

	2
	.663
	33.157
	100.000
	 
	 
	 


Extraction Method: Principal Component Analysis.


Component Matrix(a)

	 
	Component

	 
	1

	Scenario Buy Shampoo (Not likely at all=0, Unlikely=1, Moderately unlikely=2, Neutral=3, Moderately likely=4, Likely=5, Very likely=6)
	.818

	Scenario Buy Perfume (Not likely at all=0, Unlikely=1, Moderately unlikely=2, Neutral=3, Moderately likely=4 Likely=5, Very likely=6)
	.818


Extraction Method: Principal Component Analysis.

a  1 components extracted.


Reliability Statistics

	Cronbach's Alpha
	N of Items

	.501
	2


Factor analysis control


KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.662

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	71.082

	 
	df
	10

	 
	Sig.
	.000



Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	 
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	2.060
	41.198
	41.198
	2.060
	41.198
	41.198

	2
	1.006
	20.128
	61.326
	 
	 
	 

	3
	.783
	15.667
	76.994
	 
	 
	 

	4
	.660
	13.199
	90.192
	 
	 
	 

	5
	.490
	9.808
	100.000
	 
	 
	 


Extraction Method: Principal Component Analysis.


Component Matrix(a)

	 
	Component

	 
	1

	Control Act on spur of moment (Totally disagree=0, Disagree=1, Slightly disagree=2, Neutral=3, Slightly agree=4, Agree=5, Totally agree=6);reverse question
	.654

	Control My own behavior (Totally disagree=0, Disagree=1, Slightly disagree=2, Neutral=3, Slightly agree=4, Agree=5, Totally agree=6)
	.608

	Control Do what brings pleasure now (Totally disagree=0, Disagree=1, Slightly disagree=2, Neutral=3, Slightly agree=4, Agree=5, Totally agree=6); reverse question
	.695

	Control Devote effort and time for the future (Totally disagree=0, Disagree=1, Slightly disagree=2 Neutral=3, Slightly agree=4, Agree=5, Totally agree=6)
	.587

	Control Concerned what happens to me in the short run (Totally disagree=0, Disagree=1, Slightly disagree=2, Neutral=3, Slightly agree=4, Agree=5, Totally agree=6); reverse question
	.660


Extraction Method: Principal Component Analysis.

a  1 components extracted.


Reliability Statistics

	Cronbach's Alpha
	N of Items

	.640
	5


Impulse


KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.734

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	183.589

	 
	df
	10

	 
	Sig.
	.000



Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	 
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	2.792
	55.832
	55.832
	2.792
	55.832
	55.832

	2
	.810
	16.200
	72.032
	 
	 
	 

	3
	.662
	13.234
	85.266
	 
	 
	 

	4
	.462
	9.243
	94.508
	 
	 
	 

	5
	.275
	5.492
	100.000
	 
	 
	 


Extraction Method: Principal Component Analysis.


Component Matrix(a)

	 
	Component

	 
	1

	Impulse Buy things not intended to purchase (Totally disagree=0, Disagree=1, Slightly disagree=2, Neutral=3, Slightly agree=4, Agree=5, Totally agree=6)
	.734

	Impulse Make unplanned purchases (Totally disagree=0, Disagree=1, Slightly disagree=2, Neutral=3, Slightly agree=4, Agree=5, Totally agree=6)
	.846

	Impulse Buy without considering consequences (Totally disagree=0, Disagree=1, Slightly disagree=2, Neutral=3, Slightly agree=4, Agree=5, Totally agree=6)
	.699

	Impulse Fun to buy spontaneously (Totally disagree=0, Disagree=1, Slightly disagree=2, Neutral=3, Slightly agree=4, Agree=5, Totally agree=6)
	.681

	Impulse Avoid buying things not on my shopping list (Totally disagree=0, Disagree=1, Slightly disagree=2, Neutral=3, Slightly agree=4, Agree=5, Totally agree=6)
	.765

	Cronbach's Alpha
	N of Items

	.801
	5


Extraction Method: Principal Component Analysis.

a  1 components extracted.


Reliability Statistics

Regression Analyses
Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	 
	Average Linkage (Between Groups)         =  2 (Selected)
	Average Linkage (Between Groups)         =  2 (Selected)
	Average Linkage (Between Groups)         ~= 2 (Unselected)
	Average Linkage (Between Groups)         =  2 (Selected)

	1
	.420(a)
	.177
	.149
	.95541


a  Predictors: (Constant), Average_emotions, Presence of others (alone=1, friends=0), Control


Coefficients(a,b)

	Model
	 
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	 
	 
	B
	Std. Error
	Beta
	B
	Std. Error

	1
	(Constant)
	3.905
	.280
	 
	13.965
	.000

	 
	Control
	-.435
	.197
	-.211
	-2.201
	.030

	 
	Presence of others (alone=1, friends=0)
	.341
	.197
	.166
	1.733
	.087

	 
	Average_emotions
	.243
	.067
	.347
	3.646
	.000


a  Dependent Variable: Average_scenario

b  Selecting only cases for which Average Linkage (Between Groups)         =  2

Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	 
	Average Linkage (Between Groups)         =  2 (Selected)
	Average Linkage (Between Groups)         =  2 (Selected)
	Average Linkage (Between Groups)         ~= 2 (Unselected)
	Average Linkage (Between Groups)         =  2 (Selected)

	1
	.606(a)
	.367
	.311
	.79117


a  Predictors: (Constant), Respondent sex (male=1, female=0), Control_Emo, Presence_Control, Presence_Emo


Coefficients(a,b)

	Model
	 
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	 
	 
	B
	Std. Error
	Beta
	B
	Std. Error

	1
	(Constant)
	3.396
	.518
	 
	6.556
	.000

	 
	Control_Emo
	.426
	.128
	.603
	3.330
	.002

	 
	Presence_Emo
	-.406
	.170
	-.848
	-2.387
	.021

	 
	Presence_Control
	1.344
	.637
	.710
	2.110
	.040

	 
	Respondent sex (male=1, female=0)
	-.786
	.226
	-.447
	-3.480
	.001


a  Dependent Variable: Average_scenario

b  Selecting only cases for which Average Linkage (Between Groups)         =  2

Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	 
	Average Linkage (Between Groups)         =  2 (Selected)
	Average Linkage (Between Groups)         =  2 (Selected)
	Average Linkage (Between Groups)         ~= 2 (Unselected)
	Average Linkage (Between Groups)         =  2 (Selected)

	1
	.606(a)
	.367
	.311
	.79117


a  Predictors: (Constant), Respondent sex (male=1, female=0), Average_emotions, Presence_Control, Presence_Emo


Coefficients(a,b)

	Model
	 
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	 
	 
	B
	Std. Error
	Beta
	B
	Std. Error

	1
	(Constant)
	3.396
	.518
	 
	6.556
	.000

	 
	Presence_Emo
	-.406
	.170
	-.848
	-2.387
	.021

	 
	Average_emotions
	.426
	.128
	.603
	3.330
	.002

	 
	Presence_Control
	1.344
	.637
	.710
	2.110
	.040

	 
	Respondent sex (male=1, female=0)
	-.786
	.226
	-.447
	-3.480
	.001


a  Dependent Variable: Average_scenario

b  Selecting only cases for which Average Linkage (Between Groups)         =  2

Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.441(a)
	.195
	.137
	1.24701


a  Predictors: (Constant), Presence of others (alone=1, friends=0), Average_emotions, Respondent sex (male=1, female=0), Presence_Emo


Coefficients(a)

	Model
	 
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	 
	 
	B
	Std. Error
	Beta
	B
	Std. Error

	1
	(Constant)
	3.396
	.795
	 
	4.441
	.000

	 
	Presence_Emo
	-.558
	.255
	-.861
	-2.186
	.033

	 
	Average_emotions
	.311
	.196
	.297
	1.586
	.118

	 
	Respondent sex (male=1, female=0)
	-.786
	.320
	-.389
	-3.049
	.001

	 
	Presence of others (alone=1, friends=0)

	1.744
	.988
	.651
	1.766
	.083


a  Dependent Variable: Average_scenario







Emotional State














Interpersonal


interactions





Impulsive 


buying behavior





Self-control
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