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A.  Title of thesis and abstract 

Title: A study on Compulsive and Impulsive buying behaviour of consumers in Gujarat state 

in retail mall with special focus on FMCG products. 

Abstract: Compulsive shopping and spending make a person generally feel worse. It has some 

of the same attributes as alcohol consumption, gambling and overeating addictions, which is 

close to other addictive behaviour. This can be a seasonal balm during the holiday season for 

depression, anxiety and loneliness. This can also happen if a person feels tired, lonely and 

wrathful. The buying and spending won't guarantee more affection, improve self-esteem or 

heal the wounds, sorrows and tension in everyday problems. It makes these sentiments 

generally worse because the individual is getting higher financial debt from compulsive 

shopping. When purchasing an impulse purchase or impulse buying, a decision to purchase a 

product or service just before purchasing is unplanned. Anyone who tends to make those 

purchases is known as an impulse buyer.  

 

The data have been collected by using descriptive research as a research method, non-

probability convenience sampling as a sampling method, questionnaire as a research 

instrument, customers of various malls as a sample unit, total 950 respondents from different 

major cities (Ahmedabad, Surat, Vadodara, Rajkot and Mehsana) as sample size & area and 

collect the primary data through survey & secondary data from web sites, books, magazines 

etc. as data source. 

 

Different factors of compulsive buying behaviour have been established using exploratory 

factor analysis and confirmatory factor analysis used to evaluate the influences of a set of 

variables observed. Various impulsive buying factors were extracted from the present 

literature review and confirmatory factor analysis were used to test existing dataset factors. 

Data reliability and validity are checked using SPSS (social science statistic package) and the 

AMOS (moment structure analysis) software for both sets of data. The researcher also 

developed the hypothesis that consumers will have an effect on different variables from 

compulsive and impulsive buying behaviour. 

 

Key words: Compulsive buying behaviour, Impulsive buying behaviour, FMCG products 
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B. Description on the state of the art of the research topic: 
 

Data from the research by Miltenberger et al. (2003)1 showed that compulsive shoppers 

generally felt sad, nervous, or bored before shopping. Emotional responses during consumption 

included euphoria, relief, relaxation, and happiness. Conversely, it was guilt, sadness, boredom, 

and happiness that was reported after shopping. Arnold and Reynolds (2003)2 describe many 

forms of hedonic shopping motives, including shopping for fun, pleasure shopping, shopping 

for inspiration, role shopping, social shopping, and interest shopping. Lucas and Koff's (2013)3 

suggested that women with high levels of compulsive buying may participate in behavior in order to 

obtain attractiveness-enhancing items, thereby indicating a strong emphasis on appearance goals. 

Schlosser et al. (1994)4 found that the emotions most commonly associated with a purchasing 

episode among consumers engaging in compulsive buying are increased mood, value, 

relaxation, diversion, energy, enjoyment of something new, and satisfaction for others. These 

can all be interpreted as examples of how, in addition to negative, compulsive purchasing has 

a positive effect component. Compulsive consumer habits may include compulsive shopping, 

pathological gambling, kleptomania, compulsive masturbation, and eating disorders, according 

to Faber and O ' Guinn (1989)5. Authors classify compulsive purchasing as "chronic, repetitive 

purchasing that takes place as a reaction to negative events or feelings."  Compulsive shoppers 

feel anxious and guilty about the amount of money spent, confusion and shame for losing control 

over themselves, and disappointed that their negative state of mind has not changed with the new 

product (Christenson et al., 1994; Dittmar et al., 2007; Faber et al., 1987)6-7. Dittmar, H., & Drury, 

J. (2000)8 found a correlation between self-esteem (self-image) and buying. The respondents 

strongly believed an apparel purchase helps to improve self-image and confidence. For females 

this pattern was comparatively greater. Female respondents claimed that "Only one purchase 

away was total realization of their enhanced self-image." 

According to research conducted by Beatty and Ferrel (1998)9, it has been reported that the 

availability of money is "the amount or budget perceived by an individual on that day" (p. 

176). The researcher has linked the availability of money with the buying of impulses as 

money acts as a catalyst to buy the desired good.  If people don't need money, they will avoid 

buying and shopping. A research, J. Vidhya, Dr. K. Tamizhjypthi (2014)10 concluded that the 

key factors for impulsive buying are credit card, financial aspects, and self-rewarding. A study 

by Alireza Karbasivar, Hasti Yarahmadi (2010)11 recorded a positive relationship with the 

buying activity and credit card and Window Display of consumer apparel.  As Dittmar & Drury 

(2000) pointed out in their report, credit card payments don't really sound like spending money. 

The high proportion of online credit card purchases is seen as a factor that increases the 
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tendency to buying impulses. It is therefore in the interests of all merchants to accept credit 

card payments as an opportunity to buy. Research by Sujata Khandai, Agrawal bhawna 

(2012)13 revealed the same result that the window display had substantial relationships 

between respondents ' impulse buying behavior. Meysam Moayery Samar Zamani and Hosein 

Vazifehdoost (2014)14 discovered a significant positive relationship with Iran's window 

display and impulse buying of apparel. In addition, research by Khurram L. Bhatti (2014)15 

investigated the significant relationship between the display of windows and the purchase of 

impulses. It is inferred from the above discussion that attractive window display triggers 

purchases of impulse. Kerfoot, Davies & Ward (2003)16 considers colours, lighting, shapes 

and location as visual merchandising elements. Some authors call merchandising components 

as techniques and attribute to them visual merchandising, range of products, music, scents, 

and temperature. A study by Ronald J. Faber (2000)17 highlighted indications that were 

directly related to shopping and purchasing. These include having money, getting money, a 

favorite supermarket, credit cards, and malls for shopping. Several other products represent 

good buying deals. Products on sale, low prices, free samples, gifts, discounts, and an offer 

were included here. In addition, in a study by Tariq Jalees (2009)18 it was observed that the 

correlation between trait buying impulsiveness and impulsive buying behavior among people 

from collectivist cultures will be stronger compared to individuals from individualistic 

cultures. Individualistic societies equate individuals with collectivist cultures that are more 

likely to purchase impulsively.  It is reported as a chronic, repetitive and uncontrollable 

purchasing impulse, primarily triggered by negative events or feelings with dire psychological, 

social and financial consequences (Dittmar, 2004; Joireman et al., 2010; O'Guinn and Faber, 

1989; Raab et al., 2011; Roberts et al., 2014)19-22. Jens Nordfalt (2009)23 examined the 

relationship between shopping trip style and Unplanned Purchase. Researcher found that if the 

shopping trip was better planned, the proportion of unplanned purchases would be lower. 

According to Pasi Huovinen and Petri Rouvinen (2008)24, the purchase of impulses is 

positively associated with commercial television exposure, but not with other forms of mass 

media. A study by Bateson and Hui (1987)25 found that crowding in shopping situations is 

generally perceived as an unpleasant experience.   In addition, P. Desmet, V. RenaudinrIntern. 

(1998)26 studied the relationship between shop elasticity and impulsive purchasing and noted 

the positive relationship between space elasticity and the purchase of impulses. According to 

Jeffrey & Hodge (2007) 27 if the consumer spends more time in the retail store before seeing 

an Impulse product, the greater the potential to purchase impulsively. The store's background 

music is a major factor in the analysis. Millman (1982 and 86)28 research found that in a slow 
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music tempo retail environment, shoppers spent more time and money relative to the fast music 

environment. 

 

C .Definition of the problem 
 

Yet far studies have been made for identify the compulsive and impulsive behaviour in world. 

But still efforts required in compulsive buying. So far the research is concern limited amount 

of research has been done in India and especially in Gujarat for Compulsive and Impulsive 

buying behaviour both together. In India, majority of the family and youngsters go to the retail 

mall and with considerations of the various offerings from the retail malls, they purchased the 

products. Thus, present study focuses on the compulsive and impulsive buying behaviour of 

consumers in Gujarat state in retail mall with special focus on FMCG products. 

 

D. Objectives and scope of the research 
 

1) To study the buying behaviour of consumers towards purchasing of FMCG products from 

retail malls. 

2) To study the various FMCG product categories purchased compulsive & impulsive from 

retail malls and their behaviour after purchase. 

3) To study the impact of compulsive and impulsive buying behaviour among consumers on 

various factors.  

4) To study the impact of demographic variables on various factors of compulsive and 

impulsive buying behaviour. 

 

Scope of research: 

 

The scope of the research here is limited to customers who purchased FMCG items from the 

retail malls identified by Gujarat State. The scope of the research emerged from earlier research 

carried out by past researchers based on specific items such as chocolates, biscuits, sweets, 

clothing, structured industries, etc. where most consumers are compulsive or impulsive to buy 

the item. Some researchers are unable to jointly discover the compulsive and impulsive buying 

habits of the consumer. Past researchers have not concentrated on impulsively and 

compulsively buying products together. The current research is based on data and information 

obtained from various retail malls operating in selected cities in Gujarat. Furthermore, analysis 

can be performed for other geographic area within India or the same analysis can be extended 

for another country and explore its effect on other cultures which may be another field of 

interest to research. 
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E. Original contribution by the thesis 

Theoretically, this research has helped to improve current understanding of compulsive and 

impulsive buying behaviour. Researcher analyzed four factors that contribute to the 

compulsive buying behavior, namely willingness for compulsive shopping, self-esteem, 

feeling about shopping and spending and compulsion to spend and three factors that contribute 

to impulsive buying behaviour, namely shopping experience, influence of floor merchandising 

and approach towards impulsive shopping. 

These four compulsive buying factors and three impulsive buying factors will help shopping 

malls improve their strategies. Researcher conducts measurement techniques to define 

relevant measurements and remove irrelevant measurements with the help of SPSS AMOS 

software for the two research constructs i.e., compulsive and impulsive buying behaviour. 

Researcher found that compulsive and impulsive buying behaviour among consumers has 

a significant impact on different factors. The scope of the analysis is restricted to those 

consumers who purchased FMCG items in retail malls from selected Gujarat state cities. 

F. Methodology of research, results/comparisons 

   Methodology of research 
 

➢ Research design: The method chosen for the study is descriptive research analysis.  

➢ Sources of data 

    Primary Data: primary data has been collected with the help of survey method and 

structured questionnaire tool. 

    Secondary Data: secondary data has been collected with the help of Journals, Bank 

materials, Books, Websites, Magazines and newspapers. 

➢ Sampling unit and Sample size: Total 950 consumers, who purchase FMCG goods from 

shopping malls, hyper markets etc., in the area of Gujarat state will be taken as the 

population for this study. 

➢ Sampling design: Non-probability convenience sampling method would be used in retail 

malls to collect information about compulsive and impulsive buying behavior. 

➢ Data Analysis:  

• The various statistical methods such as mean, standard deviation, frequency analysis for 

measuring number and interpretation of cases with a different opinion are used to analyze 

the collected data. 

• ANOVA tests are used to assess the impact of demographic variable on various factors of 

compulsive and impulsive buying behaviour 
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• Factor analysis and CFA with the help of SPSS 22 and AMOS 22 are used for the data 

analysis to get some useful results. 

➢ Reliability of the Research Instrument: 

The Cronbach's alpha is commonly used to calculate instrument efficiency. 

Result of Reliability Test 

Variables Cronbach's Alpha No of Items 

Compulsive buying behaviour 0.883 22 

Impulsive buying behaviour 0.912 23 

 

G. Results and achievement with respect to objectives: 

 

Objective 1: To study the buying behaviour of consumers towards purchasing of FMCG 

products from retail malls. 

Findings: To achieve objective 1, researcher surveyed 950 respondents and found that; 

• Majority of respondents (51 %) preferred D Mart compered to Big Bazaar, Osia, and 

Reliance fresh. 

• Majority of respondents (70 %) purchased FMCG products once per month compared to 

approximately once per fortnight, once per week, twice per week and more than twice per 

week. 

• Majority of respondents (43 %) have spent more than two hours for shopping of day to day 

FMCG products. 

• Majority of respondents (98 %) have purchased products from the mall which were not in 

their shopping list. 

• Majority of respondents (34 %) are spent up to ₹ 500 in impulsive purchasing. 

• Majority of respondents (45%) have preferred that husband or wife were major source 

behind spending money for buying products. 

• Majority of respondents (68%) have preferred that they were go for compulsive or impulsive 

buying once a month. 

• Majority of respondents (63 %) have preferred that they are going for shopping with their 

spouse. 

• Majority of respondents (44 %) have preferred that spouse together take decision to buy the 

products. 

• Majority of the respondents (99%) influenced their purchased due to offers announced by 

the malls and they had purchased additional products. 



                                                                                                                                                PhD Synopsis 

Page | 8  
 

• Respondents inspired to buy impulsively by promotional offers (1st rank -39%) and seasonal 

sale (2nd rank -27%) compared to other options.  

• Respondents given 1st rank to Display (21%) and 2nd rank to Availability of brands (17%) 

compared to other options to reasons for an impulsive or compulsive purchase from retail 

malls. Respondents attracted with the attractive displays as well as availability of brands. 

• Respondents suggested discount and festival offers to mall as Advertising or Sales 

promotion schemes. 

 

Objective 2: To study the various FMCG product categories purchased   compulsive & 

impulsive from retail malls and their behaviour after purchase. 

Findings: To achieve objective 2, researcher surveyed 950 respondents and found that; 

• Majority of respondents have purchased Household products (16%), Foods (14%), 

Beverages - cold drinks etc. (11%) and dairy/ bakery products (11%) compulsively and 

impulsively. 

• Majority of the respondents enjoying impulsive buying. They have no regret but they were 

enjoying after impulsive purchase. 

 

Objective 3: To study the impact of compulsive and impulsive buying behaviour among 

consumers on various factors.  

➢ To study the impact of compulsive buying behaviour among consumers on various 

factors.  

Appropriateness of Factor Analysis - Compulsive buying behaviour 

The significance value of Bartlett's Sphericity Test is 0.00 which is less than 0.05 which 

specifies that data is normal and acceptable for factor analysis. In addition, the KMO value is 

0.860 which means that the data set is considered highly suited for factor analysis. Total 

variance explained by 4 factors is 54.634 % of the total variance in the variables which are 

included in the component. In rotated component matrix table, majority of the factor loading 

values are more than 0.5 and nearer to 1 so it indicates validation of factor analysis. Four 

factors of compulsive buying behaviour extracted from the factor analysis techniques are 

Willingness for compulsive shopping, Self-esteem Feeling about shopping and spending and 

Compulsion to spend.  

Validity & Reliability Check: All the factors and dimensions of compulsive buying bahaviour 

are tested with the help of construct measurement techniques with the help of SPSS AMOS 

software. The composite reliability of all the four variables observed is higher than 0.7 which 
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suggests a strong reliability in the factor structure. Output reported that majority of the 

variables are having factors loading and standardized regression weight are above 0.50. All the 

dimensions are having less factor loading are eliminated for the further study. 

Figure 1 represents second order CFA model of Compulsive buying behaviour. 

Model fit summary of Compulsive buying behaviour is as follows: 

Models Fit Summary 

Model NPAR CMIN DF P CMIN/DF 

Default model 39 663.356 97 .000 6.839 

One of the first fit statistics to address this problem was the χ2/degrees of freedom ratio 

(Wheaton, Muthen, Alwin, & Summers, 1977)29, which appears as CMIN/DF is 6.839 

(Standard Recommended value is <= 5). However, the value researcher listed seems unusual, 

but the fit of the model does not depend on the value (i.e., CMIN / df); rather researcher have 

to integrate other indices in interpreting the analysis (e.g., CFI, GFI, NFI, RMSEA, etc.) 

GFI & AGFI 

Model GFI AGFI 

Default model .910 .875 

Goodness-of-fit (GFI) and Adjusted GFI (AGFI) are the next predictor. Table shows that GFI 

is higher than 0.9, and that AGFI is nearer to 0.9, which suggests good fit. 

Baseline Comparisons 

Model 
NFI 

Delt1 

RFI 

rh1 

IFI 

Delta2 

TLI 

rho2 
CFI 

Default model .858 .825 .877 .846 .876 

The Relative Fit Index (RFI; Bollen, 1986)30 represents a derivative of the NFI; as with both 

the NFI and CFI, the RFI coefficient values range from zero to 1.00, with values close to .95 

indicating superior fit (Hu & Bentler, 1999)31. In this case the value is 0.876 indicating the 

good fit of the model. 

RMSEA 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .078 .073 .084 .000 

MacCallum et al. (1996)32 have recently elaborated on these cut points and noted that RMSEA 

values ranging from .08 to .10 indicate moderate fit, and those greater than .10 indicate poor 

fit.. In this case the value of RMSEA is 0.078 indicate fairly good fit of model. 
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Figure: 1 

 

➢ To study the impact of impulsive buying behaviour among consumers on various 

factors.  

Appropriateness of Factor Analysis - Impulsive buying behaviour 

The significance value of Bartlett's Sphericity Test is 0.00 which is less than 0.05 which 

stipulates that data is normal and acceptable for factor analysis. In addition, the KMO value is 

0.906 which means that the data set is considered highly suited for factor analysis. Total 

variance explained by 3 factors is 55.940 % of the total variance in the variables which are 

included in the component. 

In rotated component matrix table, majority of the factor loading values are more than 0.5 and 

nearer to 1 so it indicates validation of factor analysis. Three factors of impulsive buying 

behaviour extracted from the factor analysis techniques are shopping experience, influence of 

floor merchandising and approach towards impulsive shopping. 

Validity & Reliability Check: All the factors and dimensions of Impulsive buying behaviour 

are tested with the help of construct measurement techniques with the help of SPSS AMOS 

software. The composite reliability of all the four variables observed is higher than 0.7 which 

suggests a strong reliability in the factor structure. Output reported that majority of the 

variables are having factors loading and standardized regression weight are above 0.50. All the 

dimensions are having less factor loading are eliminated for the further study. 

Figure 2 represents second order CFA model of Impulsive buying behaviour. 

Models Fit Summary 

Model NPAR CMIN DF P CMIN/DF 

Default model 40 647.814 113 .000 5.733 
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One of the first fit statistics to address this problem was the χ2/degrees of freedom ratio 

(Wheaton, Muthen, Alwin, & Summers, 1977), which appears as CMIN/DF is 5.733 (Standard 

Recommended value is <= 5). However, the value researcher mentioned seems unusual, but 

the fit of model does not depend on only value (i.e., CMIN/df); rather researcher have to 

integrate other indices in interpreting the analysis (e.g., CFI, GFI, NFI, RMSEA, etc.) 

GFI & AGFI 

Model GFI AGFI 

Default model .924 .898 

Next indicator is Goodness-of-fit index (GFI) and Adjusted GFI (AGFI). Table shows that 

GFI is higher than 0.9 and AGFI is nearer to 0.9 indicating good model fit. 

Baseline Comparisons 

Model 
NFI 

Delt1 

RFI 

rh1 

IFI 

Delta2 

TLI 

rho2 
CFI 

Default model .907 .889 .922 .906 .922 

The Relative Fit Index (RFI; Bollen, 1986) represents a derivative of the NFI; as with both the 

NFI and CFI, the RFI coefficient values range from zero to 1.00, with values close to .95 

indicating superior fit (Hu &Bentler, 1999). In this case the value is 0.922 indicating the good 

fit of the model. 

RMSEA 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .071 .065 .076 .000 

MacCallum et al. (1996) have recently elaborated on these cut points and noted that RMSEA 

values ranging from .08 to .10 indicate moderate fit, and those greater than .10 indicate poor 

fit. In this case the value of RMSEA is 0.071 indicate fairly good fit of model. 

 

Figure: 2 
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Objective 4: To study the impact of demographic variables on various factors of 

compulsive and impulsive buying behaviour 

➢ To study the impact of demographic variables on various factors of compulsive  

buying behaviour  

   To check this, ANOVA test used at 5% significant level  

Findings:  

✓ Four factors of compulsive buying behaviour extracted from the factor analysis techniques 

are willingness for compulsive shopping, self-esteem, feeling about shopping and spending 

and compulsion to spend. 

✓ Among these four factors feeling about shopping and spending is the most important factor 

which has significance over compulsive buying behaviour. 

✓ Self Esteem and compulsion to spend are the least significant factor which the consumers 

consider while compulsive buying for purchasing FMCG products. 

✓ The demographic variables such as age, gender, occupation, annual aggregate income of the 

family, no of children in the family and no of members in the family have significant impact 

on factor willingness for compulsive shopping. 

✓ The demographic variables such as age, gender, occupation and annual aggregate income of 

the family have significant impact on factor self-esteem. 

✓ The demographic variables such as age, gender, marital status, occupation, annual aggregate 

income of the family, no of children in the family and no of members in the family have 

significant impact on factor feeling about shopping and spending. 

✓ The demographic variables such as gender, occupation, annual aggregate income of the 

family and no of members in the family have significant impact on factor compulsion to 

spend. 

✓ In general, Females have more compulsive buying behaviour with respect to purchasing of 

FMCG products than males. 

 

➢ To study the impact of demographic variables on various factors of compulsive  

buying behaviour  

   To check this, ANOVA test used at 5% significant level  

Findings:  

✓ Three factors of impulsive buying behaviour extracted from the factor analysis techniques 

are shopping experience, influence of floor merchandising and approach towards impulse 

shopping. 
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✓ Among these three factors shopping experience is the most important factor which has 

significance over impulsive buying behaviour. 

✓ Influence of floor merchandising and approach towards impulse shopping are the least 

significant factor which the consumers consider while impulsive buying for purchasing 

FMCG products. 

✓ The demographic variables such as age, gender, marital status, occupation, annual aggregate 

income of the family, no of children in the family and no of members in the family have 

significant impact on factor shopping experience. 

✓ A factor influence of floor merchandising have significant impact on demographic variables 

such as age, gender, marital status, occupation and annual aggregate income of the family.  

✓ The demographic variables such as age, gender, occupation, annual aggregate income of the 

family and no of members in the family have significant impact on factor approach towards 

impulse shopping. 

 

H. Conclusion: 
 

It can be concluded from the study that four factors that contribute to the compulsive buying behavior, 

namely willingness for compulsive shopping, self-esteem, feeling about shopping and spending and 

compulsion to spend and three factors that contribute to impulsive buying behaviour, namely 

shopping experience, influence of floor merchandising and approach towards impulsive shopping. 

Four factors were used for the model development of compulsive buying and checking of Goodness 

of Fit.  Three factors were used for the model development of impulsive buying and checking of 

Goodness of Fit. 

 

It can also concluded that from the study, compulsive and impulsive buying behavior among 

consumers has a significant impact on various factors. From the analysis it can be concluded that the 

feeling about shopping and spending among four factors is the most important factor that has 

significance over compulsive buying behaviour. Self-esteem and compulsion to spend are the least 

important factor that customers consider when buying FMCG goods compulsively. From the study 

it can be concluded that shopping experience among three factors is the most important factor that 

has significance over impulsive buying behaviour. Influence of floor merchandising and approach 

towards Impulsive shopping are the least important factor that customers consider when buying 

FMCG goods impulsively. 
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Most of respondents have purchased Household products, Foods, Beverages - cold drinks etc. and 

dairy/ bakery products compulsively and impulsively. Majority of the respondents enjoying 

impulsive buying and they have no regret but they were enjoying after impulsive purchasing. 
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