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ABSTRACT: The purpose of this paper is to find out whether the impulsive 

buying behavior of Chinese college students will be influenced by certain 

financial factors, such as virtual credit card use, the amount of monthly pocket 

money provided by parents and preparation of a budget or a shopping list. 

Also, this study aims to find out the influences of personality traits, like 

self-control, self-esteem, and risk-taking, on the impulsive buying behavior. In 

order to find out the potential relationships between these independent 

factors and the dependent factor, a logistic regression model was adopted. 

Analyzing a sample consisting of 209 Chinese college students, it is found that 

all of these factors have a relationship with impulsive buying. The use of virtual 

credit cards and the preparation of a budget or a shopping list will decrease 

the tendency of impulsive buying. Also, the likelihood of impulsive buying 

increase when pocket money increases. Further, lack of self-control, high level 

of self-esteem and high level of risking taking can boost impulsive buying. 

These results can help us clarify the triggers of Chinese college students and 

thus understand more deeply about their purchasing behavior.  
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I.INTRODUCTION 

The recent years have witnessed sweeping changes and rapid development in 

Chinese society. With a better life quality, more and more Chinese college students are 

gaining stronger purchasing power and thus spending more time and money on 

shopping. Therefore, the research topic of impulsive buying behavior has been 

receiving much attention in recent years (e.g., Lin and Lin 2005; Lai 2010; Činjarević 

and MSc 2010; Palan et al. 2011; Gangai and Agrawal 2016). Some researchers have 

defined impulsive buying behavior. Impulsive buying behavior is described as 

committing a hasty as well as spontaneous action to satisfy the temporary 

psychological needs and sometimes consumers will regret after their purchasing 

behavior (Činjarević and MSc 2010). Additionally, there are many previous studies 

identifying various factors influencing impulsive buying behavior. Financial factors 

serve as one of the leading catalysts for impulsive buying. According to Lai (2010), 

personal financial courses, use of money as a reward and credit card use can affect the 

impulsive buying behavior of college students in Taiwan. Palan et al. (2011) indicated 

that there is a positive relationship between credit card misuse and impulsive buying. 

Besides, several personality characteristics can also have an impact on college 

students’ buying behavior, such as self-esteem, power prestige and risk-taking (Palan 

et al. 2011). The previous study (Gangai and Agrawal 2016) also examined whether 

personality traits like psychoticism, neuroticism, and extraversion will influence 

impulsive buying behavior respectively. 

However, there has been no previous study examining whether the financial 

factors and some personality traits will lead to the college students’ impulsive buying 

behavior in the mainland of China. Various previous researches have focused on the 

impulsive buying behavior of adolescents in Taiwan (Lai 2010), the Hispanics, Anglo 

and Caucasian population (Tremblay 2005), American college students (Palan et al. 

2011). Additionally, there are some institutional differences between the studies and 

samples in China and previous researches in foreign countries. In other countries, it is 

quite common that parents do not sponsor their children anymore once their children 

get admitted into college, while most of the parents still offer pocket money for their 

children in China. Also, different countries can have different economic conditions 

and national conditions. Hence, by examining whether the financial factors or 

personality traits can trigger college students’ impulsive buying behavior in the 

mainland of China, we can complement and extend the previous studies and fill the 

knowledge gap. 

The purpose of this research is to deepen our understanding of Chinese college 

students’ buying behavior and their shopping habits currently. This research aims to 

find out whether certain financial factors, like use of electronic pay or credit card, 

preparation of a budget or a shopping list and the amount of monthly pocket money, 

will boost impulsive buying of Chinese college students. Plus, this research studies 

the impacts of some personality factors, including self-control, self-esteem, and 

risk-taking, on impulsive purchasing. As stated in the previous study (Lai 2010), 

adolescence is one of the most crucial periods during an individual’s life, since it 



 

 

 

serves as a significant transition from the childhood to the adulthood. Investigating 

the relationship between certain triggers and college students purchasing behavior can 

help students to avoid some detrimental consequences of impulsive shopping 

(Tremblay 2005). 

Since some financial factors and personality traits have been shown to influence 

impulsive buying (e.g., Lai 2010; Tremblay 2005; O’Guinn and Faber 1989), we can 

hypothesize that the Chinese college students’ impulsive buying will also be triggered 

by these factors. 5-points Likert scales and regression analysis were adopted to test 

the relationship between these independent factors and impulsive buying behavior. 

The results show that the preparation of a budget or a shopping list and the use of a 

credit card will deter students from impulsive buying. The impulsive buying increases 

when the monthly pocket money increases. As for the personality traits, lack of 

self-control, high level of self-esteem and high tendency of risk-taking will increase 

impulsive buying.  

This study contributes to the literature in several ways. First of all, it provides 

insights for some parents. They should encourage their children to resist the 

temptation of material and limit the pocket money to a proper amount. For university 

administrators, they can have lectures to impart more financial management skills to 

college students, helping students avoid impulsive buying. Furthermore, for those 

companies who provide loan services, they should shoulder more social 

responsibilities and set different amounts of loan limits for different age groups in 

order to help students control the loan amount and commit less unnecessary 

purchasing. 

The remaining part of this thesis is organized as follows. The third section is 

about the literature review, which summarizes the previous research and explains 

some terminologies. Then, the methodology is introduced. Next, the results of the 

questionnaire are explained. The last part is the discussion. 

 

II. LITERATURE REVIEW 

Various previous researches have focused on the impulsive buying behavior of 

university students. In Lai (2010)’s research, numerous factors related to Taiwanese 

university students’ impulsive buying behaviors have been studied. Lai (2010) found 

that generally speaking, female students usually made more impulsive buying than 

male students and impulsive buying tendency increases with age. Also, students 

taking a course in financial planning had less possibility of impulsive buying, while 

those students who come from a family that uses money as reward increase the 

likelihood of impulsivity (Lai 2010). There are some other unique triggers that are 

related to the Hispanics, Anglo and Caucasian university adolescents’ impulsive 

purchasing (Tremblay 2005). According to Tremblay (2005), university students with 

higher self-esteem will commit less impulsive buying behavior than those with lower 

self-esteem. When compared to Hispanics, the Anglo or Caucasian college students 

will have more impulsive buying (Tremblay 2005). It was also found that credit card 

misuse, which may be related to self-esteem, power-prestige, and risk-taking, will 

lead to the impulsive buying of American university students (Palan et al. 2011). 



 

 

 

Since university students from different regions or countries may have different 

factors that trigger their impulsive buying and different characteristics of purchasing 

habits, the reasons why Chinese college students will commit impulsive purchasing 

should be studied. However, there is little research examines what factors are related 

to the impulsive buying behaviors of university students from the mainland of China. 

Therefore, whether certain financial factors or personality traits will lead to Chinese 

university students impulsive buying should be clarified. 

 

Impulsive Buying   

Researchers adopt various terminologies to define the term “impulsive buying”. 

Impulsive buying is unregulated and spontaneous shopping behavior (Tremblay 2005). 

There are various studies that compare the impulsive buying behavior with normal 

shopping habits and define the terminology according to the comparison. Planned 

buying behavior is the antonym of impulsive buying behavior, and impulsive buying 

behavior is characterized as irresistible, uncontrollable and less organized, thus it is 

inconsistent with the rational choice models, making it more worthy of research and 

investigation (Merima 2010). When compared to the normal buying process, 

impulsive buying is a kind of activity that takes less time to make a decision, therefore, 

it is always unexpected and unanticipated (Gangai and Agrawal 2016).  Impulsive 

buying is more about the temptations and quick decisions at the spur of the moment, 

instead of considering or calculating really carefully before purchasing. (Lee and 

Kacen 2008)  

The topic of impulsive buying has been attracting some researchers since the last 

century. According to O’Guinn and Faber (1989), impulsive consumers are those 

people who are unable to control their buying behavior and try to adopt uncontrollable 

and excessive shopping as a method to cope with negative emotions or feelings and to 

escape or solve other problems in their life. Additionally, O’Guinn and Faber (1989) 

mentioned in their research that some addictive habits or unhealthy lifestyles, which 

make consumers have a psychological dependence on certain activities, can lead to 

impulsive buying behavior too, such as drug abuse, alcoholism, smoking, gambling 

and so on. Not only O’Guinn and Faber (1989) but also Roberts and Tanner (2000) 

reported that there was a significant correlation between impulsive buying and 

unhealthy lifestyles, such as cigarettes, alcohol or unprotected sexual relationships. 

According to Wood (1998), impulsive buying is usually highly unplanned and is often 

companied by changing mood states, which will be contrary to the consumer’s 

rational judgments or analysis. Also, as Edwards (1992) mentioned, compulsive 

buying is an addictive as well as abnormal form way of spending money, during 

which the consumers have an uncontrollable and powerful desire or urge to shop. 

Both Edwards (1992) and O’Guinn and Faber (1989) regarded impulsive shopping as 

chronic and as a way to alleviate consumers’ negative emotions, such as stress, 

anxiety and so on. 

There are various factors influencing impulsive buying behavior. According to 

Merima (2010), there are various factors influencing university students’ impulsive 

buying behavior, and these factors can be divided into mainly two groups: external 



 

 

 

factors and internal factors. External factors usually induce customers to purchase 

more products, which include the price of the products, the appearance of the products 

and the way products are exhibited. The internal factors are usually related to the 

customers themselves and serve as a tool to either relieve the stress or to comfort the 

buyers.  

 

Financial Factors 

The impulsive buying behavior can be triggered by some financial factors, such 

as credit attitude and money attitude (Lai 2010). In Lai (2010)’s research, credit 

attitude contains three dimensions, which are affective attitude, cognitive attitude and 

behavioral attitude. The results indicate that when compared to affective attitude and 

behavioral attitude, the cognitive attitude has a less significant relation to the 

impulsivity of college students. Especially in such a technologically advanced society, 

the increasing popularity of credit card use and easy access to cash flow make it more 

convenient for consumers to spend money on debt (Tremblay 2005). It was reported 

that the average credit card debt among college students at $3,173 in 2008, which 

means that numerous college students consume products merely on impulse and they 

have to face the huge amount of credit card debt that they are not able to pay back 

(Gangai and Agrawal 2016). According to O’Guinn and Faber (1989), there are 

triggering reasons that lead to credit card misuse, for example, the periodic economic 

depression and the lack of budget awareness. Also, the spread of information on TV 

or the Internet makes people overestimate the possessions other individuals have, 

ultimately, the peer pressure will induce people to consume something that is actually 

beyond their affordability (O’Guinn and Faber 1989). In order to obtain more 

autonomy and privacy, college students sometimes will avoid discussing financial 

issues with their parents, which may leave their problems with credit card debt 

unsolved and even accumulated. The results indicate that less social support a college 

student has, the greater the possibility is for him or her to bear a credit card debt 

(Yang et al. 2008). 

 

Personality Traits 

Self-control 

Self-control can also be regarded as one dimension of the risk-taking character, 

which is highly related to impulsive buying (Palan et al. 2011). Self-control can be 

defined as the ability to regulate an individual’s mental, physical and behavioral status 

(Baumeister 2002). In Grasmick et al. (1993)’s research, low self-control is likely to 

be developed during childhood, during which the parents did not monitor, discipline 

or behave their children strictly. Once this personality is developed during childhood, 

it is difficult to change over other life stages and is nearly unaffected by other factors. 

Also, a low level of self-control leads people to prefer excitement, risks, adventures, 

and thrill (Grasmick et al. 1993).  

Some previous literature has already explored the possible effects of lack of 

self-control exerts on the impulsive buying. The research shows that there is a 

significant correlation between personality traits and consumer impulsive buying 



 

 

 

(Gangai and Agrawal 2016). Self-control is the one term that describes the ability of 

one individual to resist the temptation of some products and take control of his or her 

purchasing behavior. The more consumers lack self-control, the more likely they are 

to commit impulsivity (Tremblay 2005). 

 

Self-esteem 

Self-esteem will also play a role in one’s purchasing behavior. In Palan et al. 

(2011)’s research, self-esteem is defined as how much a person feels confident and 

accepts himself or herself. The sense of self-esteem of college students is influenced 

by various factors, such as life experiences, living environment, others’ evaluations 

and interpersonal relationships. During university years, self-esteem is particularly 

crucial, since the identity of these students will change during the college. (Pascerella 

and Terenzini 1991). High level of self-esteem is of great significance to students, 

because accepting themselves and being more confident can help students get less 

mental problems or emotional troubles, like depression and anxiety. Those students 

with higher self-esteem, they have better coping skills to deal with difficulties and 

downtimes, thus increasing the possibilities of academic success (Yelsma et al. 1998).  

There are various studies investigating the influences of self-esteem on impulsive 

buying. Impulsive customers have more tendency to shop on impulse in order to 

enhance their self-esteem and gain more approval from their admired individuals 

(Wang and Xiao 2008). Individuals with lower self-esteem will have a higher 

tendency to purchase something on impulse (Tremblay 2005).  

 

Risk-taking 

Risk-taking has also received some attention regarding the impulsive buying of 

college students. Risk-taking can occur frequently during the life period of 

adolescence and early adulthood since young people tend to be more adventurous and 

favor thrilling entertainment (Gangai and Agrawal 2016). According to Baumrind 

(1987), as a part of the development process, the tendency of risk-seeking can be 

formed in the early age of a child, which is characterized by participating in extremely 

exciting and dangerous sports or even illegal activities. Besides linking to childhood, 

some research also linked risk-taking to high school teenagers and university students. 

Palan et al. (2011) maintained that self-risk can lead to college students’ impulsive 

buying. In the current study, there are mainly two fields of risk, which are social risks 

and financial risks. The consequences of the former risks can be embarrassment and 

disapproval, the outcomes of the latter factor are financial loss or gain (Mandel 2003). 

In Palan et al. (2011)’s research, it is found that the higher level of risk-taking can 

lead to a higher tendency of impulsive buying.  

 

III. RESEARCH METHODOLOGY 

Participants 

Primary data were collected through questionnaires. The sample for this study 

consisted of 209 Chinese undergraduate college students in total, 77 of them were 

male students and 132 of them were female students. All of the participants were 



 

 

 

randomly selected and voluntarily took part in the survey online. This survey was 

anonymous, so students’ private information will not be either recorded or published. 

A college student sample was deliberately selected. For one thing, the purchasing 

behavior of this particular age group is worthy of research, since their habits can last a 

very long time throughout their life and their debt can lead to serious social problems. 

For another, the impulsive buying behavior of college students has received a lot of 

attention worldwide, but little research was done in the mainland of China.  

 

Instruments and Data Collection 

A questionnaire that contained mainly four sections was adopted to collect the 

data. The questionnaire was created through Wenjuanxing, which is an Internet-based 

questionnaire generation website. The first part of the questionnaire investigated some 

demographic features of respondents, such as gender and age. The second section 

contained questions about the financial factors that may affect college students’ 

buying behavior, including us of virtual credit card or credit card, preparation of a 

budget or a shopping list and the amount of monthly pocket money. The next section 

surveyed the personality traits of the students, such as self-control, self-esteem and 

risk-taking. The 5-point Likert scales to assess self-control and risk-taking were 

modified from the scales developed by Grasmick et al. (1993). Higher self-control 

scores refered to a weaker ability of self-control, while higher scores of risk-taking 

represented a greater tendency to take a risk. The 5-point Likert scale to assess 

self-esteem is developed by Rosenberg (1965). Lastly, a 5-point Likert scale was used 

to measure the impulsive buying behavior of the participant, which was adapted from 

the instrument of Rook and Fisher (2005). 

 

Regression Analysis 

In order to discuss the potential influence that each independent variable will 

exert on the impulsive buying behavior, a logistic regression model was adopted. 

There were mainly eight independent variables, which were gender, age, misuse of the 

electronic pay or the credit card, preparation of a budget or a shopping list, monthly 

pocket money, self-control, self-esteem and risk-taking. The dependent variable was 

impulsive buying behavior. 

 

IV. RESULTS 

Sample 

All participants completed every sections of the questionnaire. Demographic data 

and findings from each section of the questionnaire are listed in the Table 1, which 

also includes the frequency and percentages of each answer. This table can offer a 

brief introduction of the data collected. 

 

Table 1 

Demographic Statistics, Financial Factors and 

Personality Traits 

 



 

 

 

 Frequency Percentage 

Gender   
Male 77 37% 
Female 132 63% 

Age   
Lower than or equal to 18 34 16% 

Equal to 19 38 18% 
Equal to 20 46 22% 
Greater than or equal to 21 91 44% 

Monthly pocket money   
<1000 61 29% 
1000-2000 65 31% 
2001-3000 38 18% 
>3000 45 22% 

Will you prepare a budget or a shopping list?   

Yes 80 38% 
No 129 62% 

Will you use Huabei, Xiaoyuandai or credit card? 
Yes 142 68% 
No 67 32% 

Self-control   
High score group 101 48% 
Low score group 108 52% 

Self-esteem   
High score group 130 62% 
Low score group 79 38% 

Risk-taking   
High score group 113 54% 
Low score group 96 46% 

 

Descrptive Statistics Results 

In order to find out the influences that gender, age, monthly pocket money, 

preparation of a budget, use of some virtual credit card applications or credit card, and 

personality traits like self-control, self-esteem, risk-taking can have on the impulsive 

buying behavior, a t-test was performed. The results are summarized in Table 2, Table 

3, Table 4, and Table 5. Further, Table 6 shows the results of Cronbach’s Alpha, which 

tests the reliability of the results. 

 

Table 2 

The Effect of Demographic Factors and Financial Factors on Impulsive Buying 

 

Gender   

Male Female   t statistic Probability 

2.69* 3.45   t=5.741 P<0.05 

Age (in years)   

<=18 19 20 >=21 F statistic Probability 

2.27 3.24 3.45 3.34 23.166 P<0.05 

Monthly Pocket Money   



 

 

 

<1000 1000-2000 2001-3000 >3000 t statistic Probability 

2.68 3.18 3.48 3.57 t=5.188 P<0.05 

 

Notes: *the number indicates the average score for the impulsive buying behavior. 

 

The results in Table 2 indicate that female students have higher average impulsive 

buying scores than male students, which means that female college students tend to 

commit impulsive buying more frequently than male college students. This finding is 

similar to the past results of Lai (2010)’s Taiwan adolescents’ samples and Tremblay 

(2005)’s the Hispanics, Anglo and Caucasian population samples. The results shown 

in Table 2 also point out that before 20 years old, the tendency of impulsive buying 

increases with age. This result supports the finding of Lai (2010). Plus, when 

individuals’ monthly income increases, their average impulsive buying score also 

increases, which means that they tend to consume more products on impulse. This 

finding corresponds with the research findings of Lin and Lin (2005), who adopted 

samples of 15- to 19-year-old Taiwan students. 

 

Table 3 

The Effect of Financial Factors on Impulsive Buying 

 

 Yes No t statistic Probability 

Prepare a budget or a shopping list 2.89 3.35 t=3.304 P<0.05 

Use of Huabei, Xiaoyuandai or credit card 3.07 3.39 t=2.248 P<0.05 

 

In this study, the impacts of some other financial factors are explored too, such as 

the preparation of a budget or a shopping list and the use of some virtual credit card, 

which are exampled by Huabei and Xaioyuandai and credit cards in reality (Table 3). 

From the results, we can draw the conclusion that those college students who have the 

habit of preparing a budget or a shopping list will have lower scores on impulsive 

buying. Hence, the preparation of a budget or a shopping list can decrease the 

tendency of impulsive buying. The negative relationship between good financial 

planning skills or money managing abilities and impulsive buying corresponds with 

the conclusion of Lai (2010). From this table, it can be concluded that the impulsive 

buying score is lower when college students use some virtual credit card applications. 

This result is different from the previous research conducted by O’Guinn and Faber 

(1989), further explanations are specified in the discussion part.  

 

Table 4 

The Effect of Personality Traits on Impulsive Buying 

 

 High score Low score t statistic Probability 

Self-control 3.69 2.69 t=9.641 p<0.05 

Self-esteem 3.39 2.82 t=6.095 p<0.05 

Risk-taking 3.52 2.76 t=9.412 p<0.05 



 

 

 

 

In order to find out the influences of some personality traits on the impulsive 

buying (Table 4), scores of these factors were divided into two groups: high score 

group and low score group. The method of dividing the groups refers to Lai (2010)’s 

research. The former group indicates that this particular personality score is higher 

than, or equal to, the personality mean score. The latter group denotes that the score of 

this personality score is lower than the personality mean score. The results indicate 

that the level of impulsive buying decreases when the level of self-control increases. 

Secondly, when a person has higher self-esteem, his or her tendency to shop on 

impulse will increase. Further, the likelihood of impulsive buying will increase when 

the level of risk-taking increases. These results are similar to the research of Palan et 

al. (2011). 

 

Table 5 

Summary of the Logistic Regression Model 

 

Dependent Variables Standardized Parameter Estimates VIF 

Gender 0.371*** 1.648 

Age 0.317*** 1.467 

Monthly pocket money 0.339*** 1.722 

Preparation of a budget or a shopping list 0.224** 1.223 

Use of Huabei, Xiaoyuandai or credit card 0.154* 1.482 

Self-control 0.701*** 1.336 

Self-esteem 0.521*** 1.212 

Risk-taking 0.603*** 1.142 

   

Note: *p<0.05, **p<0.01, ***p<0.001 

 

In the Table 5, the logistic regression model was adopted to identify the potential 

relationship between these variables and impulsive buying. Also, variance-inflation 

factors (VIF) was used to detect the multicollinearity among the dependent values. 

There is no serious multicollinearity problem, since the VIF for each variable is less 

than 5, which is the minimum standard value for detecting the multicollinearity (Lai 

2010). 

 

Table 6 

Reliability of the Results 

 

 Cronbach’s Alpha 

Self-control 0.732 

Self-esteem 0.808 

Risk-taking 0.750 

Impulsive buying 0.868 

 



 

 

 

 Furthermore, to test the reliability of the results, Cronbach’s Alpha was utilized. 

For these four factors, the results of the Cronbach’s Alpha are moderately high, which 

indicate that the data are in satisfactory level of reliability. 

 

V. DISCUSSION 

 Analyzing both the quantitative data and qualitative data, the potential influences 

of some financial factors and personality traits on impulsive buying can be 

demonstrated, contributing to the understanding of impulsive buying behavior among 

Chinese college students. 

 Most of the results indicated by the questionnaire correspond to the previous 

results found by other researchers (e.g. Lai 2010; Lin and Lin 2005). Female students 

tend to have more impulsive buying behavior than male students, which can be 

explained by Tremblay (2005)’s research. It is found that female students tend to buy 

more clothing and jewelry on impulse than male students (Tremblay 2005). Also, the 

preparation of a budget or a shopping list can decrease the tendency of impulsive 

buying, because those students who have better financial planning skills can manage 

their money better (Lai 2010). While the increase of monthly pocket money makes 

students more likely to shop on impulse, for they have more extra money to spend on 

what they like. It is also supported by the data that students with low self-control 

ability will have more tendency to purchase on impulse, because students with weak 

self-control ability will have stronger and more uncontrollable urge when they shop 

(Palan et al. 2011). Moreover, the level of self-risk has a positive relationship with 

impulsive buying behavior. The role of lack of self-risk can be explained by Palan et 

al. (2011), who proposed that consumers who like taking risks will also like to 

experience a high level of uncertainty as well as ambiguity, and these two factors 

drive them to commit more impulsive buying. 

However, some of the results are a little puzzling and are not consistent with the 

previous theories. First and foremost, the result of my questionnaire indicates that the 

use of Huabei, Xiaoyuandai and credit cards will decrease people’s tendency to 

commit impulsive buying. This finding is opposite to the conclusions of O’Guinn and 

Faber (1989), who stated that the abuse of credit card will lead to an increasing 

tendency of impulsive purchasing. In order to find out the possible explanations, I 

interviewed 10 of the college students online and asked them why they think the use 

of some virtual credit card applications will deter them from consuming on impulse. 

Three of the students had a similar concern that they may not be able to pay back their 

interests in the future, so they had to consider carefully before purchasing. Other 

students mentioned that since Huabei has a limitation suggesting the most amount of 

money that you can borrow within a month, they had to calculate whether the price of 

this product will exceed the upper limit, which provides them less motivation to 

consume on impulse. The second difference in my paper is that self-esteem has a 

positive relationship with the impulsive buying. I also interviewed eight students to 

find out the reasons. Six of the students argued that their confidence and the sense of 

self-value came partly from the appearance. Hence, they admitted their vanity to 

purchase more clothing impulsively.  



 

 

 

 

Limitations 

There are various limitations associated with my study that should be addressed 

in future research. The threshold one is that my sample data collected are not accurate 

enough. According to Trembly (2005), the way informants were approached had an 

impact on the data pool, some of the respondents did not provide enough useful 

information. Some of my participants may also randomly filled out my questionnaire 

because of impatience, which could partly contribute to the inconsistency between my 

results and the previous one. The accuracy of information is of great importance to the 

final results; therefore, further research can offer some prizes or lotteries for the 

respondents, which can probably induce them to participate more actively. Thirdly, 

most of my samples were from the eastern part of China, future research can include 

more samples from the western part of China, which may lead to a different research 

result. Moreover, Palan et al. (2011) maintained that construct measurements will 

impact the results. Since what I adopted in the questionnaire was 5-point Likert scales, 

if I change the methodology to interval scales, the results might be a little different.  

 

Reliability and Validity 

In order to test the validity of my data, I adopted variance-inflation factors (VIF) 

in Table 5 above. VIF scores mainly detect the multicollinearity among the dependent 

values. According to Lai (2010), 5 is the minimum standard value for detecting the 

multicollinearity. Since every value of the VIF scores is lower than 5, we can draw the 

conclusion that there is no serious multicollinearity problem. Furthermore, to test the 

reliability of the four variables which used 5-point Likert scales, I utilized Cronbach’s 

Alpha for self-control, self-esteem, risk-taking and impulsive buying. The values of 

Cronbach’s Alpha are all greater than 0.7, which means that the data are in a 

satisfactory level of reliability. 

 

Theoretical Contribution 

This research is of great significance because it offers insights for diverse groups. 

First and foremost, it can inspire parents and university administrators to pay more 

attention to the purchasing habits of students. For parents, they can encourage their 

children to spend money scientifically and impart skills to resist the temptation of 

material. Since there is a positive relationship between monthly pocket money and 

impulsive buying behavior of college students, parents should be aware that they 

ought to limit the pocket money for their children into a proper amount. Plus, 

communicating more actively with their children about financial issues can serve as a 

catalyst to alleviate their children’s impulse to purchase unnecessary things. 

University administrators can offer some guidance for students to spend money 

wisely and help them obtain more financial managing skills. The results of this 

research also provide insights for some online credit or loan companies, like Huabei, 

Xiaoyuandai and so on. The service these loan companies offer is not like 

professional and formal banking service, which requires a lot of personal information 

or credentials to prove that customers are able to repay the loans. Therefore, 



 

 

 

university students are extremely vulnerable to these companies, since they may 

gradually burden a great amount of debt that is unaffordable to them. Hence, these 

online credit or loan companies should set different amount of loan limits for different 

age groups in order to help students control the loan amount and commit less 

unnecessary impulsive buying. Overall, if parents, school policymakers and loan 

companies can shoulder more social responsibilities and make joint efforts, 

adolescents’ impulsive buying can be mitigated or prevented.  

 

VI. CONCLUSION 

From previous parts of this paper, it is found that some financial factors and 

personality traits can affect the impulsive buying behavior of Chinese college students. 

The preparation of the budget or a shopping list, the use of virtual credit cards and a 

smaller amount of monthly pocket money can decrease the tendency of impulsive 

buying. As for personality traits, the lower level of self-control, the higher level of 

self-esteem and risk-taking can increase the impulsive buying likelihood. 

There are some limitations of my research. For one thing, the respondents may 

not provide enough accurate information and consequently, some of my results are not 

consistent with the previous research. For another, choosing 5-point Likert scales 

instead of interval scales may also have an impact on the results. There is also a flaw 

in my sample collection part. Since most of my respondents came from the eastern 

part of China, it is suspicious whether the results can represent all Chinese college 

students. 

Future research can be conducted to investigate more factors that may trigger the 

impulsive buying behavior of Chinese customers. First and foremost, since the current 

finding indicates that female customers tend to shop more on impulse than male 

customers, future research can dive into this field and investigate the reasons why 

female customers are more impulsive. Maybe the consumption environment in the 

female shopping mall is more beautifully decorated and thus more attractive, or 

maybe female commodities usually offer higher discounts. Besides, the findings of 

the current study find that demographic factors like gender and age have an influence 

on the impulsive buying, more other demographic variables can be studied in the 

future research, for example, marital status. Also, though numerous personality traits 

have been studied in current research, more specific characteristics can be included in 

future research, such as extraversion, optimism, testiness and so on. Additionally, in 

my study, factors influencing the impulsive buying behavior in physical stores and 

factors contributing to the online impulsive buying behavior are not distinguished. 

More research can be done to investigate the differences between online shopping 

behavior and offline shopping behavior. For instance, for offline shopping, the 

in-store environment can have an impact on consumers’ purchasing behavior, such as 

the attitudes of staff, commodity display, and lighting. As for online impulsive buying, 

triggers like advertising, webpage styles and promotions should be considered. Last 

but not the least, credit card use and its consequent results have been studied by 

various researchers, however, it is seldom considered that the high credit card use and 

some social problems, like debts, are not only problems for college students, but also 



 

 

 

for every adult from all works of life. Thus, future research can focus on society as a 

whole, instead of a particular age group.  
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